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What do you do?

Google
Old school definition.... “List Broker”

» List Broker = “A List Broker acts as an agent for those who
wish to conduct direct marketing campaigns via direct mail,
email, or telemarketing.

» List brokers provide lists that, minimally, contain a
prospect's name and physical address.



What do you do?

Today’s definition
» Lists = “Innovative use of data”
» | partner with non-profits, utilizing data to indentify

the right audience to target for new donor
prospecting.

> ALC has data attributes on more than 250 million
consumers.



» The Donor File — Most Important Asset for an
Organization

» Types of Lists — Markets and Targeting

» Sources of Information & Types of List
Transactions

» Structure of Acquisition Plan & Strategy

» Attrition & Acquisition of Donors
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The Donor File




Donor File

Sample Data Card

DI Special Olympics International Mailing List
AF AN P ymp g

children and adults with intellectual disabilities can be respected, valued, contributing

Fﬁ.ﬁa Launched in 1968, Special Olympics has helped the world embrace the idea that

members of society.

Special

ODlympics

SEGMENTS COUNTS THROUGH 09/30/2017
872,139 TOTAL UNIVERSE / BASE RATE £80.00/M
691,381 24 MONTH DONORS NO CHARGE
456,351 12 MONTH DONORS + 510.00/M
180,758 25-36 MONTH DOMNORS £75.00/M

**501(C)(3) REQUIRED ON ALL TESTS**
DESCRIPTION

Providing year-round sports training and athletic competition to those with
intellectual disabilities, Special Olympics gains support from a broad base of
donors. Awvailable only to non-profit organizations, Special Olympics donors
give an average of $30. Donors are mission-based supporters of the cause,
providing financial support without the incentive of a premium.

Because there is no cost to join Special Olympics, financial donations go directly
toward empowering people both on and off the playing field. By helping to
remove obstacles, change attitudes and open minds, donors are improving the
overall lives of people with intellectual disabilities. Today, the Special Olympics

POPULARITY: sess= 100
MARKET: COMNSUMER
MEDIUM: E
SOURCE: DIRECT MAIL SOLD
GEOD: DOMESTIC (US)

o,
GENDER: 47% FEMALE 36% MALE

. £30.00 AVERAGE

SPENDING: ORDER
SELECTS
£10+ DOMORS £11.00/M
£20+ DONORS £20.00/M
GEMNDER/SEX £8.00/M
MON-RECIPROCAL £20.00/M
SCF $8.00/M
STATE $8.00/M
ZIP $£8.00/M
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Donor file

»Recency

v Typical fundraising files are 24 or 36 month files.
v We typically rent 6 or 12 month donors.

v Most fundraisers will deny access to 1 month and 3
month names.

v Non-profit may also deny their names to:
= Political parties
= “Questionable” charities
= Sweepstakes mailers
= Close competitors
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List Name Segment Name 2017 Count 2018 Count zu1$:n§u1?

American Cancer Society Last 12 Month 5+ Donors oo0,400 221,885 -11.21%
American Heart Association Donors 12 Month 5+ Donors 627,758 366,331 5.71%
American Lung Association Donor Masterfile 12 Menth Donors 571,476 470181 -21.54%
Arbor Day Foundation Donors/Members 12 Month HL 528 801 S22 882 -1.30%
Boys Town Donors 12 Month Donors 967,139 1,085,005 10.86%
Dizabled American VYeterans Active Donors 12 Month Donors 1,749 117 1,552,451 -12.67%
Easterseals Direct Mail Donor Masterfile 12 Month Hotline &12, 4583 673,367 -20.66%
Humane Society Of The United States 12 Month $5-899.99 578,357 537,029 -7.70%
Morth Shore Animal League America Masterfile 12 Month Denersd/Responders 595,159 632 252 5.87%
Paralyzed Yeteranzs Of America Masterfile 12 Month Donors 1,867,512 1,500,853 -24.43%
Salesian Mizsions 12 Month Donors 511,772 445 100 -13.96%
St Joseph'sindian School Donors 12 Month Donors 538,080 501,056 -4.11%
US0 (United Service Organizations) %5+ Last 12 month donors 769 634 T08753 -8.59%
Wiw Non-Member Donors 12 Month Denors 788,030 920 478 14.359%
Wounded Warrior Project 0-12 Mo 796,113 538279 19.41%

Owverall - Total 12,642,681 12,002,126 -5.34%



List Brokers / List Managers

Difference between List Brokerage and List
Management

v Brokerage = Rents Names
v’ List Management = Sells Names
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Types of lists

Primary
v’ Postal Addresses (mailing list)

Secondary

v' Email Addresses

v' Phone Numbers

v’ Alternative Media/Package Inserts
v' Digital Audiences




Postal lists

Is direct mail dying? NO!!

