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Susan Packard- Background & Introduction
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• Employed by Adstra for 30 

YEARS!

• Married with 5 DAUGHTERS

• 2 Dogs, 6 Cats and currently 

fostering 3 newborn kittens

• Philly Sports Fan

• Casual Wildlife Photographer

• Can whip up a party in a hot 

minute
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• The Donor File – Most Important Asset for an Organization

• Audience Sources 

• Cooperative Databases

• Offer Types/Package Treatment

• Offline/Online Collaboration

• Structure of Acquisition Plan & Strategy

• Attrition & Acquisition of Donors

Agenda



• List Broker  = “A List Broker acts as an agent for those who wish to conduct direct marketing 

campaigns via direct mail, email, or telemarketing.”

• List brokers provide lists that, minimally, contain a prospect's name and physical address.
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Old School Definition

Private & Confidential



5

Today’s Definition
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• Lists  = “Innovative use of data”

• We partner with non-profits, utilizing data to identify the right audience to target for new donor 

prospecting both offline and online.



The Donor File
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Sample Data Card
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Universe Trends-Top 20 Volume Lists

List Name Segment Name 2023  Count 2024 Count 2024 vs 

2023 Trend 

Alzheimer's Association 12 Month Donors 343,122 374,538 9%

American Cancer Society 12 Month Donors 447,610 424,947 -5%

American Heart Association Donors 12 Month $5-$99 Donors 444,141 392,160 -12%

American Lung Association Donor Masterfile 12 Month Donors 345,621 315,349 -9%

Arbor Day Foundation Donors/Members 12 Month Donors/Members 563,432 509,536 -10%

ASPCA 12 Month $5+ Donors 514,758 412,451 -20%

Boys Town 12 Month Donors 1,037,010 920,157 -11%

Brightfocus Foundation Masterfile 12 Month Donors 317,350 285,039 -10%

Disabled American Veterans Active Donors 12 Month Donors 1,088,659 963,042 -12%

Disabled Veterans National Foundation Donors 0-12, $5 - $99.99 487,844 393,443 -19%

Easterseals Donors 12 Month Donors 466,984 330,443 -29%

Habitat for Humanity International 12 Month Donors 290,919 222,314 -24%

Marine Toys for Tots 12 Month $5-$99 Donors 310,725 300,139 -3%

Nat'l Committee To Preserve Social Security & Medicare 12 Mo Members/Donors 272,371 251,000 -8%

Paralyzed Veterans Of America & Enhanced    12 Month Donors 1,111,493 671,017 -40%

Shriners Hospital for Children 12 Month Donors 657,537 664,082 1%

Special Olympics International 12 Month  Donors 387,262 359,452 -7%

St Labre 12 Month $5-$99 Donors 363,635 353,052 -3%

St. Joseph's Indian School Regional Donor File 12 Month Donors 653,410 614,197 -6%

Wounded Warrior Project 0-12 Mo 879,131 793,492 -10%

TOTAL 10,983,014 9,549,850 -13%
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Difference Between List Brokerage and List Management
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brokerage

Buys (rents/exchanges) names

list management 

Sells names
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As the direct marketing success rule of 40/40/20 states, 40% of your campaign's success 

is due to the mailing list, 40% due to the offer, and 20% due to the creative
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Direct Marketing Success Rule

Mailing List (Data)

Offer

Creative

https://www.datatargetingsolutions.com/blog/2017/2/2/9-mistakes-to-avoid-in-direct-marketing


Audience Sources 
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Primary Secondary

• Postal Addresses (mailing list) • Email Addresses

• Phone Numbers

• Alternative Media/Package Inserts

• Digital Audiences 

(Facebook/Display/CTV)

Primary and Secondary Segmentation Sources
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The Number One Variable to Determine the Success of Any List
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Have they responded 

to an offer?



▪ Other organizations’ lists

✓ Donors to similar causes

✓ Donors to other causes

▪ Compiled Data 

✓ Sourced from directories, census, survey, public records, etc. 

