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American Red Cross

Though it’s famous for its blood drives, the American 
Red Cross also is considered the U.S.’s premier emer-
gency response organization, offering disaster and 
emergency situation preparation training. According 
to John Perell, manager of direct marketing, research 
and analytics, the nonprofit receives approximately 30 
percent of its donations for national and chapter initia-
tives via the direct mail channel (this figure excludes 
donations received for its blood services program).

Perell credits the American Red Cross’ direct mail 
success to its strong brand image and donor support, but 
it hasn’t been effortless. “We are faced with the same 
challenges of competition and rising costs, and that 
is driving us to be more strategic and cost-effective in 
our approach,” Perell states. Specifically, the nonprofit 
has focused on analytics, donor modeling, research 
and testing to focus its direct mail fundraising efforts 
more efficiently. 

The American Red Cross also has been testing 
the effectiveness of integrating its direct mail with its 
online and telephone channels, Perell explains. “… 
We are looking at better understanding donor cross-
over from mail to phone. Ultimately, we are moving 
towards a more holistic approach to donor cultivation 
and analysis.”

—M.W.

Methodology
To create this list of the Top 50 Mailers, Target Marketing 
editors partnered with the analytical resources division of 
lists and data marketing firm ALC. The following data was 
weighted and indexed to create the list:
• �Who’s Mailing What! Archive hits, composed of mail pat-

terns for nearly 5,000 mailers over the course of 2008;
• �ALC competitive analysis, based on publicly available list 

usage and number of hits; and
• �ALC transactional history.
The list is not ranked by mail volume, given that the index is 
a prediction of volume mailed, not verified counts from the 
companies. Most direct marketing organizations do not report 
such data, nor can annual sales be relied on as any indicator 
of volume mailed. Annual sales figures are used for ranking 
in the chart, however, to provide additional insight into the 
success of these leading users of direct mail in the U.S. � yy

Want a bigger share of the $165 
billion youth market? Then you better 
know what they love, what they hate, 
what’s hot and what’s not. And if 
you didn’t know the correct answer 
(t4ag), you really need to talk to us. 
With 38 years of marketing success, 
we’ve got the data and the smarts to 
help you succeed, too. So if you want 
to play in the youth marketing game, 
your first move should be to contact 
American Student List. 

Call Don Damore at 516-345-0064  
or go to www.studentlist.com/results  
to learn more.
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We know the youth market by name.
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