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TODAY 
YOU’LL 
LEARN 
HOW TO:

Find new pockets of prospects 

and give them the messaging 

they've been missing

Find the right balance of data 

and creative for testing

Develop a collaborative 

relationship between list 

brokers and agencies



THE “HEIFER” CATALOG



SYMBOLIC GIFTS 
OFFERED AT 
ALL PRICE POINTS



CATALOG CHALLENGES

TIMING
Successful at 
Christmas time 
with a holiday 
design

01
OFFER
Attracts 
transactional 
donors who give 
give once a year

02
COST
Lower Response 
rates + Higher 
production costs = 
High CTA

03
LIMITED LIST 
EXCHANGE
Heifer’s Catalog-
acquired list 
doesn’t work for 
other mailers

04



OUR GOAL:
EXPAND ACQUISITION TO 
12 MONTHS OF THE YEAR AND 
ACQUIRE MORE MISSION-
RESPONSIVE DONORS 



BECAUSE…

Appeal-responsive donors 
have better retention

We wanted to fuel 
aggressive growth of 
monthly-giver program



BIG DREAMS 
REQUIRE  
BIG PLANS…

This wasn’t a time for 

small changes … we 

needed big tests with 

big impact. 



USE YOUR 
EXPERTS!

Strategy starts with lists!

Agency and list broker 

create a budget together

Map out a year of 

controls and tests



OUR APPROACH



LIST

TRANSFORMATION

STRATEGY
Identified potential new markets and 

the best times to mail them.

Mission acquisition required 
a new approach with 

stronger focus on nonprofits. 

Catalog mostly mails co-ops, 
publications and catalogs 
with some nonprofit lists. 



WHAT WE 
CONSIDERED:

The catalog had seen some success in the 
Christian markets. We used these wins to 
pinpoint more lists for the Mission 
acquisition.

This big universe gave us 
huge rollout potential! 

We got key learnings from catalogs, 
publications, donors, models 
and Christian enhancements/overlays.

Omitting Catholic names gave us 
the best response. 



DEVELOPED NEW CREATIVE

We identified test list markets and developed creative 
for each group. (Normally, we would test either creative 
or lists at one time – but with our BIG TESTS we did 
BOTH!)

ALL test packages went to ALL test lists for
maximum impact.



FAMILY SUPERHERO



THE APPROACH



FAIL 
FAST… 
LEARN 
FAST

The Family Superhero test yielded a 

low response rate, average gift, and 

high net per donor. 



HIGH DOLLAR



THE APPROACH



IT 
WORKED!

High Dollar increased the average 

gift by 38%, adding higher-value 

donors to file. 



LOVER YOUR NEIGHBOR



THE APPROACH



ANOTHER 
WIN!

The Christmas version was our 

biggest winner! (We also had an 

Easter version which did great.)

In 2022, the Christmas package 

yielded triple the response rate of 

the control and actually net money

in Acquisition for Heifer!

It continues to be the control today 

with similar strong results!



QUESTIONS?

Melissa Lancaster

MLancaster@lautmandc.com
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THANK YOU!
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