✓ Age, Income, Gender, Affinity

✓ Interests (sports, animals)

✓ Life Events

o Newlyweds, Homeowners, Empty Nesters
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Types of “Lists” and Data



✓ Typical fundraising files are 24 or 36-month files

✓ We generally rent or exchange 6 or 12-month donors

✓ Most often, $10+ donors are selected from other lists

✓ Most fundraisers will deny access to 1 month and 3-month names

✓ Non-profit may also deny their names to:

▪ Political parties

▪ “Questionable” charities

▪ Sweepstakes mailers

▪ Close competitors
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“Recency Drives Response”
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Those Who Have Made a Recent Donation to Another Charitable Offer
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Those Who Have Made a Recent Purchase from a Catalog

Private & Confidential



18

Those Who Have Subscribed to a Magazine
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Order Types
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Test

New list taken for 
the first time

Typical Range 
between         

7,500–15,000

Retest

Results of the test 
were strong enough 
to “retest” a second 

time

Typical Range 
between 15,000-

25,000

Continuation

Test and retest 
results were both 
strong, now we 

consider it a “core 
list”

Take all available 
quantity; could be 

up to 200,000

Reuse

When no new 
names are available 
from a proven list, 
we can “reuse” an 

older order

Generally, comes 
with discounted 

pricing

➢ Exchange = Name for name swap with another direct marketer

➢ Rental = Rental fee for one-time use of names 



Cooperative Databases
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cooperative database

Participants contribute their transactional donor 

data to the database, which is pooled and 

modeled to target prospects most likely to 

respond to your offer and/or deliver a strong 

lifetime value to your organization.
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Cooperative Databases
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More Co-op Choices than Ever!
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Co-ops as a % of Prospect List Mix
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*Adstra Nonprofit Clients

52% 52%
55%

58% 59%

2019 2020 2021 2022 2023



Offer Types/Package Treatment

25
Private & Confidential



26

Traditional
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Straight appeal for donation
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Upfront Premium (“Freemium”)
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Address labels, notepads, note cards, calendars, etc.
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Back-End Premium
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After a donation is made, a “gift” is sent.  

These include tote bags, umbrellas, hats, etc.
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Marrying Audiences
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MSAA’s Premium Label 

Package

ADR’s Premium Card Package

ADR’s Non-Premium Package
MSAA’s Non-Premium Package

PACKAGE LIST



Offline/Online Collaboration
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Direct Mail Driving Online Giving
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50% more donors respond to direct 

mail when receiving the same call-to-

action across multiple channels

35% of donors say they prefer to 

respond to direct mail by giving online 

or via mobile devices
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Direct Mail Acquisition Match-back by Campaign
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Drive to Web-Traditional and Postcard
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Direct Mail Driving Online Giving-Multi Channel
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Unified Messaging 

is Essential to 

Success

Mail Piece

Facebook Ad
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Multi-Channel to Lift DM
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Data onboarding for 
online & CTV 

marketing  purposes 

Increase touch points 

with potential new 

donors by onboarding 

successful offline 

audiences online.



Direct mail can be a valuable tool for nonprofits to reach donors and raise funds in 2024, and some studies show 
that it can be more effective than digital marketing:

Open rates
Direct mail can have open rates as high as 90%, compared to email's 20–30%.

Trustworthiness
Direct mail can be more trustworthy than digital marketing and can help build trust with consumers.

Personalization
Direct mail allows nonprofits to target specific audiences based on characteristics like age, location, and involvement 
with the organization. This can help build deeper relationships with donors and make them feel valued.

Multi-sensory experience
Direct mail can engage multiple senses, including sight, touch, and hearing, which can leave a lasting impression and 
enhance the memorability of the message.

Tangibility
Donors can hold direct mail in their hands, which can make the message feel more real and inspiring than digital 
messages.

ROI
According to an ANA study in 2022, traditional direct mail sent in a letter-sized envelope produced a 112% ROI.

