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• 31% of respondents (47 people) made a donation 

1 members. 68 of these new members 

 Collected 87 referrals from “refer a friend” function 

 

 

Project: Girl Scouts Raises Funds with Support the Sash Campaign 
Vertical Market: Non-profit 

Business Application: Direct Marketing/Direct Order/Loyalty 

 

Business Objectives 

Founded in 1912, Girl Scouts of the USA is the preeminent leadership 
development organization for girls with 3.6 million girl and adult members 
worldwide. The Girl Scouts Arizona Cactus Pine Council (GSACPC), which 
serves Girl Scouts throughout Arizona, was seeing a decline in donations and 
needed a way to cultivate new donors who might participate in an upcoming 
capital campaign. 
 
Working with Allegra Print & Imaging, the organization developed a solution 
that would build relationships with Girl Scout alumni. 

• The primary objective of this campaign was to engage alumni and to 
begin to develop a network of donors for future campaigns  

• The secondary objectives were to gather donations from those women 
who were ready to donate, and to build a database of new alumni 

Results  

• Total response of 8.2% with unique individual response of 4.9%. A visit to 
a Personalized URL (PURL) was considered a response 

• From anecdotal feedback it was learned that respondents visited 
their personalized landing page multiple times so they could 
participate in the different online experiences – refer a friend, make a 
donation, connect to Facebook 

• r ople in each age segment who visited their PURL  Pe centage of pe
• 20 – 39: 54% 
• 40 – 49: 21% 

4% • 50 – 59: 1
• 60+: 9% 

 
• Increased average donation from $50 to $250 

• Grew Facebook Cause page to 14
were not in GSACPC’s database 

•
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• Social Media (Facebook Cause page, YouTube Video) 

follow up 

ll to 
ite via a PURL. 

• Social Media (Facebook Cause page, YouTube Video) 

follow up 

ll to 
ite via a PURL. 

Campaign Architecture 

This campaign was a multi-channel cross media campaign that targeted the 
memories and emotions of former Girl Scouts in an effort to get them re-
engaged, and ultimately make a donation to support today’s scouts.  
 
The campaign took advantage of the following mediums:  mediums:  

• Variable data direct mail • Variable data direct mail 

• Email (initial and follow-up) • Email (initial and follow-up) 

• Web - Personalized landing pages • Web - Personalized landing pages 

  
• Telesales • Telesales 

Direct Mail 
The variable data direct mail piece was versioned by segment and featured 
prominent women of the community that had been Girl Scouts. The ca
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50 – 59 
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60+ 

Age group 
segment 

 
Email 
A campaign email was sent to all alumni for whom the council had email 
addresses. This email was timed to arrive the same day as the direct mail 
piece. The call to action drove recipients to their personalized involvement 
site via the same PURL as the direct mail piece. 
 
Follow-up emails were sent to individuals who visited their PURL and asked 
them to refer a friend and join the GSACPC Facebook page. Non-responders 
received an email encouraging them to visit their PURL. 
 
Web 
The personalized involvement site was versioned by segment and provided 
compelling copy that would resonate with each age group. Visitors were 
asked to make a donation to help “Support the Sash.” 
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Those who indicated an interest in 
making a donation were sent to a site 
that would allow them to complete a 
secure online transaction. After they 
hit the donation site a representative 
would follow up with a phone call. In 
most cases this was to thank them for 
their donation. In some instances, if 
visitors noted that they would like to 
make a gift but had not done so 
online, the representative called and 
asked them if they preferred to donate 
in a different manner.  

 Referral Page 

 
Respondents who did not want to donate right away were offered other 
avenues to get involved. This was part of a strategy that would cultivate 
future donations by keeping the women engaged. A "refer a friend" function 
enabled these alumni to invite others to participate in the campaign through 
an automated email. 
 
Social Media 
Alumni were also encouraged to join a Facebook Cause page for the 
GSACPC. This page was designed to create an online community in an 
environment that would allow ongoing conversations and future donations. 
The service provider helped set up the Facebook page, which is being 
maintained by GSACPC. 
 
A YouTube video was also uploaded to create awareness of the campaign 
and drive incremental involvement in the Facebook Cause page. 

Target Audience and Messaging 

The target audience for this campaign was Girl Scout alumni. It was clear 
from research that what was important to women varied based on their age. 
Therefore, a number of personas were created. Each persona had messaging 
that was specifically targeted and would resonate with that particular age 
group. 
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The personas targeted the following age groups: 
 

Persona Name Age Group Message Focus 

Jennifer 20 – 39  Girl Scouts helped develop your character 

Susan 40 – 49 Invest in the future of today’s girls 

Martha 50 – 59 Today’s Girl Scouts follow in your footsteps 

Mary Pat 60+ Girl Scouting builds value and character 

 
Each version of the postcards and emails had a “Support the Sash” theme. 
The copy was specifically developed to resonate with the recipients in each 
age group. 

List 

The list for this campaign came from GSACPC’s database. Working with a 
research firm a selected group of alumni with a higher propensity to give was 
identified. The campaign was directed to this alumni list of approximately 
3,100 people.  

Creative 

The creative was developed by the print and marketing service provider. The 
imagery on the postcards, emails and landing pages introduced prominent 
women in the community who had been Girl Scouts. The communications 
to each alumni segment featured a woman that was in that age group. The 
women were shown in their professional life today, but they wore a sash over 
their business attire. The implied message was that their experiences in Girl 
Scouting helped them get where they are today. 

Reasons for Success 

Girl Scouts Arizona Cactus Pine Council was very pleased with this campaign 
and phase two of the alumni donor development program was executed in 
the fall of 2009. 
 
Allegra Print & Imaging has used its success with this campaign and other 
not-for-profit campaigns to penetrate this market. Approximately 40% of 
their business now comes from serving the not-for-profit sector. 
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i. 
This level of connection will help GSACPC in future donation drives. 

he 2010 PODi Best Practices Award in the Direct 
Marketing category. 

Best practices learned from this campaign are: 

• Build a relationship before asking for money. GSACPC did not make a 
hard push for donations in this initial communication with alumni. 
Rather they focused on reconnecting and informing alumni about the 
challenges facing Girl Scouts today. 

• Use print to drive social media interaction. With print you can cut 
through the clutter of email and online messages. It can be an effective 
way to capture your audience’s attention and then begin the 
conversation through social media.  

• Relevance drives response. By segmenting its audience into diff
age groups, GSACPC and its service provider were able to create 
messaging and imagery that strongly resonated with Girl Scout alumn

This campaign won t
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