
Breaking the Mold: How Digital 
and Direct Mail Testing Can 
Transform Your Fundraising 

Strategy



Why test and what are the goals?



➜ Are we testing to solve a problem or 
testing to optimize?

➜ Goal is to increase overall fundraising 
by optimizing each measurable 
component



How do we decide what to test?



➜ Digital vs Direct Mail testing

• Digital:

• Immediate results

• Easier to diagnose problem areas because there are 
more measurable components

• Direct mail:

• “lagging indicator” 

• Limited to Response and Avg Gift



➜ Digital Testing

• Traffic:  How do we consistently drive more views of 
website/donation page?

• Conversions:  How do we convert those visitors into new 
names, new/monthly/upgraded donors?

• Average Gift:  How do we ensure we’re encouraging donors 
to give to their highest capacities?



➜ Direct Mail Testing – Response

• Test package components to motivate increased 
response

• Teasers

• Images

• Pen Machine

• Segments

• QR Codes

• Lift Devices



➜ Direct Mail Testing – Average Gift

• How can we try to match or exceed online 
average gifts?

• Ask string

• Online driver

• QR code

• Lift Devices



➜ Alameda County Community Food Bank

• Lift Card vs No Lift Card

+ 43% Response AND Average Gift



Executing Healthy Tests



➜ Only test one element at a time

➜ Prioritize your testing based on need

➜ Quantity must be large enough for results to be viable

➜ “100 response” rule – what quantity is needed 
to return at least 100 responses based on 
projected response?



➜ Minimize liability using progressive testing

➜ Test run 1 – 80% control, 20% test

➜ Test run 2 – 50% control, 50% test

➜ Digital testing can be adjusted immediately 
so more freedom



➜ Frequency & timing 

• Be aware of time of year and other motivations that 
could impact test results

• Direct mail:

• Pre-pandemic – multi-year testing on same 
package

• Now – testing through subsequent packages for 
quicker results 

• Digital: 

• 30 days or less



Questions ?
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