his past March, in Target

Marketing’s Media Usage

Forecast 2008, we noted
some definite shifts in planned ad
spending compared to 2007’s break-
out. More dollars were being shifted
from print channels to online media
like search engine optimization and
e-mail. And now results from our
third analysis of who’s tops in the
direct mail arena show which busi-
ness verticals appear to be adopting
the new multichannel mind-set more
quickly than the others.

For example, at least one telecom-
munications firm appeared in the Top
50 the past two years. That sector
is not represented in the 2008 list,
which is based on 2007 data. And
while the financial services sector
continues to index highly for annual
mail volume and revenue, its numbers
decreased by one for a penetration
rate of 12 percent. The lone insur-
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ance firm in the 2006 list, GEICO,
was knocked off last year only to
see the sector vindicated this year
with Gerber Life’s first appearance
on the scene. Clearly, these sectors
do big business in the mail, but they
are balancing that investment with
stronger forays into online media and
cross-channel promotions.
Continuing their domination of
this list are organizations in the non-
profit and publishing sectors, account-
ing for 38 percent and 36 percent of
the Top 50, respectively. Obviously,
these marketers have long histories of
success with direct mail campaigns.
And many that have predominantly
older customers choose this channel
for its effectiveness at reaching that
audience. But the other side of the
issue is the difficulties these sectors
have been facing in the integration
of new media into their marketing
plans. “Publishers and nonprofits do

a good job of using direct mail for
targeting. They’re very scientific in
their calculations,” states Fran Green,
chief revenue strategist at ALC, the
Princeton, N.J.-based lists and data
marketing firm that helped develop
the Top 50 list. “But they are really
behind in making other channels
viable for their customers. So they’re
almost beholden to direct mail.”

To remain competitive, as well as
relevant to customers and prospects,
she recommends both for-profits
and nonprofits adopt a less product-
centric strategy. “We're seeing tre-
mendous success from companies that
combine a multichannel approach
with a customer-centric focus,” she
explains. In addition, Green credits
access to modeling and rigorous life-
time value analysis with opening new
doors to profit. “The opportunities
have never been better to market
wisely,” she affirms.
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A full list of 2008’s T'op 50 Mailers (excludes catalogers)

Company Sales/Revenue Industry List Manager
(in millions)
Citigroup Inc. $159,229 Financial Does not rent
Bank of America $124,321 Financial Does not rent
American Express $ 31,557 Financial/Media Millard Group
Capital One $ 19,1324 Financial Does not rent
Discover Financial Services $ 64343 Financial Does not rent
Time Inc. $ 4995 Media Millard Group/RMI Direct Marketing
Hearst Corp. $ 4,550* Media Direct Media
The New York Times Co. $ 3,195.1 Media American List Counsel
Reader’s Digest Association $ 2,691.1 Media American List Counsel
v Bose Corp. $ 2,000 Merchandise Does not rent
Dow Jones & Co. $ 1,783.9% Media American List Counsel
The Society of Memorial
Sloan-Kettering Cancer Center $ 1,623 Nonprofit Direct Media
Meredith Corp. $ 1,616 Media American List Counsel
American Cancer Society $ 1,037.7  Nonprofit ParadyszMatera
v/ The Nature Conservancy $ 1,017 Nonprofit American List Counsel
AARP $ 1,009.6# Nonprofit Does not rent
v America’s Second Harvest $ 6757 Nonprofit List Services Corp./
Atlantic List Co.
American Heart Association $ 6679 Nonprofit Direct Media
Publishers Clearing House $ 530% Business Services  List Services Corp.
Condé Nast Publications $ 4535 Media Millard Group/Direct Media
v Doubleday Entertainment $ 4019 Media Specialists Marketing Services
(continued on page 28)

ALSAC/St. Jude
Children’s Hospital

and give to those who are not.

Founded 46 years ago by late entertainer Danny
Thomas with the mission to battle children’s can-
cer and catastrophic diseases, ALSAC/St. Jude
Children’s Hospital in Memphis, Tenn., has 18

w
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million donors on record, and of that, 5 million
have donated within the last 24 to 36 months. Lori O'Brien,
senior vice president of national direct mail, credits much
of the nonprofit’s current direct mail success to its associa-
tion with the hospital’s work in finding cures and increasing
survival rates. “I think that the fact we’re associated with
those successes,” states O’Brien, “people feel very comfortable
supporting a charity [for which] they know their money is
making a difference.”

