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Hello and Welcome Everyone!

Your Instructors: 

Ross Fate
Senior Account Director
MMI Direct

John Bell
Vice President
MMI Direct
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What you’ll learn today:

• Data Hygiene and Merge Purge processing

• Understanding the benefits of the information 
provided throughout the Data Hygiene and 
Merge Purge process and how to use this 
information to help you make good business 
decisions about your process.
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Why is Data Hygiene So Important?

Clean and accurate direct mail data:

üImproves mail deliverability

üGets your mail delivered faster

üReduces your postage rates

üReduces printing and mailing costs

üImproves your campaign and program performance
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Strategy/Design/Production

Design Data

Laser
 Personalization

Pre-press/
Printing

Mailshop

Where Data Fits into Your Project Workflow
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Top Causes of Bad Data
Manual Data Entry into Your Databases:
Make sure input fields include standardization rules allowing only valid 
data types

Rented Lists:
Responders to your acquisition mailings get added to your donor 
database. Data hygiene steps within your merge/purge processing ensure 
new donors join your file at the cleanest addresses possible.

Plus…



Data Collection Across Platforms
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Website  
Sign-ups

Survey Forms Webinar 
Registrations

Donation 
Forms

Resource/PDF 
Download 

Forms

Canvassing 
Sign-ups

Event & 
Auction 

Registrations

Volunteer 
Registrations

Apply 
standardization 
rules here too!



8 Levels of Data Hygiene

Tailor your data hygiene 
processes to your unique 
data set, strategy and 
program goals…
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Data Hygiene Red Flags

1. Review detailed reports to 
uncover anything that 
doesn’t make sense

2. Highlight suspected errors to 
investigate further

• Weird things do happen!
• We have stories!
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Individual List 
Hygiene Report:
Lapsed Donors
Active Donors

Non-Donor House Files
Outside Prospect Lists

TIP: Issues might be 
hidden in total job 

percentages so look 
at hygiene stats for 

individual lists
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Analyze:
Zip +4/Corrections

Moves %
PCOA Moves %

Apt Number Appends/Corrections

Are Any Counts or 
Percentages Suspicious?



What Names & Addresses Should You 
Omit from Your Mailing?

It depends on your situation and strategy.
• Deceased
• NCOA Undeliverable Name/Addresses (“Nixies”)
• Prisons
• No Zip+4
• Company records without individual name
• Temporary Moves
• Unique ZIPs
• Disaster areas
• Profanity/Buzzwords
• Vacant Lots
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USPS Address Hygiene Services
Address Change Service (ACS)
• After your mailing drops, the USPS provides any change-of-

address and other non-delivery info to you electronically.
Benefits:
• Reduces returned mail and cost/time of manual corrections to 

your database
• Save money on future mailings by removing bad addresses
• Corrected addresses can be delivered faster in upcoming 

mailings

Address Element Correction (AEC)
• Identifies and corrects addresses missing address elements or 

with incorrect elements which may delay or prevent delivery
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Pro Tips from Ross
Run NCOA more frequently due 
to increase in moves 
Example:
In Q4 2020, a nonprofit ran NCOA 
process three weeks after initial 
run and saw 60% increase in 
moves between to two runs.

In 2022, population migration 
continues.
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Acquisition Data Merge Purge
1. Acquisition Data Merge/Purge Strategies & 

Processes
2. Merge/Purge Reporting 
3. Post Merge Processing
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Definition: Merge/purge

• Merge/purge is the 
process of merging 
multiple lists/data sources 
into one mail file, while 
removing unwanted and 
duplicate names.
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Unduplication Strategies

• Tailor your merge/purge 
processes to the types of 
files in your acquisition 
data set and your unique 
program requirements.
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List Priorities

Which record should be retained when duplicates 
are identified?
Criteria to consider when assigning list priorities:
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List Ownership List Cost/Exchange 
Agreements

List Type: 
Test, Retest,
Continuation



Unduplication Levels

Who will receive a mail piece using the following levels?