“There is more junk in your inbox than in your
mailbox!”

- Tom Fleming, June 26th, 2018



Postal lists

According to the U.S. Postal
Service, 98 percent of people
check their mail daily, which
means your direct mail
message is far more likely to
get read and less likely to get
buried than email.

- Marketingtango — 3/14/18

60% of donors visit

a website before
making a gift.*

-*Blackbaud — 3/14/18
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Response Rates, by Channel AT

The response rates for direct mail are still powerful:

MC Response Rate, by Select Direct Marketing Medium

| sample sizes reported per medium, based on a survey that skewed slightly more towards B2C than B2B respondents

June 2017
® House/Total Prospect
5.1%
2.9%
0.6% 0.6%
0.2% 0-4% 0.2%
1 / — e
Direct mail* Email* Paid search* Social media* Online display*
(n=98/80) (n=177/111) (n=88) (n=57) (n=49)

*CTR * Conversion Rate

MarketingCharts.com | Data Source: Data & Marketing Association (DMA) / Demand Metric
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Direct Mail Drives Online Gifts AL

DM Acquisition Revenue by Channel by Campaign - All Programs

$1,000,000
$900,000
$800,000
$700,000

$600,000
$500,000
$400,000
$300,000
$200,000
$100,000

2018.08.NOV 2018.09.0EC | 2018.10JAN 2018.11.FEE 2018.12.MAR 2019.01.APR 2015.02 MAY 2019.03JUN  2019.04JUL 2015.05AUG 2019.06.5EP 2019.07.0CT 2019.08.NOV 2019.09.DEC
%Online 5% 18% 3% 2% 3% 2% 3% 3% 3% 2% 3% 4% 10% 26%
u % Direct Mail 91% 82% 97% 98% 87% 98% 97% 97% 97% 98% 97% 86% 90% 74%

Revenue

Ty
L=]
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As the direct marketing success rule of 40/40/20 states, 40% of your campaign's success is
due to the mailing list, 40% due to the offer, and 20% due to the creative.

Direct Markefing Success Rule

B Mailing List (Data)
Bl Offer
M Creative



https://www.datatargetingsolutions.com/blog/2017/2/2/9-mistakes-to-avoid-in-direct-marketing
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Order Types

» Exchange
v' Name for name swap with another direct
marketer

> Rental
v' Rental fee for one-time use of names



N\

New list taken for
the first time

~

J

-

N\

Typical Range
between
7,500-15,000

~

J

Evolution of a list

Retest

s N
Results of the test

were strong enough

to “retest” a second
time

_ Y,

(" N
Typical Range
between 15,000-
25,000

Continuation

(" Test and retest )
results were both

strong, now we
consider it a “core
\_ Iist”. )

( )
Take all available

quantity; could
be up to 200,000

- J

- J

Reuse

(" Whennonew )
names are available
from a proven list,
we can “reuse” an

\ olderorder )

( )
Generally comes
with discounted

pricing

Al

/7 NL_N\_~

MAKE IT PERSONAL?®



Sources of Data

=  QOther organization’s lists
v Donors to similar causes
v Donors to other causes

= Compiled Data
v Sourced from directories, census, survey, public
records, etc.
v' Age, Income, Gender, Affinity
v’ Interests (sports, animals)
v’ Life Events
o Newlyweds, Home Owners, Empty Nesters



List Sources

The number one variable to determine the success
of any list:

“Have they responded to an offer?”



Donors

Those who have made a recent donation to another
charitable offer:

%merican
ancer
%" Society”

for Humanity”®



Those who have made a recent purchase from a
catalog:




Subscribers

Those who have subscribed to a magazine:

| ESCAPED TED BUNDY ﬁég
T

ST.




Subscribers

Those who are huge Viking fans.....

% SCOUTING REPORTS  \\
DIVISION RANKINGS: < N4 g
>STANDOUT ROOKIES o T &




Additional Sources of Data

» Co-Operative Databases
v’ Participants contribute their transactional data to
the database. The pooled database is modeled to
find prospects most likely to respond to your offer.

