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In the past year, list
professionals have

grown more willing to
engage in “model-
speak.” List brokers
are broaching the sub-
ject of modeling with
their mailers, and list
managers are suggest-
ing that their list owners offer modeling on
their files. Mailers, too, are asking their bro-
kers whether they should consider testing
modeling. Here are several good reasons for
the buzz about modeling:

Removes the risk. Most important,
when conducted properly, models take
much of the risk out of prospecting. Models
scientifically match the transactional,
demographic and lifestyle characteristics of
a mailer’s best customer group with those of

another list owner’s customer file. Based on
a precise scoring formula, the resulting
model lets direct marketers invest confi-
dently in mailing to a well-defined group of
prospects who share the same behavioral
traits as those of the mailers.

Finds the why. List brokers and managers
have become smarter marketers by becoming
versed in modeling. Formerly the bastion of
service bureau data technicians, modeling is
now the expertise of a growing number of list
professionals, who can look beyond the
“what” to discover the “why” behind empiri-
cal data trends. Where list owners once were

handed reports to analyze, it’s now the job of
the list professional, not the data processor,
to walk mailers through the process of inter-
preting data and acting upon it.

Speeds the process. Rapid developments
in technology mean that models can be built,
tested and processed in a matter of weeks and
even days. Mailers can modify campaigns on
the fly based on results of modeled data.

Spreads the success. Modeling successes
have led to a major increase in the number of
modeling programs now offered. Today, every
smart list owner with more than 1 million
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Investor’s Business Daily
newspaper has enjoyed a

long record of growth, including
the recent development of secondary and
related markets. The contribution from
new revenue streams in these other areas
has been key to its success. IBD, an
important resource for investment infor-
mation among the options in the market,
now has many products offering critical
intelligence and updates
for private investors.

With this growth
came a reliance on the
mail plans of several
major mailers. In assess-
ing the company’s future
needs, it became clear
that IBD had to expand
rental of its lists beyond
its main markets. By
focusing on its strong
demographics and apply-
ing proven sales techniques, IBD has seen
growth in several secondary categories.

New pricing was implemented to
attract out-of-market testing. With
800,000 addresses available, lower base
rates were released for fundraising
offers, catalog mailers, credit cards and
political fundraisers.

The most com-
mon first question
from our brokers
these days is
“What’s new?” The
interest level in our
industry for new lists, selections and pric-
ing incentives has never been higher. Faced
with rising production costs, declining
response rates and shrinking list universes
— not to mention postal rate increases —
brokers and mailers are working harder
than ever to make the right test decisions.

This repositioning of
IBD worked well in this
business environment.
Once viewed as strictly
interested in investment
and financial offers, these
affluent individuals have
proven to be caring
donors, active catalog
buyers, frequent travelers
and avid readers.

With the introduc-
tion of new pricing, a

promotional campaign launched to
bring new awareness of this growing file.
As any list manager will agree, usage
helps sell more tests — and as these sec-
ondary categories were developed, other
mailers grew more interested.

Promotions included e-mails, faxes,
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achieve, though I am hard-pressed to
understand why. Others involve the use of
names for modeling processes, and that one
is getting much more interesting.

As a broker, I would like to see a whole
new pricing structure that better reflects
today’s science. Why not rent 100 percent
of the names at a price that represents the
cost of producing and transferring them —
say, $10/M? Once received, the names
would be merged and analyzed. The cost of
the names actually mailed would be negoti-
ated, as would the cost of the names that
were used for informational purposes or for
modeling in the future.

Technology lets us see these steps and
report them. It would be a challenge to
deal with the invoicing, but we’ve met
tougher ones. Why should we be tied to
“rate card pricing” and “one-time mailing”
requirements from the past? They don’t
reflect how names are used today, and they
create questionable practices with which
everyone is uncomfortable.

Let’s use the available technology to
streamline our processes, grow our business-
es and move into this century with confi-
dence and the knowledge that we are the
best we can be. Now that’s going to be an
artful as well as a scientific negotiation! �
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records offers modeling. These same list own-
ers also want to use modeling data on the cus-
tomer acquisition side of their business.

Expands the universe. Modeling
expands prospect universes by delivering a
large supplemental bank of strong
prospects to use alongside small straight
niche lists and selections. It can lift
responses when a dropoff occurs from a
straight select segment. Modeling also cre-
ates opportunities to profitably mail sec-
ondary and tertiary markets. And it helps
mailers reactivate a list that used to work
but stopped performing.

Knows the customer. On top of acquir-
ing more customers at affordable costs,
modeling becomes a key asset over the long
haul. It’s more than a smart way to select
names. It provides a dynamic, ongoing cus-
tomer profile for the mailer who uses mod-
eling. Such mailers can be the first to see
developing patterns in their own customers’
behavior. This data can help develop prod-
ucts and services with greater appeal to
maintain customer retention.

Tighter budgets mean that mailers
must work smarter, and there’s no smarter
way to work than to invest prospecting

dollars in modeling. This leads to the final
reason so many industry professionals are
looking to modeling. There is generally no
charge to build a model. Mailers pay only
for a specified number of model names to
be tested once the model is built, along
with a scoring fee.

Achieving success with modeling pro-
grams depends mainly on the professionals
who conduct them. Not only do you need
skilled data technicians to crunch the data,
but also experienced direct marketers to
help you interpret and act on it. With
more mailers reaping returns with model-
ing programs, modelspeak is sure to
become a regular part of every mailer and
marketer’s vocabulary. �
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rental program, not only in its core mar-
kets but also in important secondary mar-
k
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