Level John Smith
123 Main St

Mary Smith
123 Main St

Bob Jones
123 Main St

Individual X X X

Household X X

Residential X
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Match Criteria to Eliminate Duplicates

Tight:
Allows for very few 

variations

Loose:
Allows for many 

variations

Medium: 
Allows for moderate 

variations

Match process interrogates each element of the name, 
organization, address line, city, state and zip.

Adjust or tweak the unduplication + match criteria depending 
upon List Type. 

Customized strategies for different list groups. Test, test, test!
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Name/Address Match Process Examples

Marvin Dawson
988 Cattails Drive
Ooltewah, TN 37363

Marvin Dawson
989 Cattails Drive
Ooltewah, TN 37363

Janet Dawson
98 Cattails Drive
Ooltewah, TN 37363

Janet Carter-Dawson
988 Cattails Drive
Ooltewah, TN 37363

L M Dawsonville
9 Cat Drive
Ooltewah, TN 37363
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Any lists that fall outside the 
accepted verification parameters 

should be reviewed.
Then a determination is made 
regarding the integrity of the 
merge purge process and any 

prior processing.    

Watch out for:
• Significant variance between ordered 

and received quantities
• Unusually high number of omits
• Unusually high (or low) hits against 

another list or suppression file
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Analyze List Interaction with the 
Match Analysis Report

Same List
Different Select
Major Overlap

Investigate Further!
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Multi-Buyer names appear on 
more than one acquisition list.

These individuals have contributed 
to multiple organizations and 
typically perform better than 

individuals who appear on only 
one acquisition list. 

What is the best way to cultivate 
multi-buyers?



Innovative Ways to Optimize Your Merge

Multi-Buyer Strategies
Ask String Optimization
Removing Non-Responders
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Try this Multi-Buyer Strategy

Multi-buyer names can be mailed in subsequent mailings.
Try mailing the second record in household dupe groups:
If you’ve identified these dupes in your merge, instead of 
mailing John in both the main and multi drops, try mailing 
Mary in the multi drop.

John Smith – retained
Mary Smith – dropped 
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Gift Ask String Optimization

• Many acquisition mailings use the same static gift amounts for 
every prospective donor on reply devices and in letter copy.

• You can customize the suggested donation amounts for each 
prospect, based upon their giving history, to maximize 
revenue.

Example:
Jane Smart:
__ $30   __ $40   __ $50   __  My Best Gift $ ___

John Smith:
__ $25   __ $35   __ $50   __  My Best Gift $ ___
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Remove Non-Responders

• You can remove records from your merge list 
that are unlikely to respond. 

• Modeling providers can identify these names, 
based upon past behavior data. 

• You can replace these names with records 
that are likely to respond.

• Additional method: Build a chronic non-
responder file to use as a suppression file.
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Post Merge Processing

üKey Coding and Package Splits
üSeeds
üFormatting – Upper/Lower casing, punctuation
üTitle code assignment
üSalutation build
üFinder number/scanlines
üPresorting for postal discounts
üMatchback analysis: multi-channel attribution report 

(track direct mail recipients who give online)
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Pro Tips from Ross

Apply hygiene results to 
your database/CRM:
• NCOA Moves
• PCOA Moves – not 

recommended for active 
records
• NCOA Nixies
• ZIP corrections
• Deceased
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Pro Tips from Ross

Get involved in your merge/purge 
strategy and process! 
Collaborate with your fundraising 
strategists, list broker and 
merge/purge provider to customize 
the process to meet your goals.

Merge/purge processing is not a 
commodity! It’s a critical part of 
your donor prospecting strategy.
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Contact Ross or John with your 
Data Processing questions:

Ross Fate, Senior Account Director
D 443.539.2692 
ross@mmidirect.com

John Bell, Vice President
D 310.372.9010
john@mmidirect.com
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Thank you for joining us today!

mailto:ross@mmidirect.com
mailto:john@mmidirect.com