UJ i lond EPSILON | Abacus ] Target Analytics® @ Behavior@
x/.(;ui%:m-:»u!— iy

DELIVERING THE FUTURE®

A pogee deﬂOr‘EI;\SE‘? 4 Eé!(!-rlqsze /A\ LC

AAAAAAAAAAAAAAA


http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwisy73xqKzKAhVMXD4KHa-1AUkQjRwIBw&url=http://logodatabase.net/epsilon+marketing+logo&psig=AFQjCNGBSh2SUXWjx1g9gczIHDBMIn6DCQ&ust=1452964546376984
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Cooperative Database Flow / N\
Data Sources Mailers contribute 1%t Party
Transactional Data
Cooperative Databases 1
EPSILON | Abacus ] IA\ L‘ vdo_n_Dr‘B__g‘S/E“) 'JJ l '.Q n d
A (o Behavior-
2 PATHZ  Apogee TargdetAgfilgthis oo

Predictive
Analytics 1

Merge/Purge
Processing (Data
Centrix or 3™
Party Processor)

Mail File sent
to Printer



http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwisy73xqKzKAhVMXD4KHa-1AUkQjRwIBw&url=http://logodatabase.net/epsilon+marketing+logo&psig=AFQjCNGBSh2SUXWjx1g9gczIHDBMIn6DCQ&ust=1452964546376984
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» Traditional
v’ Straight appeal for donation

i Dear Friend, I +he
merican Or
%L%Séi’y If cancer has ever Touched your re

life of someone you Know, 1 don’t have fo 7?//
you how devastating i can be. The fact is, in

Your Annual Fund Enclosed one way or another, cancer nay atfect us all.
That s why it’s up 1o all of us 1o /J/a'.y a
T ——— part in bealing cancer during our lifetime.
Itl)ggl‘:&g‘il"‘r:*i’r,“fg[” \ If you haven’t given a qift 1o the American
lh::ﬁt:‘ﬁlili:jl,'r-"]-'i?‘a'?slllijlsl-l-'-'--n-'-|'uh'-|'n Cancer Socz'efy} /) arge you To do so fbday. i

can’t Think of a befler way 1o honor someone
you know, perhaps a Friend or a loved one,
, who has hatlled capcer. = = - 8 Sl
2018 ANNUAL FUND *+Maple Grove Drive** ST PIMS( htlf save lives by sufporﬁng ﬂL A S |
Dear Mr. Flebduming: Our critical 2018 Annual Fund Drive to save lives from cancer here 'gggz‘,?,;, : -20/2 A,,mm_] Fand f‘oday' your 9l#w‘u hl,f |

and across the country is one of our most important appeals of the year — and your

help is needed now. Please give what you can today. Thank you! ' 8 . ’ .
Os0 (%25 [1$s0 [1$75 [1$100 [1$250 [ Other$ i 0B Fund lzft.sa.vmg research, and provide essenfial
S e 1 . 2= programs for.prevention and carly detection - —
ine, please visit cancer.orglJoinTheFight today. To donate using your credit card, see the back of this form. R E o 5‘§§ ;' g o i
I gé i patient support; and the frusfed information
iR SIRE 11
] L ; (38 gsq“g D = . S0
i bbbl 3§ BRHEE "2 aapect piectsand Thelr epile S S
Maple Grove, MN 55369-7195 0 Box 390 > §R g2 we can save lives
it s s oy gy Minpeapdlis AN 200282 jLiie -=§-’- ¥

Gary M. § Bl
- Lhick Executive Ofbiser o
el L Rt ke gnnir/:]?

‘ A298972126 1-5I7TWL4J X9890 ||| Ill|I|Il|||“l||||||ﬂ""||l|||||l||

22116100841
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»Upfront Premium (“freemium?”)

v Address labels, notepads, note cards,
calendars, etc.

® Nonprofit Org. A Mr Tom Flaadéhal
hildrent S GE Ar Tom i Mr Tom om
/ﬁ. Jude Chidrens o ti! &mﬂmn Sie uazorunnrsDrSee 1670 Foutans D Se
A ildre ] g St. Jude Children’s i N |‘ Mapis Grove, M 55369 Magﬁ@lm MN 55369 X Mmm’m 55369 e
501 51, Jude Place + Memphls, TN 38105 A ial I t ins|de Research Hospital
it %wz e i MR .
1 ans & 8 ¥
- : m B a0 N
from the k|ds Of St- JUde B ", Magle Grove, MN 55363 adl Mapie Grove, MN 55363 - Mzple Grove, MN 55369

