COVER STORY

hen Target Marketing published last

September our first Top 50 listing of

direct mail users by estimated volume,

we wondered what the file might look

like a year later. Would media budgets and circulation plans

have changed so greatly that they had a significant effect on

‘who made the Top 50 in 20072 The numbers are in and the
answer is “Yes!”

Tivelve new mailers are on the list, and their arrival marks
some even trades for certain sectors while others further
solidified their dominance. The financial services sector held
its own, coming in at 14 percent of the list for the second
year; with GEICO being knocked off by Discover, however,
the ranking is now without representation by an insurance
firm. And even with the roll-up of three publishing firms into
their parent companies to create a more robust playing field,
the media category still commands the list. Publishing and
media firms make up 38 percent of the Top 50, an increase
of nearly 6 percent. Fundraising performed similarly, also up

30

2 points to account for 34 percent.

An additional change to the Top 50 is in how we ranked
the list. Because most companies don't publicly disclose
their annual mailing volumes, our list is an indexing based
on three extensive data sources capable of predicting mail
volumes. (For more detatls on the methodology, see page 32.)
Thus, last year we sorted the list alphabetically so as not to

‘be misleading with a volume ranking that is not based on

actual, reported data. We did, however, pull in available
revenue/sales data to give the list some context in terms of
financial performance. At the urging of readers, we've used
this data element as the sorting method for this year’s list.
And while the top money-makers do their share of mailing:
and then some, for other companies large customer universes
of an older age group was more predictive of volume.

What the Top 50 has demonstrated in its second year is that
this ranking does reflect the current state of direct mail. Those
firms continuing to invest in sophisticated database marketing
and rigorous testing are reaping the rewards in the mail.
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The full list of 2007’s Top 50 Mailers /excludes catalogers)

Sales/Revenue
(in millions)

Company

$146,558

Citigroup

Bank of America $117,017
JP Morgan Chase $99.845
v Sprint/Nextel $41,028
American Express $27,136
Washington Mutual $26,454
Capital One $15,191
Time Inc. $5,846
v Pitney Bowes Co. $5,730
Salvation Army $5,300
v’ Discover Card Services Inc. $5,000
Hearst Magazines $4,550
American Red Cross $3919

$3,289.9
$2,400

The New York Times Company
BMG/Columbia House

Reader’s Digest Association $2,386.2%
v/ Scholastic Inc. $2,283.8

Dow Jones & Company $1,783.9

Meredith Corp. $1,600

Meredith Corp.

Since 1902, Meredith Corp., a Des Moines, lowa-based |
publishing and broadcasting company, has focused on |
reader feedback when creating direct mail campaigns. This
emphasis on keeping publication offerings and direct mail
packages simple, based on reader surveys, has helped grow

o the company to include more than 15 home, family and
personal development women’s magazines; 200 special
b~ interest publications; and 14 TV stations. .

With 2006 annual sales nearly $1.6 billion, Vice
President of Consumer Marketing David Ball attributes
the company’s success to a continued investment in direct
marketing. “We feel our competitors have pulled back from
direct marketing because of the costs, but [our] manage-
ment continues to invest, understanding that long-term
profits really come from direct marketing instead of relying
on third parties for subscriptions,” he says.

Ball adds that another key success factor is the use of
regression and database analysis to find the best prospects. |

By Kathryn DeBevois & Hallie Mummert

List Manager(s)

Financial Does not rent

Financial Does not rent
Financial Does not rent
Does not rent

Millard Group

Telecommunications

Financial/Media

Financial Does not rent
Financial Does not rent
Media Millard Group/

Belardi-Ostroy Inc.

Business Services MeritDirect

Nonprofit Does not rent
Financial Does not rent
Media Direct Media International
Nonprofit The Carol Enters List Co./

American List Counsel

Media American List Counsel

Media Specialists Marketing

Services/American List Counsel

Media American List Counsel/
The Catamount Group
Media Specialists Marketing Services/
Millard Group/List Services Corp.
Media American List Counsel
Media American List Counsel/

Millard Group
(continued on page 32)

When it comes to targeting the right customer, the com-
pany database contains more than 3,000 data elements,
which Meredith breaks down using modeling to select
names for mailing.

