
Direct

2003 Forecast Study
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· Methodology, data collection and analysis by the Primedia Business Marketing Research Department.

· Data collected September—October 2002.

· 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

% of budget spent on DM (banner #2)
T-4

Gross DM revenue change (banner #4)
T-7

Gross margin change (banner #5)
T-10
DM spending change in 2003
T-13

End-market budget (banner #1)
Business
T-16

Consumer
T-19

Customer acquisition budget (banner #6)
T-22

Customer retention budget (banner #7)
T-25

Frequency of customer contact
T-28

Direct marketing methods:

% of budget allocated for each method
T-31

Change in 2003 budget
T-91
DMA membership (banner #8)
T-151



Data Tables
continued…
MAILING LISTS

In-house mailing lists
T-154

Mail volume in 2003 compared w/2002
T-157

2001 house list response rate
T-160
2002 house list response rate
T-163
2003 house list response rate
T-166
Opt–in/out options
T-169

Use of outside mailing lists
T-172

Response rate for outside lists
T-175

Mail volume for outside lists
T-178
DEMOGRAPHICS

Job function
T-181
Annual revenue (banner #3)
T-184
Number of employees
T-187
Appendices

Write-in Answers, Verbatims
A

Questionnaire
B
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