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Who Already Has 
Your Information?

Have you already:

• Given to an organization?  

• Attended a gala or walk?  

• Purchased anything on Amazon? Tik Tock 
Shop? Etsy? 

• Subscribed to a News Source?  A Doorbell 
Subscription? 

Do you have a credit card?

If you have answered “yes” to any of these, don’t 
panic.

It does mean that you’re contributing to data that 
many of the nonprofits are using today!  



DON’T FORGET 
THE DATA!
You May Have: 

 Great Package

 Perfect Premium

 A Perfect Mail Date

None of these matter if the data is 
missing or not clean- you will not reach 
the correct audience. 

Data ensures we’re targeting the correct 
people to interact with the perfect 
package received.  



WHEN DO WE USE DATA? 

• Targeting Current Donors, Event Attendees, Petition/Survey 
Responders 

• To Build on Relationship
• Get a 2nd+ Gift to Recoup Investment
• Able to Focus on Specific Programs + Needs
• Narrow focus to select populations within the house file to target.  

HOUSE APPEALS/RENEWALS

• Increase awareness around organization
• Build Donor Pipelines
• Begin the Relationship
• Less Personalized in some ways because it is an introduction 

ACQUISITION 



WHAT DATA DO WE USE?

HOUSE APPEALS/RENEWALS
• First Gift/Last Gift Information
• Donation History
• Preference of Communication
• Any Appended/Element Information: 

Net Worth, Age, Board Member, etc. 
• Donor ID

ACQUISITION 
 Source Code List Information Results 

(no PII)
 First Name, Last Name
 Mailing Address
 List Types:  Exchange, Rented, 

Lapsed/Inactive Names



HOW CLEAN IS THE DATA & WHY DO WE 
CARE? 

Once we know who we want to target, we can hope that the data sources or the 
database we are pulling from have clean data, but that is not always the case. 

Results are 
Accurate

Saves Money in 
Production + 
Returned Mail

Compliant with 
Data Privacy

Accurate Data 
Testing



CLEAN THE DATA
Merge Purge 

Description Input
Conversion 

Rejects
Deceased 
Rejects

NCOA 
Rejects

CASS 
Rejects

State 
Rejects

List 
Hygiene 
Rejects

Total 
Rejects 
Prior To 
Merge

List 6,500 0 7 3 0 4 64 78
List 1,541 0 11 4 1 44 5 65
List 5,003 0 59 18 0 36 9 122
List 3,263 0 31 1 0 2 20 54
List 6,507 0 118 7 0 5 32 162
List 35,000 0 165 44 0 23 183 415
List 15,000 0 128 35 0 9 25 197
List 35,000 0 301 85 0 27 150 563
List 30,002 0 1,212 57 0 4 8 1,281
List 35,000 0 406 50 0 30 132 618
List 15,000 0 197 42 0 18 60 317
List 6,505 0 90 10 0 5 20 125
List 4,062 0 59 5 0 9 9 82
List 11,203 1 68 14 0 3 32 118
List 9,583 0 212 16 0 21 19 268
List 9,113 0 95 24 0 13 11 143
List 4,432 1 25 5 0 6 29 66
List 5,338 1 100 12 0 12 8 133

238,052 3 3,840 529 2 271 1,147 5,792

 In this acquisition 
example, we lose 5,792 
records when we just 
upload the files to 
process the merge 
purge from deceased, 
CASS and List Hygiene 
Rejects.

 A record may be 
missing a first or last 
name or perhaps an 
address to drop out in 
this process.  

Merge/purge is the process of merging records from one data source or multiple data 
sources and eliminating duplicate records. 



