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Why invest in premium direct mail acquisition?

The ten biggest objections to premium direct mail

The best-performing packs from around the world

But will it work here?

What we will be sharing with you today



Why invest in premium direct mail acquisition?



A change in DM Acquisition data sourcing is coming…GDPR



LOW MEDIUM HIGH

Cold 1.50% 2.00% 2.50% 3.00% 3.50% 4.00%

Swaps and Co-ops 3.00% 3.50% 4.00% 4.50% 5.00% 5.50%

React 3.50% 4.00% 4.50% 5.00% 5.50% 6.00%

* Premium DM Acq pack with best practice principles

Typical response rates…



Premium 
Direct Mail 
Acquisition

Warm 
Appeals

RG 
Conversion

Mid Value / 
Major Value

GIW

One of, if not the most sustainable fundraising pathway…





The ten biggest objections to premium direct mail



1. Direct mail is dead, why would we even consider sending a premium mailing?

2. Our organization does not have the financial resources for premiums in direct mail

Acquisition: Mission vs Premium

QTY Donations RR% Avge $ Income CPA/CTA

Mission pack 2,117,452 10,000 0.47% $22.20 $221,976 ($30.47)

Premium pack 601,605 10,000 1.66% $14.20 $141,987 ($23.03)



3. Donors acquired with premiums need to constantly receive premiums to stay on file, and we don't want 
     to do that

4. Premiums have no connection to our organization



5. We do NOT want to upset people with premiums and Higher response rate means MORE complaints
 
6. Premiums are kitsch and tacky



7. Premium donors ONLY give because of the premiums, and we want donors that CARE about our mission

8. Why invest in premium DM when we can invest and reach MORE people with digital and online fundraising?
• Direct mail motivation response is 20% higher than digital
• Direct mail requires 21% less cognitive effort to process than digital
• Direct mail has 75% brand recall versus 44% for digital
• Direct mail motivation response is 20% higher than digital
• Results are consistent across all age groups
• For every $167 spent on direct mail campaigns, the non-profit receives $2,095 in return
• Campaigns that use premium direct mail and 1 or more digital media elements (such as email) had a 118% increase 

in response rate when compared to the premium direct mail alone.

9. We want to focus on acquiring younger donors

10. Premiums are BAD for the environment



The best performing packs from around the world



Ireland

Piece of blanket in 
a self-mailer



UK

Canvas tote bag



France

Dog socks with 
stickers for Guide 
Dogs



France

Self mailer 
packs



France

Self mailer 
packs



France

Mini bell in 
outer box for 
Salvation Army



Belgium

Kitchen apron, 
for Alzheimer 
research



Belgium

Sunglasses for 
a blind charity



Belgium

Boarding pass for 
humanitarian aid



Belgium

Dog harness tote 
for Guide Dogs



Netherlands

Cards and 
bookmark for 
Bible Society



Switzerland

Soap sheet for 
Doctors of the 
World



Germany

Pillbox for animal 
cruelty 
organisation



USA

Dream catcher



Canada

Insulated lunch 
tote for Cancer 
Society



Top five international trends and takeaways in Direct Mail marketing

1. Creative format, design and content

2. Personalisation

3. Sustainable materials

4. Data-driven targeting

5. Omnichannel approach



But will it work here?



Heart Research Australia

Premium - Tote
RR – 6.7% 2023
Data – Cold, Swaps + Co-Ops



Vinnies QLD

Premium – Tote
RR – 4% React
RR – 2% Cold



Foodbank Queensland

Premium - Tote
RR – 5% Swaps/Co-Ops
RR – 2.4% Cold



Redkite

Premium – Socks
RR – 15% - 2018
Data – Swaps + Co-Ops



Cancer Council
Victoria

Premium – Socks 2019
RR – 2.5% Cold
RR – 6.89% Reactivation



Peter MacCallum
Cancer Foundation

Premium – Socks 2023
RR – 4.9% Co-Ops + Swaps

Premium – Gloves 2023
RR – 5% Co-Ops + Swaps

OR



Canteen

Premium – Socks 2023
RR – 3.3% Cold + Swaps & Co-Ops



RSPCA WA

Premium – Socks 2023
RR – 3.3% Cold



Shepherd Centre

Premium – Tea towel 2022
RR – 7.93% Co-Ops & Swaps



Case study – Foodbank NSW & ACT



Five-year sector growth rates

1225% in 5 years



FY15 FY16 FY17 FY18 FY19 FY20 FY21 FY22

Donors 164 126 2,133 4,744 6,293 31,666 47,567 35,417

Donations 345 427 5,500 11,729 24,862 57,897 77,958 112,856

D per D 2.10 3.39 2.58 2.47 3.95 1.83 1.64 3.19
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FY16 FY17 FY18 FY19 FY20 FY21 FY22

Revenue $361,402 $693,195 $1,642,931 $1,943,117 $6,498,544 $10,896,548 $11,631,723

Expense $33,032 $401,536 $941,102 $1,229,882 $2,526,716 $3,156,892 $1,758,703

Net $328,369 $291,659 $701,829 $713,235 $3,971,828 $7,739,656 $9,873,020
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ACQ 2016 – tea bag vs shopping list vs no freemium

Tea bag – 2.53% Cold + Swaps + Co-Ops
Shopping list– 1.76% Cold + Swaps + Co-Ops
Tea bag – 1.52% Cold + Swaps + Co-Ops



ACQ 2017 and 2018 - freemium 

3% Cold + Swaps + Co-Ops



ACQ 2019 - premium 

6% Cold + Swaps + Co-Ops



ACQ 2022 – same premium / new pack 
Control: 3.2%
New pack: 4%



ACQ 2023 – new banker / new premiums

Tote: 2.6% RR
Calendar: 4% RR



ACQ 2024 – banker / new premium
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Donor retention rates
(by recruitment channel)

Total Online Direct Mail



Onboarding and retention

Welcome Pack 2nd gift lift

3rd gift lift 4th gift lift EOY thank



Direct Mail premium acquisition works, but remember…

Not all premiums are equal

Your pack needs to be great

Your pack needs to be optimised for acquisition

Test, test, test

Data is critical

Make sure you model your numbers

Don’t invest in acquisition unless you are prepared invest in onboarding and retention

Make hay while the sun shines
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