Mr Tom Flaadthat ! Mr Tom Flaadthaf
1 @%mmws:e S0 11670 Fountains Dr Ste & 11613%«-&&3&
| . T Maple Grove, MN 55368 Wuam&mmwssaes mmmssm
k _§ MrTom Flaaghaf Mr T
) t?;! 11670 Fountans Dr Ste i‘;‘ l{mgnrmmmnrsu

2o 200

7| Maple Grove, MN 55369 mem.uusm

Mr Tom Flaadthaf
% %mrunursus: g’o sg
> Maple Grove, MN 55369 } m -nmm

Mr Tom Flaadthaf
11670 Fountains Dr Ste 200
Y. 7 Maple Grove, MN 55369-7195

o Rt
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»Back-End Premium

v'After a donation is made, a “gift” is sent. These
Include tote bags, umbrellas, hats, etc.

Handy, sturdy, and |

2017 Minnesota Annual Appeal @ American Kidney Fund f
Mr. Fleagbming, please help the American Kidney e ) i A as dependable as
Fund continue its vital kidney disease prevention and """"‘,':,“,"', pend { vour support.._
emergency aid programs by making a gift of: 5 ‘: f’::’ > ,:,1 i

A e gy i

A 3% oF Finis mumount ov move would vealty hely! help kidwy patierts

Mr. Tom Fleagbming

Ste 200

11670 Fountains Dr

Maple Grove, MN 55369-7195

N O L T G e [ (L G L

UOHEU U} SSOIOT PUR RIOSI
Sunmqieayy woy ap

ut ssoquSiau pum spuay Suidpay s1
Jayioddng |eaddy |enuuy 2102

10437102055 P1?7K0O00G54A0L32MR

Please detach here and keep.

(IDNEY HEALTH TRACKER [:5) i Tracker T to your dector about your 16 reoure.

Test Results Retest Results

Check It! Also Called Tests For Goal for Most* Date.
Blood pressure | 8P Koy et Less than 120/80
|
Urine protein | Microalbumin Kidney health Less than 30
|
oGFR of GFR | Estimate pomais Kidney health 60 or more ---this deluxe tote bag
Blood glucose “ Fasting blood ; can be yours FREE
) ‘ olucose (FBG) Diabetes Less than 100 as our thank you
PO | H lobin Al .

Alc AL Diabetes Less than 57% for your support!
SR Total Less than 2¢ ° i 1 %
holesterol | HDL (good) Heart health Meosfe m:n 28 L?)‘fl_ LthE'— Amencan K|dney Fund

| LDL (bad) | Less than 100 1= (X R —
o0 your healt and i actors, your Goals may vary from those stea hare. Als, a5k your doctor when you Should be ested e Offer Expires January 15, 2018!



‘Marrying’ Audiences to Packages & Offers
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PACKAGE

MSAA’s Premium Label Package

LIST

ADR’s Premium Card
Package

G A i

":5 " 7

. CUny

8 NG

R R
MULTIPLE SCLEROSIS
ASSOCIATION OF AMERICA
Improving Lives Today!

s s At o
osE

MSAA’s Non-Premium Package

ADR’s Non-Premium
Package

7\

Alzheimer's
Disease
Research
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Structure of Acquisition Plan & Strategy




Three Primary Objectives

Improve overall
list

serformance Uncover fresh

sources of
names

Save money
on list
acquisition

Our goal is to help clients cost effectively acquire
new donors who are going to stay with them for
the long term.



Acquisition Planning

We analyze campaign results from our clients,

which include:

v' Campaign Information (offer, mail date)

v’ List and Segment

v Response Rates

v Average Donation Amounts

v’ Costs

v" Driving metrics such as net revenue per
donor (NPD) or cost per dollar raised (CPDR)



Acquisition Planning

We can define the target audience 2 ways:
» Similar missions/offers
v" National Glaucoma Foundation = Glaucoma

Foundation
v" Vietham Veterans Memorial Fund = Disabled

American Veterans
v’ Special Olympics International = Easter Seals

» Demographic/Psychographic Data
v' Age, income, interests, home value....