With 17 mailings a quarter for almost 30 different prod-
ucts, the company relies on sub-
scriber research and a veteran cre-
ative team that “really understands
our readers and our products,” Ball
says. “A thorough understanding
of the market really makes a
difference. Many people who
work here have been here for
well over 10 years, and that
continuity allows you to
develop a [really thorough]
understanding of the reader.”

—Kate DeBevois
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COVER STORY
(continued from page 31)

Company Sales/Revenue

(in millions)

Memorial Sloan-Kettering Cancer Society $1,623
Conde Nast Publications $1,400
v/ American Cancer Society $977.9
AARP $936
National Geographic Society $531.2%
Publishers Clearing House $530

Pitney Bowes

Few companies are as invested in mail as Pitney Bowes, which
sells mailstream hardware, software, services and solutions to

Industry List Manager(s)

Nonprofit Direct Media International
Media Millard Group/

2 I'st Century Marketing
Nonprofit ParadyszMatera
Nonprofit Does not rent
Media/Nonprofit Direct Media International

Business Services List Services Corp.

(continued on page 34)

- “It provides a controlled testing environment to read results
with more reliability than in other channels.”

more than two million businesses through
direct and dealer channels. The company’s

Postage rates are going up again,
This ti let the
mails on” digital

postage meter do

small-business division is a heavy user of
direct mail to grow the business. “Direct
mail provides a profitable customer who
stays with us for a very long time. Other

‘; L)

channels can acquire [similar customers],

all the work for you. &

Julian attributes success in this channel
1o aggressive testing; an innovative produc-
tion agreement that provides the pricing
efficiencies needed for constant testing of
creative and format; and modeling, which
he notes is challenging to do in the B-to-B

but direct mail has shown to sustain this performance over
time,” says Matt Julian, the divisions director of marketing.

: | environment because of data gaps, but is
worth the effort because it not only helps to grow the customer

| base but also the profir per customer. ~ —Hallie Mummert

Sweepstakes can boost

response up to 65%
and double website traffic!
Test a Turnkey Co-op Sweepstakes for under $§10,000!

Attn: Direct Marketers (online and off) in:
Publishing * Fundraising * Catalogs * Multicultural Marketing
Sweepstakes work! They can raise response up to 65% and
double website traffic. Trouble is, until recently, you couldn’t
test a Sweepstakes. You had to come up with all the prize
money, and if the promotion didn’t work, you stood to lose a
bundle. Now, you can test any of Ventura’s low risk, Co-op
Sweepstakes. If they work, you can continue with the co-op, or
Ventura will create a custom sweeps for you. Choose from:
« The $100,000 Dream of a Lifetime Co-op Sweepstakes
(Offers $100,000 in prizes starting at §9,999)
o The Super Million Dollar  Co-op  Sweepstakes
(Offers $1,000,000 grand prize starting at 25,000 to $30,000)
e Combination of Both
(A complete pyramid of prizes * combine both at a discount)
The prizes and insurance are in place; the rules approved: art-
work for the prizes is available; no big, up--front investment
required. Quite simply, all you do is buy in at a very small cost!

Write, phone or fax for information packet TM 2007
Marla Altberg, Ventura Associates Inc.
phone: 212/302-8277 ext. 3003
fax: 212/302-2587
email: maltherg@sweepspros.com

Visit www.targetmarketingmag.com/infocenter
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Foster Banner Stands
& Exhibit Systems

Your Most Complete Source for
Trade Shows & Displays
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Meet tight budgefs Mighty Mount stands

with a large 12" to 48'W can
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Innovative Edge-Lit Light
Panels get you noticed...FAST
11'W x 14'H to 48'W x 72'H

905 Louis Drive, Warminster, PA 18974
B800.623.4855 » Fax: 215.442.1313
e-mail: information@fostermfg.com
www.fostermfg.com

(BFOSTER

Manufacturing Company

Free
Catalog

Visit www.targetmarketingmag.com/infocenter




COVER STORY

{continued from page 32)

Company Sales/Revenue
(in millions)

v Alsac/St. Jude Hospital N/A

v/ The Economist Group $379.2
US. Fund for Unicef $373.6
Leukemia & Lymphoma Society $241.4
Cystic Fibrosis Foundation $226.4
Consumers Union $196.6
‘Oreck Corp. $192.4*
Disabled American Veterans $169.9
Rodale Inc. $139
National Wildlife Federation $114.9

¢ MBI Inc. $1032
Highlights for Children $100%
Paralyzed Veterans of America $93.7
American Heart Association $93*

v Natural Resources Defense Council $82.1
Boardroom Inc. $75*
International Masters Publishers $40*

Mayo Clinic Publications

Mayo Clinic, a houschold name for consumers
researching health and wellness information,
strives to maximize brand reputation with its
more than 900,000 paid publication subscribers.
According to James Hale, director of consumer
markering, high brand name recognition, high-
quality products and “a team of professionals
dedicated to creating successful marketing pro-
grams” helped the company achieve about $30 million

in product sales last year.

