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￼ 

What do you do?!
!

!
!
!

!
Old school definition….  “List Broker”!

!
Ø  List Broker  = “A List Broker acts as an agent for 

those who wish to conduct direct marketing 
campaigns via direct mail, email, or telemarketing.!

Ø  List brokers provide lists that, minimally, contain a 
prospect's name and physical address.!

!
!
!



Adstra Private and Confidential 3    

￼ 

What do you do?!
!

!
!
!

Ø  Lists  = “Innovative use of data”!

Ø  We partner with non-profits, utilizing data to 
identify the right audience to target for new 
donor prospecting.!

!
!
!

Today’s definition!



Adstra Private and Confidential 4    

￼ 

Agenda!
!Ø  The Donor File – Most Important Asset for an 

Organization!

Ø  Types of Lists – Markets and Targeting!

Ø  Sources of Information & Types of List 
Transactions!

Ø  Structure of Acquisition Plan & Strategy!

Ø  Attrition & Acquisition of Donors!
!
!
!

Agenda 
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The Donor File!
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￼ 

Sample Data Card! Donor File!



Adstra Private and Confidential 7    

“Recency Drives Response” 
ü  Typical fundraising files are 24 or 36 month files. 
ü  We generally rent or exchange 6 or 12 month donors. 
ü  Most often, $10+ donors are selected from other lists. 
ü  Most fundraisers will deny access to 1 month and 3 

month names.  
ü  Non-profit may also deny their names to: 

§  Political parties 
§  “Questionable” charities 
§  Sweepstakes mailers 
§  Close competitors 
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Donor file trends!
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￼ 

List Brokers / List Managers!
Difference between List Brokerage and List Management!
!
!
!
!
!
!
!
!
ü  Brokerage =  Buys (Rents) Names!
ü  List Management = Sells Names!

!
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￼ 

 Marketing Mix!
!

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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Types of Lists!
!
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￼ 

Types of lists!
Primary!
ü  Postal Addresses (mailing list)!

Secondary!
ü  Email Addresses!
ü  Phone Numbers!
ü  Alternative Media/Package Inserts!
ü Digital Audiences (Facebook/Display)!
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￼ 

Sources of Data!
!§  Other organization’s lists!

ü  Donors to similar causes!
ü  Donors to other causes!
!

§  Compiled Data !
ü  Sourced from directories, census, survey, public 

records, etc. !
ü  Age, Income, Gender, Affinity!
ü  Interests (sports, animals)!
ü  Life Events!

o  Newlyweds, Home Owners, Empty Nesters!
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The number one variable to determine the success of 
any list: 
 

 

“Have they responded to an 
offer?” 

 

List Sources!
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Those who have made a recent donation to another 
charitable offer: 
 

 

 

 

 

 

Donors!
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Those who have made a recent purchase from a 
catalog: 
 

 

 

Buyers!
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Those who have subscribed to a magazine: 
 
 
 
 

 

Subscribers!
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Those who are huge Viking fans….. 
 

 

 

Subscribers!



Adstra Private and Confidential 19    

NOTE: Set background fill to apply a style to left half of page


Order Types!
!
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￼ 

Ø  Exchange!
ü Name for name swap with another 

direct marketer!
!

Ø Rental!
ü Rental fee for one-time use of names !

Order Types!
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￼ 

Evolution of a list!

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!
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￼ 

Additional Sources of Data!
!Ø Co-Operative Databases!

ü  Participants contribute their transactional data 
to the database. The pooled database is 
modeled to find prospects most likely to 
respond to your offer.!

!



Adstra Private and Confidential 23    

￼ 

Cooperative Database Flow!
Data Sources!

Mailers contribute  1st Party 
Transactional Data!

Cooperative Databases!
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Co-ops as a % of Prospect List Mix 
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Offer Types!
!
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Traditional 
  Straight appeal for donation 

Direct Mail Offers!



Adstra Private and Confidential 27    

Upfront Premium (“Freemium”) 
Address labels, notepads, note cards, calendars, 
etc. 
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Back-End Premium 
After a donation is made, a “gift” is sent.  These include 
tote bags, umbrellas, hats, etc. 
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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!
Marrying Audiences 
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Drive to Web 
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￼ 

Direct Mail Driving Online Giving 
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Direct Mail Acq Matchback by Campaign 
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Data onboarding 
for online 
marketing 
purposes. !