For ALSAC/St. Jude, the use of direct mail makes a huge
difference in generating revenue for its fundraising programs.
“We’re [national direct marketing division] responsible for
about 45 percent of the revenue generated, and of that, 98
percent ... is generated by direct mail.”

The nonprofit doesn’t have a “one-size-fits-all mail

program,” claims O’Brien.

“I think versioning packages and making sure we’re giving
relevant [messaging] to the donors on info that they want
[has been] probably the biggest [strategic] change.” St. Jude
has donors that give at higher and lower dollar amounts, and
has created a mid-donor program for those who give $250 or
more. In looking toward the future for the evolution of its
direct mail strategy, O’Brien feels St. Jude has a goal similar
to that of many other nonprofits: migration to online market-
ing. “More and more people are savvy; they’re going online
to do their research,” says O’Brien. “They’re going online to
learn more about the charities they’re supporting ... and so

you have to be there and be timely and relevant.”
—Melissa Ward

targetmarketingmag.com
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COVER STORY

FC&A Publishing

Since 1969, Peachtree City, Ga.-based FC&A Publishing

has dedicated itself to bringing accurate and useful health

and consumer information to buyers of its books and
products. FC&A has published popular health titles
such as “The Folk Remedy Encyclopedia” and consumer
titles such as “Fast Fixes and Simple Solutions.” Direct mail
is key to the company’s marketing program and the main
driver behind the growth of a customer base totalling more
than 1.5 million. According to Advertising Manager Libby
Harper, “Over 90 percent of all FC&A sales result from
direct mail advertising.”

With a focus on developing long-term customers, Harper
credits FC&A's success with direct mail on the retention of
long-term associates who have an invaluable understanding
and knowledge of the direct marketing industry, as well as

(continued from page 27)
Company Sales/Revenue Industry List Manager
(in millions)

The Economist Group $ 379.2% Media Lake Group Media

v/ Habitat for Humanity $ 355.4** Nonprofit American List Counsel

v Susan G. Komen Foundation $ 2749 Nonprofit Direct Media
Consumers Union $ 2552 Media/Nonprofit ~ RMI Direct Marketing
The Leukemia & Lymphoma Society ~ $ 2414 Nonprofit Lists Services Corp.

v March of Dimes $ 236.1%* Nonprofit American List Counsel
Disabled American Veterans $ 1699 Nonprofit Direct Media
Cystic Fibrosis Foundation $ 1488 Nonprofit RMI Direct Marketing

v Gerber Life Insurance Co. $ 148.6 Insurance Does not rent
National Wildlife Federation $ 1149 Nonprofit RMI Direct Marketing
MBI Inc. $ 103.2% Merchandise Does not rent
Paralyzed Veterans of America $ 93.7% Nonprofit Lake Group Media

v Special Olympics $ 734 Nonprofit American List Counsel

v HCI Direct $ 53.1 Continuity Direct Media
International Masters Publishers $ 40** Media Direct Media
AAA N/A Nonprofit Does not rent
ALSAC/St. Jude Children’s Hospital N/A Nonprofit Does not rent
BMG/Columbia House N/A Media Specialists Marketing Services
Boardroom Inc. N/A Media Boardroom Lists

v/ BusinessWeek N/A Media MeritDirect
FC&A Publishing N/A Media Lake Group Media

v Fisher Investments N/A Financial Does not rent

v’ Hachette Filipacchi Media N/A Media RMI Direct Marketing
Highlights for Children N/A Media American List Counsel
International Home Shopping N/A Merchandise List Services Corp.
National Geographic Society N/A Media/Nonprofit  Direct Media
4 National Magazine Exchange N/A Business Services  American List Counsel
The Salvation Army N/A Nonprofit Does not rent
The Smile Train N/A Nonprofit Names in the News

vNew to the list in 2007; * Figures reported in 2007 The Top 50 Mailers;** 2006 revenue;# Estimated revenue

Sales/revenue data sources: Hoover’s, Charity Navigator, companies’ own data

When You Should
NEVER Drink Tea!
Peppermint Can Heal WHAT?