The company’s two newsletters are Mayo Clinic Health
Letter, which is aimed at a 60-plus age demographic, and
Mayo Clinic Women's Health Source, which is focused on the
mature female market. Mayo Clinic Health Solutions also
publishes a line of nearly 20 consumer health books.

Hale says targeting the right segment is a matter of cross-

Industry List Manager(s)

‘Nonprofit 'Does not rent "
Media Lake Group Media

Nonprofit Names in the News/D-| Associates
Nonprofit Epsilon Data Management

Nonprofit RMI Direct Marketing
Nonprofit/Media RMI Direct Marketing

Merchandise 2|st Century Marketing

Nonprofit Direct Media International

Media American List Counsel

Nonprofit RMI Direct Marketing/Millard Group
Merchandise Does not rent : ‘
Media In-house

Nonprofit Lake Group Media

Nonprofit Direct Media International

‘Nenprofit The Carol Enters List Co.

Media In-house

Media American List Counsel

(continued on page 37)

promoting and creating data-
base models. The company’s
core targeting mechanisms
are transactionally driven.
Hale adds, “We supplement
the transactional data with
surveys that solicit the health
interests of our customers so
that we can serve them better
in the future.” The publisher also conducts modeling to
mine the housefile for reactivation opportunities.
The publisher prospects for new subscribers four times
a year, mailing approximately 20 million acquisition and
cross-sell promotions. Hale says, “We are highly disciplined

marketers who test everything carefully before rolling out.”
—Kate DeBevois
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COVER STORY

(continued from page 34)

Company Sales/Revenue Industry List Manager(s)
(in millions)
AAA $39.5 Nonprofit Does not rent
¢ Covenant House $34 Nonprofit Direct Media International
Mayo Clinic Publications $30 Media RMI Direct Marketing
v Frank Cawood & Associates N/A Media Lake Group Media
Gevalia Kaffe N/A Foods Mal Dunn Associates
v Guideposts N/A Nenprofit/Media RMI Direct Marketing
International Home Shopping N/A Merchandise List Services Corp.
Smile Train N/A Nonprofit Names in the News

v New to the listin 2007; * Figures reported in 2006's The Top 50 Mailers
Sales/revenue data sources: Hoover's, CharityNavigator, companies’ own data

The Leukemia & Lymphoma Society

On amission to cure leukemia, lymphoma and myeloma, the
Leukemia & Lymphoma Society (LLS) regularly conducts
market research to target its audience as well as to develop
and test all of its services. From fundraising programs to
patient education and support initiatives, market research
keeps the society in touch with its members’ needs. At the
core of its membership are people for whom struggling to
survive is an everyday reality, and so the reader surveys in
its direct mail reflect that urgency.

The Lowbum ol
Upnphoma Sasety

In addition, LLS
works to leverage the
large pool of consum-
ers who take part in

its Team in Training
fundraising runs. Developing long-term relationships with
these donors, maximizing rthe knowledge gleaned from
research and continual testing helps LLS pull a $20 average

gift as well as attract new advocates. —Kate DeBevois
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WITH MELISSA DATA, YOU ARE GUARANTEED THE BEST PRICE

'FOR YOUR LIST PLUS 100% DELIVERABILITY.
Consumers

« BUILD your list from hundreds of selects
+ VIEW real-time counts and prices

+ ORDER and download online 24/7
+ RELAX - We guarantee 100% deliverability and the lowest price

Occupants
Businesses

**Get a FREE copy of New Homeowners

MAILERS+4" mailing
software (valued at $495)
with your first list order. &

U.S. Properties

Specialty

MELISSADATA

Your Partner in Data Quality

Start now at MelissaData.com/ohtarget
or call 1.800.MELISSA

Visit www.targetmarketingmag.com/infocenter
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