Multi-Channel Campaigns – Facebook & Direct 
Mail 
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￼ 

Direct Mail Driving Online Giving 

Unified  Messaging 
is Essential to 
Success 
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￼ 

Postal lists!
!
Is direct mail dying?  NO!!!
!
!
“There is more junk in your inbox than in your mailbox!”!
!
!
- Tom Fleming, March 9th, 2021!



Adstra Private and Confidential 36    

￼ 

Direct Mail Driving Online Giving 
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￼ 

Postal lists!
According to the U.S. 
Postal Service, 98 
percent of people check 
their mail daily, which 
means your direct mail 
message is far more likely 
to get read and less likely 
to get buried than email.!
!
!
- Marketingtango – 3/14/18! -*Blackbaud – 3/14/18!
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Structure of Acquisition 
Plan & Strategy!

!
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￼ 

Three Primary Objectives!

Uncover fresh 
sources of 

names 

Improve 
overall list 

performance! Save money 
on list 

acquisition!

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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￼ 

ü Campaign Information (offer, mail date)!
ü  List and Segment!
ü Response Rates!
ü  Average Donation Amounts!
ü Costs!
ü Driving metrics such as net revenue per donor (NPD) or 

cost per dollar raised (CPDR)!
!

Acquisition Planning!We analyze campaign results from our clients, 
which include: 
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Campaign Results 
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Package Performance 
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Category Performance 
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Lifetime Value (LTV) 
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￼ 

Analyze Past Performance for each list:!
ü  Strong lists: Look to expand!

ü  0-3 months (expand recency – test 4-6 months)!
ü  $10+ (lower dollar amount to $5-9.99)!
ü  Female (expand selects to male)!

ü Core Lists: Overall good performance – might 
just leave alone!

Acquisition Planning!How this information is used:!
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￼ 

!
ü Marginal Lists: Refine Segmentation!

ü  Tighten recency from 0-6 month to 0-3 month!

ü  Increase gift amount from $10+ to $15+!

ü  Add gender!

ü  Add geography (zip models, states)!

Acquisition Planning!
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￼ 

Performance varies by client but below are a few 
benchmarks:!
!

ü Response Rate à 1.0%!
ü  Average Gift à $22+!
ü Net Revenue Per Donor à -$15.00!
ü Cost Per Dollar Raised à $1.40!

!

Acquisition Planning!Performance 
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￼ 

Acquisition Plan!Sample Mail Plan 
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￼ 

Acquisition Planning!
Ø Similar missions/offers!

ü  National Glaucoma Foundation à 
Glaucoma Foundation!

ü  Vietnam Veterans Memorial Fund 
àDisabled American Veterans!

ü  Special Olympics International à Easter 
Seals!

!
Ø Demographic/Psychographic Data!

ü  Age, income, interests, home value….!
!

We can define the target audience 2 ways: 
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￼ 

Uncovering New Sources of Names!
Sample Test Recommendation 
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￼ 

List Cost Analysis!
!

ü  Exchange – The least expensive method 
of list rental!
§  Name for name swap with another 

direct marketer!

Lowering List Costs!Lowering List Cost 
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￼ 

For lists we can’t get on exchange, look to negotiate 
better terms on lists with:!

ü High CPM!
ü  Low Merge Retention!
ü  List is not making the plan at current P&L!

Lowering List Costs!Lowering List Costs 
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￼ 

How can we lower list costs?!
ü Reduce Base Rate!

ü Waive or Cap Select Charges!
ü Net Name Arrangements!

ü Negotiate an Exchange!

 Lowering List Costs!Lowering List Costs 
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￼ 

ALC places list 
clearances!

ALC creates mail plan & test 
recommendations!

Client approves mail plan/ ALC 
places orders!

Service Bureau 
receives all Lists/ 

Begins Merge/Purge!

Letter shop receives final 
files and prints mail pieces!

Campaign Mails!

Results sent to ALC for analysis 
and future campaigns!

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

Rented names!
Exchange 

names!
Lapsed names!

DMA Pander!
Deceased!

Prison!
Active Donors!
Do Not Mail!

Mail Files! Suppression Files!Pre-
Merge 

Input file!

Merge/
Purge!

Post-
Merge 

Output file!

Merge Purge 
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Attrition and Acquisition 
of Donors!
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￼ 

Unfortunately, we lose some donors 
each year….!
!

Attrition of donors!
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￼ 

It is critical to keep feeding the bucket through 
targeted acquisition!!
!

Acquisition of donors!
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Questions?!
!
!

Tom Fleming, Adstra Nonprofit!
tom.fleming@adstradata.com!

Thank You! 


