
Don’t kill direct mail! 
A case study on why you need to keep it alive
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Discovering the 
Impressionists

Direct Mail History
Reliance on Special Exhibitions
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Integration
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Integration 

• Facebook Custom Audiences for Renewals
• Facebook Custom Audiences for DM ACQ & Lapsed
• Integrated Pre and Post-Emails

Ø ACQ, Lapsed, and Upgrade

• Full Scope Digital Advertising Campaign
Ø Membership and Ticketing Ask

• Email Conversion Series to Sweepstakes Names
Ø Membership and Ticketing Ask



Planning How to Measure Success



Direct Mail History
Response Tracking
Gift Attribution



Direct Mail History
Response Tracking
Gift Attribution



NOW
[to date]

Direct Mail History
Making the Case
Gift Attribution

THEN



Pre-Campaign
– Assign and import appeals/marketing codes to constituent 

records in DB
– Set up weekly reporting template with comps 

Direct Mail 
Real-Time Gift Attribution

List Source No. Solicited Gifts % Resp Total Given Avg/Gift Total Mail Cost COS ROI
Lapsed Member 1,657 67 4.04% $9,187.50 $137.13 $1,882.09 20.49% $3.88

Dropped Member 85,312 499 0.58% $60,825.00 $121.89 $38,735.85 63.68% $0.57

Multi Single Ticket Buyer 23,883 39 0.16% $3,405.00 $87.31 $9,381.65 275.53% ($0.64)

DR Single Ticket Buyers 6,612 10 0.15% $890.00 $89.00 $3,025.60 339.95% ($0.71)

Single Ticket Buyer 4,598 1 0.02% $125.00 $125.00 $1,922.29 1537.83% ($0.93)

Other 2,811 4 0.14% $400.00 $100.00 $1,156.77 289.19% ($0.65)

Exchange 18,750 28 0.15% $3,030.00 $108.21 $7,626.07 251.69% ($0.60)

Rental 30,258 28 0.09% $2,695.00 $96.25 $15,955.55 592.04% ($0.83)

Other (Multi-Exchange/Rental) 1,118 1 0.09% $75.00 $75.00 $427.08 569.44% ($0.82)

GRAND TOTALS: 174,999 677 0.39% $80,632.50 $119.10 $80,112.95 99.36% $0.01

Mid-Campaign
– Check constituent records for DM appeal during gift entry
– Weekly in-house matchback

Post-Campaign
• Final matchback against

Ø New members
Ø Ticket buyers
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Acquisition & Lapsed
Overall Results by Campaign
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Acquisition & Lapsed
Overall Results by Campaign
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Acquisition & Lapsed
Overall Results by Campaign
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Facebook Custom Audiences for Renewals

Goal: 
• Provide lift to renewal 

response



Facebook Custom Audiences for DM ACQ 
& Lapsed

Goal:
• Provide lift to DM ACQ &

Lapsed campaigns
Test:
• No Offer vs. 3 Months Free



Integrated Pre and Post-Emails

• April ACQ & Lapsed 
Campaign

• April Upgrade Campaign
• Tests:

Ø Subject Line First Name 
Inclusion



Integrated Pre and Post-Emails

• June ACQ & Lapsed 
Campaign

• Tests:
Ø Email Forward
Ø No Offer vs. 3 Months 

Free



Integrated Pre and Post-Emails

• September ACQ & Lapsed    
Campaign

• September Upgrade Campaign
• Tests:

Ø Email Forward
Ø No Offer vs. 3 Months Free
Ø Segment splits between 

Patron, Sponsor, Keystone, 
Sustainer



Goals:
• Test paid digital advertising as an 

acquisition channel for 
membership and ticketing

• Collect learnings on institutional 
messaging vs. exhibition 
messaging

• Collect learnings on membership 
vs. ticketing ask

Full Scope Digital Advertising Campaign



Email Conversion Series for
Sweepstakes Names

Goals:
• Convert newly acquired names
• Collect learnings on ticketing ask 

vs. membership ask
Test
• Email #3: 20% Off Tickets vs. 

10% Off Membership



Email Benchmarks for Cultural Organizations
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2016 and beyond!


