
Direct Response
Creative Strategy
Maximizing Your Investment

Friday. January 28, 2022
Professors Institute



Craig DePole, President
Newport ONE

30 years in direct response fundraising
Member of DMAW, Board Member and Chair, Association of Direct Response 
Fundraising Counsel of The Nonprofit Alliance.

Newport ONE is a full-service, direct response fundraising agency that is helping nonprofit
organizations engage and inspire their donors to change the world. Using data intelligence
coupled with creative ideas, Newport ONE partners with innovative organizations to reimagine
how direct response fundraising should work. Connect with us at info@newportone.com.



Newport ONE is honored to work with so 
many outstanding organizations and causes.



Creative is Overrated
And Underappreciated

DR Creative Strategy: Maximizing Your Investment



POV: Boards and Executives

I would never start a sentence 
with And or Because. 

We need to use proper grammar 
and complete sentences.  

Red isn’t one of our 
brand colors. 

We need to talk about all 
our other programs.

It looks boring.  





Five Creative Keys for 
Driving Donor Response
And giving it the right amount of attention



#1
An 
Irresistible
Offer

Most offers are interesting but rarely 
irresistible

To expand beyond folks who already love 
you requires greater specificity. 



Offer: Solve a specific problem 
• Make it a simple solution (not all the underlying 

complexities)
• 56 cents provides a day of meals + 4x the impact



Visual aid to advance the message



Offer: An opportunity





Premium offer
Making the case right from the start



Premium offer

Call out offer



#2 
Offer-to-
Audience 
Targeting

• Interested
• Inclination
• Intent
• Means



#3
Identifying a Captivating
Story 

Illuminates the problem and an obvious 
solution.

Don’t let all the facts get in the way.  

Statistics can support your case, but they 
are not as important as you may think.



Good story example

Captivating opening

The conflict

The resolution



Happy story

Builds excitement

Story climax and transition



Dramatic story

Dramatic opening

The problem 

The solution 



#4
The Donor Benefit

FEEL LIKE YOU DID GOOD TODAY 

CHANGED A LIFE

MAKING THE WORLD A BETTER PLACE



#5 
The Call-to-Action

• Urgency
• Reason for the ask
• Clear and Concise



Getting to YES!

• Reciprocation
• Liking
• Social Proof
• Authority
• Scarcity
• Consistency



Design

Sole purpose is to deliver the 
message

Everything else is distracting 





Eye Tracking
1. Beware of “dead weight visuals”
2. Power of directional cues – eyes, 

circles, highlighting, arrows



Example of directional cues



Eye Tracking

The F-pattern is the default pattern when 
there are no strong cues to attract the 
eyes towards meaningful information. 



Impactful design

Eye draw and headline

Story feature

Ask/offer

[LOGO]



No frills

Urgent message

Purposeful design

No color



A Nod to Branding

• Image and Authenticity
• Consistency and Recognition
• Repeated vision/value proposition … until you’re beyond bored with it. 



Final Thoughts

Make your Creative spark an 
emotion
Spend the most time working on 
an irresistible offer
Know who you’re pitching to
Design with purpose



Ask me questions

Craig DePole, President
cdepole@newportone.com
410-793-5418
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