Acquisition Planning

How this information is used:
» Analyze Past Performance for each list:

v’ Strong lists: Look to expand

v" 0-3 months (expand recency — test 4-6 months)
v' S10+ (lower dollar amount to $5-9.99)
v' Female (expand selects to male)

v’ Core Lists: Overall good performance —
might just leave alone



Acquisition Planning

» Marginal Lists: Refine Segmentation
v’ Tighten recency from 0-6 month to 0-3 month
v Increase gift amount from $10+ to S15+
v' Add gender
v' Add geography (zip models, states)



Acquisition Planning

Performance varies by client but below are a few
benchmarks:

v Response Rate 2 1.0%

v’ Average Gift 2 S20+

v" Net Revenue Per Donor =2 -512.00
v’ Cost Per Dollar Raised = $1.40
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Acquisition Plan

Sample Mail Plan

. . . Net
. . . Exchange |Exchange/| Select | Order Merge | Met Mail |Adjusted®:| Adjusted

List Name Selection List Type Balance Rental |Universe | Quantity Comments Retention| Quantity | Response |Average Gift Fte;:::;a Il CPDR
Abacus CORRELATED MODEL RANK 1 Continuation Rental 50,000 30,000 67.62% 20,285 1.04% 52478 [311.21) 2145
ALZHEIMERS ASSOCIATION 1 MO DONORS Continuation 61401  Exchange 61,945 61,945 11/110ND g181% 30,403 1.09% 21587 (510.54) 186
ANERICAN DIABETES ASSOC 2011 MODEL RANK 1 12 MOS 510+ Continuation (19,473} Rental 50,000 40,000 ge20% " 26 420 1.24% §1535 (516.14) 205
AMERICAN HEART ASS0C 3 MO &10+ DONORS W/ZIP SELECT 1-3 Continuation [32327) Exchange 17,000 17,090 g800% " 11,434 1.04% 1541 (31213} 8179
ARBOR D&Y FOUNDATION 12 M0 COAS Expansion Test  (81,172) Rental 46,000 10,000 ar4ey " 8,748 0.50% §16.02 (321.40) 2234
ARTHRITIS FOUNDATION 3 MO NEW TO FILE DONORS Continuation 68,716  Exchange 7,660 7,660 g7e2% " 5,179 1.01% 51424 [314.03) £1.99
BRADFORD EXCHANGE 1 MO BUYERS Continuation Rental 99,000 50,000 sagas " 42 418 0.594% $17.39 [319.74) 2214
CHRISTIAN APPALCHIAN PROJECT 3 MO £10+ DONORS Continuation £414%  Exchange 50,000 40,000 5788% 2315 0.91% 1445 ($17.39) 8220
Direct Checks Enhanced 12 WMo Spanish Speaking Test Rental 45,000 12,500 65.00% : 8,125 1.05% 16.01 [323.04) E2.44
DISABLED AMERICAN VETERANS Eﬂ’;gg‘glzfg N_EU}RS WTOR 173 Continuation  (581,220) Exchange 226,726 60,000 82.85% 4% 734 1.13% 215872 (59.54 g161
DISABLED AMERICAN VETERANS 3 MO 510+ NTF DONORS Refinement (5818207 Exchange 60,000 12,500 a289% " 10,361 1.13% 21572 (59.54) 2181
DREANM PRODUCTS 1 MO HOUSEWARES BUYERS Continuation Rental 14178 14178 sapda% " 12,001 1.03% 216.M (517.77) 2211
FEED THE CHILDREN 3 MO 515+ DONORS Continuation (187 364) Exchange 57,696 50,000 6762% 33,808 1.10% 216.49 (59.55) 2158
HABAND MASTERFILE COA 1 MO COAS Continuation Rental 9,058 9,058 a450% " 7,663 1.65% 21385 (57.01) 2151
HABITAT FOR HUMANTY 12 MO DONORS WAVILAND SEGMENT 1 Continuation 100316 Exchange 25,000 12,500 g7e2% " 8,452 0.64% 22843 [525.18) 2189
HAMILTON COLLECTION 1 MO BUYERS Continuation Rental 30,726 30,726 g4pa% " 25 0% 1.17% 21720 [311.77) 2158
WERCY HOME FOR BOY'S & GIRLS 6 MO 510+ PREMIUM Continuation [5,463) Exchange 22,227 22,227 g7e2% " 15,029 1.03% §13.88 (%13.91) £2.00