Price stability
Direct mail prices are relatively stable, while digital ad costs have increased much more quickly.
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Direct Mail is still a valuable acquisition tool in 2024!
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Structure of Acquisition Plan & Strategy
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Our Goal is to Help Clients Cost Effectively Acquire New Donors Who Are 

Going to Stay with Them for the Long Term
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Improve overall list performance

Uncover fresh sources of names

Save money on list acquisition



✓ Campaign Information (offer, mail date)

✓ List and Segment

✓ Response Rates

✓ Average Donation Amounts

✓ Driving metrics such as net revenue per donor 

(NPD) or cost per dollar raised (CPDR)
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We Analyze Our Clients’ Campaign Results



• Performance varies by client but below are a few benchmarks
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Performance
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Response Rate 

1.0%

Net Revenue Per Donor 

($15.00) – ($20.00)

Average Gift 

+$22 

Cost Per Dollar Raised 

$1.50 - $2.00
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Campaign Results
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Package Performance
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Package Type

Mail 

Quantity 
Responses RR% Revenue  Avg Gift 

Total 

Cost 

Total 

Cost/M 
Net Rev  CPDR  ROI 

Non-Premium 1,371,887 12,921 0.94% $347,833 $26.92 $526,363 $383.68 ($178,530) $1.51 $0.66
Premium 660,152 8,416 1.27% $172,347 $20.48 $324,646 $491.77 ($152,299) $1.88 $0.53
Grand Total 2,032,039 21,337 1.05% $520,180 $24.38 $851,009 $418.80 ($330,829) $1.64 $0.61



43

Category Performance
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Category
Mail 

Quantity 

% Mail 

Quantity
Responses RR% Revenue  Avg Gift Total Cost 

Total 

Cost/M 
Net Rev  CPDR  ROI 

Co-Op 2,843,367 65.83% 20,502 0.72% $574,463 $28.02 $1,333,120 $468.85 ($758,657) $2.32 $0.43
Donors 712,473 16.49% 4,962 0.70% $104,374 $21.03 $299,356 $420.16 ($194,982) $2.87 $0.35
Lapsed 400,677 9.28% 4,570 1.14% $124,457 $27.23 $167,058 $416.94 ($42,601) $1.34 $0.74
Multis 363,004 8.40% 3,058 0.84% $79,144 $25.88 $147,428 $406.13 ($68,284) $1.86 $0.54
Grand Total4,319,521 100.00% 33,092 0.77% $882,438 $26.67 $1,946,962 $450.74 ($1,064,524) $2.21 $0.45
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Lifetime Value (LTV)
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How This Information is Used
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Strong lists: Look to expand

✓ 0-3 months (expand recency – test 

4-6 months)

✓ $10+ (lower dollar amount to 

$5.00-9.99)

✓ Female (expand selects to male)

Marginal Lists: Refine Segmentation

✓ Tighten recency from 0-6 month to 

0-3 month

✓ Increase gift amount from $10+ to $15+

✓ Add age or gender select

✓ Add geography (zip models, states)

Analyze Past Performance for each list
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Sample Mail Plan
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Sample Test Recommendation
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How can we lower list costs?

Reduce Base Rate

Waive or Cap Select Charges

Net Name Arrangements

Negotiate an Exchange

48

Lowering List Costs
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01

02

03

04
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Campaign Planning Cycle
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Adstra places list 

clearances

Adstra creates 

mail plan & test 

recommendations

Client approves 

mail plan; 

Adstra places 

orders

Service Bureau 

receives all Lists/ 

begins Merge/Purge

Letter shop receives 

final files and prints 

mail pieces

Campaign 

Mails

Results sent to 

Adstra for analysis 

and future 

campaigns
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Merge Purge
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Merge/Purge is the process of merging multiple lists into one mail file, removing unwanted and duplicate names 

Pre-Merge 
Input File

DMA Pander

Deceased

Prison

Rented Names

Exchange Names

Lapsed Names

Mail Files Suppression Files

Merge/Purge

Post-Merge

Output File

Active Donors

Do Not Mail



Attrition and Acquisition of Donors
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Unfortunately, We Lose Some Donors Each Year…
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It is Critical to Keep Feeding the Bucket through Targeted Acquisition!
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Susan Packard, Adstra Nonprofit

susan.packard@adstradata.com
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Thank You!
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