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AARP Social Impact Commitment:

– Enhancing the quality of life for all as we 
age—not just serving our members—is a 
core part of our mission 

Since 2010, in response to select disaster events, 
AARP and AARP Foundation (AARP’s affiliated 
charity)have: 

– launched more than 10 disaster campaigns 

– distributed nearly $13 million in grants to 
more than 165 organizations

Why AARP & AARP Foundation? 



• Matching Gift Funds
– Serve as incentive for AARP members to further 

their giving 
– Funds provided by AARP and AARP Foundation

• range from $250,000 to $1.5 million based on 
scope/scale of event

– Without funds would not launch a campaign

• Disaster Campaign
- Focus is primarily digital to launch quickly  

• Grants to Orgs Providing Disaster Support
– Foundation Grants Team works to identify and 

distribute grants with focus on:  
• Serving low-income older adults
• Food security and housing

Why AARP & AARP Foundation? What? 



• External Factors 
– Focus on events that impact a significant 

geographic and/or population areas
– Media attention and awareness of event
– Timing to launch campaign within context of 

media “window” and other internal schedules

• Internal Factors
– Leadership support & commitment 

• Streamlined to 3 key decision makers 
– AARP CEO
– AARP Foundation President 
– AARP Foundation SVP/CDO

– Willingness to quickly evaluate an event and 
make decision to commit match funds

Phase I: Planning & Guiding Principles 



• Timing is KEY

• Goal to deploy email solicitation 
within 3 working days of Leadership 
approval

• In parallel to Leadership discussion:  
– Notify key staff to put them on stand-by

– Submit data request 

– Draft email & donation copy; images 

Phase II: Campaign Launch 



• Keep it simple 

– We use a similar 
template for all emails

– What members are 
most familiar with 

Phase II: Campaign Launch 



• Stand up as different elements are 
approved and ready

Phase II: Campaign Launch

Example- Hurricane Harvey: 
• Foundation.org homepage 

and Facebook ad will be in 
place before email launches

• Over 2-7 days leverage web 
& digital resources available 
across AARP & Foundation



Phase II:  Campaign Channel Examples



• Onboarding:

- Welcome message to  
recognized their support 

- Start to introduce them 
to AARP Foundation  

Phase III:  Post Campaign & Follow Up



• Stewardship Report: 
– Critical to report back to donors on how much 

was raised and how their funds were distributed 

– This information helps to maintain donor’s trust 
in AARP & AARP Foundation as good stewards

– Strive to distribute email to disaster donors 
within 8-12 weeks of campaign launch

• Will include update in future cultivation 
messages to full house file

Phase III:  Post Campaign & Follow Up



• Messages are personalized 

Phase III:  Post Campaign & Follow Up



• Re-solicitation:

– Based on timing, new 2017 disaster donors were 
included in the larger EOY FR Campaigns

– reduced the frequency of asks and utilized lift 
notes to recognize their support 

Phase III:  Post Campaign & Follow Up

November 

December 



Samples of EOY Campaign lift notes

Phase III:  Post Campaign & Follow Up

November 

December 



• 2018: adjusted ask amount with disaster gift 

backed out 

– Disaster donors typically have a much higher 
average gift 

– Want to see if a lower ask will help increase 
retention

• New donors will use prospect default ask

• Existing donors will use last highest gift

Phase III:  Post Campaign & Follow Up



• Pre-planning:  
– Develop framework of why/what/when your org should 

launch a disaster campaign

– Identify key decision makers (keep it small)

– Identify key staff and vendors

• Campaign:  
– Leverage channels that will get your message/ask out 

to your supporters as quickly as possible

– If you think the event will have along enough media 
window then add more channels  

• Post-Campaign:  
– Keep donors/supports informed of how their gift was 

used and its impact  

– Onboard new donors but maintain expectations of 
lower retention

Summary: Timing is Everything
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