F

g;ig;: OME FOR BOYS SPANISH 12 MONTH DONORS Continuation [28705) Exchange 12316 12,315 64.96% 8,000 1.29% 2Mom [511.54 2208
WMUSCULAR D' STROPHY DM & MO 210+ DONORS Refinement 82509  Exchange 164,220 27500 g2o59 7 14,562 0.84% §17.95 (316.42) 819
WMUSCULAR D' STROPHY DM 7-12 MO %10+ DONORS Refinement 82509  Exchange 164,220 27500 c2o59 7 14,562 0.84% §1795 [316.42) 819
MATL CHILDRENS CANCER SOCIETY 3 MO £10+ DONORS Continuation 42881  Exchange 35000 35,000 3332% 13,412 0.594% §1567 ($15.69) £2.00




Uncovering New Sources of N

Sample Test Recommendation
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DECEMBER TEST RECOMMENDATION

Top Tite (Click to View S D it Total List Recommended Select Partial U
Pick Datacard) ummary Description Universe Select Universe artal Usage
Donors
ARINE TOYS FOR TOTS - The U.S. Marine Corps Reserve Toys for Tots program attracts donors who 763,785 6 Month $10+ Donors 75,000 |Exchange only. Usage not
* ACTIVE DOMORS support its mission distributing Christmas toys to less fortunate children in provided.
local communities. These generous donors also give to other social
welfare, children's, and international causes.
ATIONAL LAW ENFORCEMENT |The National Law Enforcement Officers Memorial Fund — Donor Masterfile. 2,168,005 3 Month $10+ Donors 85,000 |Usage not provided
OFFICERS MEMORIAL FUND - |These charitable donors have contributed to the Mational Law Enforcement
DONOR MASTERFILE Officers Memorial Fund (NLECMF). Founded in 1984, and headquartered in
* Washington DC, NLEOMF is a 501 (c)(3) nonprofit organization whose
mission is to generate increased public support for the law enforcement
profession by permanently recording and appropriately commemorating the
service and sacrifice of law enforcement officers; and to provide
information that will help promote law enforcement safety.
OLICE FAMILY SURVIVORS A program sponsored by the American Federation of Police, this donor file is 226,914 12 Month $10+ Donors 180,094 |Alzheimer's Disease Fund
EUND composed of supporters to an active direct mail appeal program to help American Parkinson Disease
fund programs of support for over 7,600 spouses, parents and children and Heart Support of America
other family members of police officers who have died in the line of duty. Hospice Education Institute
Health Subscribers and Book Buyers
CONSUMER REPORTS OM Published by Consumers Union, an independent, nonprofit testing and 572,785 1 Month DMS Subscribers 93,655 |American Cancer Society
HEALTH information organization. Consumer Reports on Health is an easy to read Disabled American Vetrans
monthly newsletter that is devoted to the health and well being of Memorial Sloan Kettering Cancer
consumers. It exposes health frauds and gives readers clear Center
recommendations and reliable advice on nutrition, fithess, sex, disease Smile Train
prevention, immunity and more. Since 1936, CU's mission has been to test St Jude Children's Research
products, inform the public and protect consumers. Consumer Reports on Hospital
AYO CLINIC BOOK BUYERS Unigue and unduplicated audience from the Healthletter. 140,774 3 Month Buyers 24,349 |American Heart Association
Mayo Foundation for Medical Education and Research. Put the resources of Disabled American Veterans
* the Mayo Clinic to work for you. The world-renowned expertise of Mayo
Clinic available in easy to understand and authoritative books, offering
practical information on today's most common health problems.
http://www.mayoclinic.com
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Lowering List Costs

List Cost Analysis

v' Exchange — The least expensive method of list
rental
= Name for name swap with another direct
marketer



Lowering List Costs

For lists we can’t get on exchange, look to
negotiate better terms on lists with:

v
v
v

High CPM
_Low Merge Retention

List is not making the plan at current P&L



Lowering List Costs

How can we lower list costs?
v Reduce Base Rate

v Waive or Cap Select Charges
v' Net Name Arrangements

v Negotiate an Exchange



Campaign Cycle




Merge Purge 10

MAKE IT PERSONAL®

Merge/Purge is the process of merging multiple lists into one mail file, removing unwanted and duplicate names

Mail Files

Suppression Files

Pre-Merge DMA Pander

Rented names Input file Deceased
Exchange names Prison
Lapsed names Active Donors
Do Not Mail

Merge/Purge

Post-Merge
Output file
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Attrition and Acquisition of Donors




Attrition of donors

Unfortunately, we lose some donors each year....




Acquisition of donors

It is critical to keep feeding the
bucket through targeted
acquisition!
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Questions?

THANK YOU!!

Tom Fleming, ALC
tom.fleming@alc.com




