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KEY TAKEAWAYS

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



ABOUT HEIFER



THE CATALOG

Heifer’s iconic Holiday Gift Catalog
was an acquisition workhorse for
decades!

Prospects select the gift of an
animal that helps lift a hungry
family out of poverty.

Stories of families around the world
Heifer helps inspired a strong
response rate and a very high
average gift, so it often net money!



CATALOG CHALLENGES

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

TIMING OFFER COST
Successful at Attracts transactional Lower Response rates
Christmas time with a donors who give give + Higher production
holiday design once a year costs = High CTA




OUR GOAL:

EXPAND ACQUISITION
TO 12 VIONTHS OF THE
YEAR AND ACQUIRE
MORE MISSION-
RESPONSIVE DONORS




BECAUSE...

 Appeal-responsive donors
have better retention

e To fuel aggressive growth
of monthly-giver program



B I G We needed to think beyond the
Catalog for new list markets,

D R EAM s ! messaging and timing.

BIG
PLANS... big big

This wasn’t a time for small changes...




WE NEEDED A MIGHTY
LIST PARTNER

DATA AXLE (Prev LAKE GROUP)
Heather Maylander

Elizabeth Korsun
Shawn Danitz



USE YOUR EXPERTS!

Agency and list Map out a year
broker create a of controls and
budget together tests

Strategy starts
with lists!



LIST TRANSFORMATION STRATEGY

Catalog mostly Mission acquisition Data Axle identified
mails co-ops, required a nhew potential new
publications and approach with markets and the
catalogs, with some stronger focus on best times to mail

nonprofit lists. nonprofits. them.



NEW LISTS

Data Axle provided:

 Maildate analysis for best
timing

e Competitive analysis

 Rollout potential

We also looked for lists that
hadn’t worked for Catalog that
could have new life in Mission



NEW
CREATIVE

We identified test list markets
and developed creative for each

group.

Normally we would test either
creative or lists at one time - with
our BIG TESTS we did both!

All test lists went to the test
packages for maximum impact.



THE RESULTS



THANK A FARMER!



Thankful for Farmers DAX’s analysis

expanded on showed that
successes with humanitarian donors
environmental lists were likely to give to

in Catalog environmental.



We used the environmental core

audience as a base and explored
catalogs, publications, and nonprofit
lists that focused on organic living, food
banks, gardening, farming, Americana,
and the outdoors.




Target Audience Example lists

Environment/ American Rivers, Arbor Day, EDF, NRDC, Nature Conservancy, Wilderness
conservation Society
Advocacy ACLU, United Farm Workers

City Harvest, Feed the Children, Food f/t Poor, Habitat for Humanity,

Hunger Oxfam, UNICEF

Corner Gardener, Country Women, Eating Well, Herbs for Life, Horticulture,
Magazines/catalogs Mary Janes Farm, Mother Earth News, Natl Geographic, Rural Lifestyles,
Science News

LIST PLAN




THE APPROACH






HIGH DOLLAR




Our High Dollar
test’s goal was to
acquire donors at a
$100+ average gift.

We focused on
$100+ exchange
lists and high value
models.

We also targeted
donor lists that had
previously yielded
high dollar gifts to
Heifer.



Target Audience List Examples

Abacus High Value, Donorbase Holiday LTV, Wiland New
Enhanced UP

High value models

American Jewish World Service, Amnesty Intl, Arbor Day
Fdn, City Harvest, Friends of the Earth, Natl Park Fdn,
Nature Conservancy, Special Olympics, WETA, Women
for Women

Nonprofit lists

LIST PLAN




THE APPROACH



High Dollar i d th g
ANOTHER [ettereiimreming

donors to file.
WIN!




FAMILY SUPERHERO



We had seen success in the

holiday catalog with kid’s
magazines, children’s gift
catalogs and targeting
grandparents, and wanted
to parlay this into the
Mission approach.

Targeted parents and
grandparents, using more
commercial lists.

We tested lists and selects
that helped us reach
families, and donors who
had contributed to children’s
causes.



Target Audience List Examples

Chirp Chickadee Owl, Cricket, Highlights,

Magazines Parents, Ranger Rick

Hearthsong, Homeschool World, Mindware, Pea
Catalogs in a Pod

Covenant House, Make-a-Wish, Feeding
Nonprofit lists America

LIST PLAN




THE APPROACH



FAIL
FAST...

The Love Your Family test yielded

a low response rate and average
LEARN gift, and high net per donor.
FAST




PROUD OF MOMS



We used lists
focused on families
as well as list
enhancements and
overlays.

One of our first
market tests
focused on mothers
and children.



Target Audience Lists

Parents, Christian parents Catholic Digest, Country Christian Books, Working Mother, NOZA Youth Development

Donors
Family enhancements Meredith Database - families w/children
Children Make a Wish - enhanced Bible
Advocacy women AAUW, EMILY's List, Guttmacher Institute, Natl Museum of Women in the Arts
International relief Save the Children

LIST PLAN




THE APPROACH



ONE STEP

CLOSER

Overall results were a little weaker
than the control so we didn’t roll
out at the time...

BUT some lists showed promise, so
we just mailed a revamped version
this spring with a new list plan!



LOVE YOUR NEIGHBOR




The catalog saw 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.



Target Audience

Co-ops with Christian
targeting

Magazines

Catalogs

Relief

List Examples
Abacus, Apogee, Donorbase, Path2Response, Wiland

Angels on Earth, Christian Century, Christianity Today, Upper Room
Christian Brands, Guidepost Books

CARE USA, Christian Appalachian Project, Feeding America, Food f/t
Poor, Habitat for Humanity, Mercy Ships, Paralyzed Vets of America, St.
Labre Indian School

LIST PLAN




THE APPROACH



The Easter and Christmas versions
were our big winners!

In 2022, the Christmas package

yielded triple the response rate of
the control and net money for
Heifer!



QUESTIONS?

Margaret Romig

MRomig@lautmandc.com

Melissa Lancaster

MLancaster@lautmandc.com
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THANK YOU!
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