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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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Data Tables
In order of the questionnaire

Direct Marketing Activities

Revenue obtained through DM
T-1

Direct marketing budget (banner #2)
T-3

Gross revenue change (banner #4)
T-5

Gross margin change (banner #5)
T-7
Direct marketing spending
T-9

End-market budget (banner #1)
Business
T-11

Consumer
T-13

Customer acquisition (banner #6)
T-15

Customer retention (banner #7)
T-17

Frequency of customer contact
T-19

Direct marketing methods

Budget allocated
T-21

Frequency change
T-59
DMA membership (banner #8)
T-97


Data Tables
continued…
Mailing lists

In-house mailing
T-99

Mail volume in 2002
T-101

2000 response rate
T-103
2001 response rate
T-105
2002 response rate
T-107
Opt–in/out options
T-109

Use of outside mailing lists
T-111

Response rate for outside lists
T-113

Mail volume for outside lists
T-115
Demographics

Job title/position
T-117
Company type
T-119
Annual revenue (banner #3)
T-121
Appendices
survey instruments
A
write-in answers
B
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