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Campaign Summary: List Growth & Fundraising
Our two most recent campaigns focused on two core objectives: growing our email 

program and raising grassroots donations—using vivid, issue-driven creative. 

1. Qatar Email Acquisition (Feb 26 – Apr 30, 2025): Leveraged bold creative around 

Qatari influence in U.S. higher education. Supporters were asked to sign a petition 

backing the Deterrent Act, adding their name—and email—to our growing base.

2. Campus Antisemitism Campaign (Oct 9, 2024 – Feb 28, 2025): Showcased 

disturbing real-world images of campus antisemitism, driving donations in support 

of the Antisemitism Awareness Act and the IHRA definition. The creative 

emphasized stripping funding from schools that enable antisemitism.



Email Acquisition: Qatar (Deterrent Act)
Performance Breakdown 

- Total Spend: $1,237.48 

- Emails Acquired: 2,553 

- Cost Per Acquisition (CPA): $0.48

- Total Reach: 17,189

- Impressions: 72,206

- Frequency: 4.20

- Audience: Email list look-alike; donor list look-alike; Facebook audience look-alike

Key Takeaways

- The campaign successfully acquired 2,553 new email subscribers at a highly efficient 

$0.48 CPA, well below industry benchmarks.

- Creative leveraging national security concerns and vivid imagery proved effective for 

both growth and sustained interest.

- Engagement is strong, with 732 users still active—a 29% 30-day engagement rate.

- These newly acquired contacts are now fueling our broader advocacy and exposed to 

our donor pipeline.



Email Acquisition: Qatar (Deterrent Act) – Creative

Top Performer
~ 1,000 signups



Performance Breakdown 
- Total Spend: $3,431.95 
- Total Raised: $5,048.31 
- Return on Investment (ROI): $1.47 (For every $1 spent, we raised $1.47)
- Total Reach: 39,078
- Total Impressions: 108,176
- Frequency: 2.77
- Audience: Donor list; donor list look-alike; Facebook audience look-alike

Key Takeaways

- This campaign outperformed benchmarks, delivering a 47% positive ROI. 
- It raised over $5,000 through emotionally resonant creative that featured images 

from real campus incidents. 
- The messaging connected directly to urgent legislation—giving donors a clear 

sense of purpose and impact. 
- Every dollar spent not only funded immediate advocacy, but helped market our 

brand in the fight against antisemitism in higher education.

Direct-to-Donate: Campus Antisemitism



Direct-to-Donate: Campus Antisemitism – Creative

Top Performer
~ 19 Results* (META 

TRACK)



Direct-to-Donate: Campus Antisemitism – Creative 
(Continued)