—even your| YOU MUST NESPOND BY:
f*}:‘ doctor

-26-09

y Open up to find other amazing home remedies that REALLY WORK!
the company’s

dedication to the continuous testing and improvement of
its direct mail packages. FC&A’s strategy has been sure-
footed, explains Harper. “We continually adjust our mail-
ings and controls to market trends and outside variables.
Flexibility is key.”

The publisher intends to hold steady with its current direct
mail strategy of testing and adapting different mail packages.
“We intend to keep on doing what has worked for us in the
past,” Harper maintains. —Melissa Ward
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COVER STORY

(continued from page 28)

The Salvation Army

Unconventional may be the word that best describes The
Salvation Army’s direct mail strategy. With a database of
approximately 20 million active donors, this organization
has a decentralized direct mail program with more than
3,000 units and operations reaching out to prospects and
donors in local communities nationwide.

“Every campaign is developed and managed at the
local level, and they raise money and do their own
donor cultivation within their geographical boundar-
ies,” says Major George Hood, national community
relations and development secretary. “It has been that way
since day one; it goes back to the 1950s when we really
started getting aggressive in direct mail fundraising.”

With this open market approach in which vendors
compete for small pieces of the organization’s market
share, funds are raised and maintained at the local level
rather than being directed to a centralized location.

And while The Salvation Army’s fundamental prin-
ciples and structure of campaigns haven’t changed, Hood

Salvation Army
vington Place
Norwalk, CT 06830-3309

A special holiday gift
Jjust for you!

says the marketing approach continues to adapt as different
direct response strategies emerge, and as list availability,
consumer attitudes and direct mail trends evolve. “Now
we're trying to integrate the Internet and finding ways to
do totally integrated direct response fundraising,” he says.
“The future is about integration and going electronic and
remaining green in the whole process, and I think we’ll

be dealing with those things as we move forward.”
—Marissa Fabris
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COVER STORY

(continued from page 30)

The Smile Train

As its name suggests, delivering smiles is very much a part
of The Smile Train’s mission. With donor support, the
organization has provided free surgery to more than 330,000
children with impaired clefts in developing countries, and its
long-standing direct mail program has enabled it to deliver
an emotional message to prospects and donors.

“From an acquisitions standpoint, we rely heavily on direct
mail because our cause is very visual,” says Priscilla Ma, vice
president of marketing at The Smile Train. “We’re able to use
direct mail as a medium to show people before-and-after suc-
cess of simple, 45-minute cleft surgery, and people get it.”

As one of The Smile Train’s main fundraising activities,

Saving a child is‘eash?r _
than suu would imagine...

Aoy
Shank g/%a

Ma says direct mail is an effective, cost-
efficient way to reach a high volume of
prospects and donors through both its
acquisition and retention programs.
While The Smile Train consistently
tests new tactics and creative, one particular approach has
proven very successful for years. “Name exchange with other
charities has been a very efficient way to do direct mail because
we're getting like people who already have a propensity to
give to charities,” notes Ma. —Manissa Fabris

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 fol-
lowing data was weighted and indexed
to create the list:

e Who’s Mailing What! Archive hits,

composed of mail patterns for nearly

5,000 mailers over the course of 2007;
e ALC competitive analysis, based on
publicly available list usage and number
of hits; and
e 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 included in the chart, however,
to provide additional insight into the
success of these leading users of direct
mail in the U.S. n

5_f _;/—_J | J _r) Q U —f from th% crowd

Envyra

“Mailers &
Envelopes

secure, visible, effective

* Full color printing

. Automaiion compatible

+ Available with peel and seal for easy closure

+ Complies with USPS mailing standards

\

_—

— : Q
Univenture

inventing & manufacturing

UniKeep LLC ¢ EcoEndure™ ¢ Safety-sleevee * EnvyPak™

800.992.8262 www.uhiventure.com

32

Visit www.targetmarketingmag.com/infocenter

TM - September 2008




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (Apple RGB)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket true
  /DefaultRenderingIntent /Default
  /DetectBlends false
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile (Color Management Off)
  /AlwaysEmbed [ true
    /Symbol
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Average
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Average
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly true
  /PDFXNoTrimBoxError false
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /SyntheticBoldness 1.000000
  /Description <<
    /DEU <>
    /FRA <>
    /JPN <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU (RRD DSC - Use these settings to create PDF's if you are NOT downloading low res ads in an ad managemtent workflow.)
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


