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CORE DIRECT MARKETING
PRINCIPLES

02

• FRIENDLY DEMEANOR
• STAY COMPOSED
• MAINTAIN HIGH ENERGY03

• HOME & LIFE
• INTERESTS
• PROFESSION
• EXPERIENCES
• SOCIAL CAUSES

04
• SPECIFIC
• MEASURABLE
• ACHIEVABLE
• RELEVANT
• TIME-BOUND GOALS

GLOW PRINCIPLE

01
• GRATITUDE
• LISTENING
• OPTIMISM
• WARMTH

BUILDING PERSONAL
BONDS (HIPES)

POSITIVE
ATTITUDE

SMART
PLANNING



STRUCTURED APPROACH

Key Engagement Strategies

Use a warm, invi t ing tone to ease into conversat ions, bui ld ing
rapport f rom the start .

Share stor ies of CCEL’s successful projects to establ ish
credibi l i ty and emotional connect ion.

IMPACTFUL STORY

Highl ight community needs and CCEL ini t iat ives, explaining
how donor support can make a dif ference.

CLEAR PRESENTATION

Encourage immediate contr ibut ions by emphasizing the
urgency and impact of their support .

MOTIVATING CLOSE

FRIENDLY OPENING

GRATEFUL RECAP
Ensure donors understand their impact and feel
appreciated through personal ized fol low-ups



Key Engagement Strategies
EFFECTIVE COMMUNICATION

Del iver br ief and clear messages to respect the donor 's t ime
whi le conveying CCEL’s mission.

. Engage donors by responding to their interests and concerns,
foster ing trust and dialogue.

ACTIVE LISTENING/ASKING QUESTIONS

CONCISE MESSAGING

PERSONALIZATION
TECHNIQUES

Tai lor interact ions based on donor preferences, ut i l iz ing data
insights to personal ize communicat ion.

Adapt conversat ions to donor interests, bui ld ing genuine
connect ions in a relaxed manner.

CUSTOM ENGAGEMENT

OBSERVE, RELATE, RELAX (O.R.R.)



Key Engagement Strategies

ENGAGEMENT FILTERS

Recognize and respect donor object ions, addressing them
with empathy and solut ions.

ACKNOWLEDGE CONCERNS

Antic ipate potent ial concerns and address them before they
arise to maintain control of the conversat ion.

PROACTIVE SOLUTIONS

Focus on donors showing genuine interest, redirect ing
efforts to maximize engagement eff ic iency.

PRIORITIZE QUALITY
INTERACTIONS

HANDLING
OBJECTIONS:



Generat ion Z

Mil lennials

Generat ion X

Baby Boomers:

Generational
Donor
Engagement

• Digi tal nat ives, prefer authent ic i ty
and visual storytel l ing

• Engage through social media
chal lenges and gamif icat ion

• Highly digi tal , prefer social media
and mobi le-fr iendly content

• Driven by causes and values

• Use a mix of tradi t ional and digi tal
channels

• Appreciate concise communicat ion
and impact report ing

• Prefer tradi t ional communicat ion
(direct mai l , phone cal ls)

• Value personal connect ions and
detai led informat ion



DONOR ENGAGEMENT BY
INCOME LEVELS

Middle-Income
Donors

High-Income
Donors

Lower-Income
Donors:

• Value exclusiv i ty and
personal ized engagement

• Strategies: Exclusive events,
legacy giving opportuni t ies

• Interested in direct impact and
f lexible giving

• Strategies: Recurr ing giving
programs, impact- focused

communicat ion

• Motivated by community
commitment, prefer smal l

contr ibut ions
• Strategies: Micro-donat ions,
inclusive community events



IN-PERSON
CAMPAIGN
CCEL Community

Day with
workshops and

cultural
performances.

Multi-Method Engagement Campaign

INSTAGRAM
CAMPAIGN
Faces of CCEL
showcasing

personal stories.

EMAIL
CAMPAIGN
CCEL Impact
Newsletter with
success stories
and donation
appeals

FACEBOOK
CAMPAIGN
CCEL Heroes
highlighting

volunteers and
donors



atrivedi8@fordham.edu
Arjun Trivedi

rshah86@fordham.edu
Rhea Shah

THANK
YOU



Appendix (a)
IN-PERSON CAMPAIGN

Objective: Engage the local Bronx community and
Fordham students in a day of enriching activities,
highlighting CCEL’s mission and encouraging donations for
the upcoming CCEL community center in the Bronx.

Expected Impact:

1. Increase community awareness of CCEL’s initiatives.

2. Engage over 500 community members and students.

3. Raise $10,000 in donations during the event.
Collect 1,000 pounds of food for local food banks.

CCEL COMMUNITY DAY:
BRIDGING THE GAP TOGETHER

VENUE: FORDHAM UNIVERSITY ROSE HILL
CAMPUS, BRONX, NY

** DETAILED CAMPAIGN IN SPEAKER NOTES



Appendix (b)
INSTAGRAM CAMPAIGN

Objective: Showcase personal stories of individuals who have
benefited from CCEL programs, encouraging followers to donate for
the new community center in the Bronx.

Expected Impact:

1. Reach 10,000 Instagram users.

2. Engage 1,000 users through likes, comments, and shares.

3. Raise $5,000 in donations through Instagram.

FACES OF CCEL: STORIES OF
IMPACT

FORMAT: ONLINE, DIGITAL – SOCIAL MEDIA
(INSTAGRAM)

** DETAILED CAMPAIGN IN SPEAKER NOTES



Appendix (c)
EMAIL CAMPAIGN

Objective: Provide detailed updates on CCEL’s impact
and encourage donations for the new community center
in the Bronx through a compelling email series.

Expected Impact:
1. Open rate of 25%. The click-through rate of 10%.
2. Raise $7,500 in donations through email campaigns.

CCEL IMPACT NEWSLETTER:
BE THE CHANGE

FORMAT: ONLINE, DIGITAL – EMAIL

** DETAILED CAMPAIGN IN SPEAKER NOTES



Appendix (d)
FACEBOOK CAMPAIGN

Objective: Highlight the efforts of volunteers, donors, and
community leaders, encouraging followers to become CCEL
Heroes through donations for the new community center in
the Bronx

Expected Impact:

1. Reach 15,000 Facebook users.
2. Engage 1,500 users through likes, comments & shares.
3. Raise $10,000 in donations through Facebook.

CCEL HEROES: EVERYDAY
CHAMPIONS

FORMAT: ONLINE, DIGITAL – SOCIAL MEDIA
(FACEBOOK)

** DETAILED CAMPAIGN IN SPEAKER NOTES


