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· Investigation conducted exclusively for Direct.

· Methodology, data collection and analysis by Primedia Business Marketing Research.

· Data collected October 2001.

· Methodology conforms to accepted marketing research methods and procedures.
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Total

Base = qualified respondents per cross-tab.

Business

Consumer

Mix

End-market (Budget)

1% to 49%

50% or more

Direct marketing budget

spent

Less than

$10 million

$10 million

or more

Annual revenue

Increase

Decrease/

Stay

Gross revenue

Increase

Decrease/

Stay

Gross margin

< 50%

50% or more

Customer acquisition

budget

< 50%

50% or more

Customer retention budget

Member

Not a

member

DMA membership

*Analyst note: Results based on fewer than 30 respondents are to be used with caution--results based on fewer than 20 respondents are unreportable.
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