
How does a digitally native charity approach direct mail?  

Differently.



Hypotheses: Adding a tailored direct mail touchpoint will:

• H1: Increase total number of donors who give 

• H2: Postcard (vs. letter package) is sufficient 



What the Heck Does Tailored Mean?

Messaging to who people are on inside, having 
nothing to do with,

• Your brand OR
• Issue A, B, C… 



Personality Traits are Foundational

O C E A N
OPENNESS

Are they 
intellectual, curious, 

and creative?

CONSCIENTIOUSNESS
Are they organized 
and achievement 

oriented?

EXTRAVERSION
Are they enthusiastic, 
sociable, and reward 

sensitive?

AGREEABLENSS
Are they caring and 

eager to help the 
vulnerable?

NEUROTICISM
Are they anxious? 

Do they feel 
hopeless?



Holdout Control Group:  Business-as-usual digital marketing 

Test Group: What holdout group got + mail.

The test evaluation period:  45-days, online + offline 







Openness Version Agreeable Version 



Openness Version Agreeable Version 



Does a Mailing Bomb If You Get Hardly Any Checks? 



Overall 
Response Sustainer Conversion

Holdout Group 
(digital only touchpoints) 

1.13% 0.04%

Personality  Tailoring
(digital only touchpoints + mail) 

1.57% 0.15%

+39% +263%



Subpoints:

• Agreeable lost, Open won

• Postcard lost to Letter (better with Agreeable)

• Two QR Codes (directionally) beats one



Openness Version Agreeable Version Control
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