CLEAN THE DATA
Merge Purge 

Description

Merge 
Purge 
Input

DMA 
Pander 
Drops

Suppression 
File Drops

Multi 
Buyer 
Drops

Single 
Buyer 
Drops

Single 
Buyer 
Output

Multi Buyer 
Output Net Input

Merge 
Purge 
Output

Overall 
Percent 

Kept
List 6,422 10 69 64 3 6,230 46 6,416 6,276 96.55%
List 1,476 79 692 158 0 467 80 1,442 547 35.50%
List 4,881 65 1,482 1,329 3 1,255 747 4,852 2,002 40.02%
List 3,209 37 148 245 4 2,578 197 3,174 2,775 85.04%
List 6,345 20 398 339 1 5,365 222 6,330 5,587 85.86%
List 34,585 101 2,494 4,095 41 24,694 3,160 34,507 27,854 79.58%
List 14,803 33 942 17 33 13,778 0 14,779 13,778 91.85%
List 34,437 135 1,402 2,981 32 27,041 2,846 34,329 29,887 85.39%
List 28,721 35 2,354 678 57 25,275 322 28,690 25,597 85.32%
List 34,382 302 5,802 5,132 11 19,577 3,558 34,110 23,135 66.10%
List 14,683 86 431 2,855 1 8,363 2,947 14,615 11,310 75.40%
List 6,380 61 1,393 1,147 4 2,992 783 6,324 3,775 58.03%
List 3,980 187 571 414 0 2,514 294 3,802 2,808 69.13%
List 11,085 28 1,327 1,003 1 8,031 695 11,060 8,726 77.89%
List 9,315 302 1,546 933 3 5,997 534 9,034 6,531 68.15%
List 8,970 260 1,668 2,014 2 3,707 1,319 8,723 5,026 55.15%
List 4,366 19 426 318 2 3,400 201 4,353 3,601 81.25%
List 5,205 23 1,880 1,233 0 1,352 717 5,194 2,069 38.76%

0
Totals 233,245 1,783 25,025 24,955 198 162,616 18,668 231,734 181,284 77.72%

 This process makes sure we aren’t mailing board members, current 
donors or people that have enacted their right to be removed from list 
exchanges and rentals. 

 This also allows us to save money as well with production + postage costs. 

 Once we add the 
DMA Pander (Do Not 
Mail Registry) and 
the House 
suppression, we 
lose an additional 
21% of the 
acquisition names.



CLEAN THE DATA
House File 

Summary: The file of 3,162 records to try and append email 
addresses unfortunately had mostly bad/missing information for 
addresses 

• 182 blank
• 1,724 only had a state and zip code, i.e. no street address 
• 138 records just listed “Advocate” as the last name and 

provided no first name

Email + Address Append
# of records supplied= 3,162
# of records matched = 0

Issue: the address 
field was just one 
field as opposed to 
split out.  

Email + Address Append
# of records supplied= 3,162
# of records matched = 307
Match Rate = 9.7% (307/3,162)Take 2!



PERSONALIZATION

Current Donor 
Personalization 



PERSONALIZATION

Acquisition can also personalize 
vs. the traditional “Dear 
Friend”.  

Although they do not have prior 
donation history, there are ways 
to personalize outside of just 
the salutation. 



PERSONALIZATION



Most Common Data Processing Missteps

Insufficient Data Quality Control

Missteps: 
Not looking over the data you have + receive 

Making sure you’re using the most current data set.

Correction:
 Establish Data quality control procedures.  

 Include regular data cleansing time.  

 Use a data processer to run merges as an extra accuracy check. 



Most Common Data Processing Missteps

Ineffective Tracking & Analysis

Missteps: 
Not including source code/list code 
information to new donor record on the 
database.  Leads to not being able to have 
complete picture of your donors, impacts 
acquisition efforts down the line.  

Correction:
 Develop standardized data formats to 

make sure you have consistency across 
data sources.



Most Common Data Processing Missteps
Lack of Testing & Analysis

Missteps: 
Failing to test different messaging, offers or 
personalization can limit your campaign.  

Splitting the data out into incredibly small 
segments that have no statistical validity.

Correction:
 Conduct A/B Testing or different elements. 

 Make sure that you are paying attention to 
the volume in each package from each 
segment. 



Most Common Data 
Processing Missteps
Not Segmenting Your Audience

Missteps: 
Sending same message to all donors with 
no personalized content or looking at 
the date of the last donation.

Correction:
 Treat your lapsed + current donor 

files differently.

 Use the database to segment out by 
any relevant criteria- donation 
amount, interests, etc. 



Most Common Data Processing Missteps
Ignoring Data Privacy Regulations 
and Internal Suppressions

Missteps: 

Failing to update suppressions internally.

Not paying attention to data privacy regulations 
at the state level or thinking “this doesn’t apply 
to me!”  

Leads to an increased number of angry donors. 

Correction:
 Securely store information + make sure your 

data partners are as well. 

 Make sure to provide new suppression files for 
each campaign.



Data Privacy 

Five do not exempt Nonprofits; CO, 
DE, IN, NJ and OR

This is a moving landscape.  All 
have state specific information that 
you can keep on file about donors.

 Data points like Ethnicity, Health, 
etc. are being removed which is why 
it’s so important to stay on top of 
these.

A recent example is “Daniel’s Law” 
in New Jersey.



Data Privacy
2024 & Beyond
This isn’t an issue that is going away!  A few 
states that the TNPA is closely monitoring:

Oklahoma: Likely going to attempt an “opt-in” 
state privacy statute- this is the 3rd attempt.

California: Recently signed a “delete my 
information” provision attached to the CCPA.  
This goes into affect 2026.

TNPA.ORG is a great resource for those that 
are interested in remaining on top of the 
privacy legislation. 
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