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STEP ONE: BUILD A DATABASE OF PAST RESULTS

Building an historical database of direct response history is the first step in making DARTexpert your total direct mar-
keting planning tool. Using DARTs Import Wizard your direct response information can be easily imported directly from
your order entry system or from Excel. Next, your DART database can be customized to include field nomenclature and
calculation variations unique to your direct marketing program. List names and selection classifiers can be standardized
using DART s Master Table methodology. You can specify data entry “preferences” such list cpm or total list costs. Up-
dated information including recent order counts, pay-up, costs and backend reorder information can be electronically im-
ported to update your database as needed. DART expert: SAMPLE BEIE
DART' Project to Final response curves can be [
triggered to estimate final results for active cam-

paigns. Finally, all DART reports can be ex-
ported to Excel and emailed.
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DART’S UNIQUE DATA EDITING TOOLS ASSURE DATABASE ACCURACY

DART expert’s unique data editing technology lets you

cords. Each list record can hold over 280 data items.

quickly and thoroughly add value to your direct marketing his-
tory. DART is organized by product databases. Each product
database contains campaigns of historical and current direct
marketing activity. Each campaign can hold unlimited list re-
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STEP TWO: ANALYZE YOUR DIRECT MARKETING PROGRAM

DARTexpert features eight master report formats for reporting and analyzing your direct mail program. With DART’s
unique list segmentation, indexing, and profitability benchmarks you can slice your response data and evaluate your di-
rect marketing performance in virtually unlimited ways. The management report package can be customized by you to
automatically zero in on the critical market factors important to your direct marketing program’s success. Seasonality,
the 80/20 Rule, response layering, list group segmentation, test panel analysis, market roll-outs, and many other “what-if”
scenarios can be quickly, thoroughly and accurately called up and displayed. Reports results can be printed, exported to
spreadsheet formats, or emailed. DARTexpert: SAMPLE
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Market Analysis
SAMPLE REPORT DESCRIPTIONS

Campaign Summary
Provides an overview of your entire direct marketing program and summarizes results by campaign. Relative
performance indices can be shown against the overall average for all campaigns or against a specific campaign.

Master Performance — List Detail
A versatile format for analyzing performance in virtually unlimited ways. Records can be sorted in many sub group
rankings, selected individually or in like groups using Boolean logic (if..then, and, or) and ranked as groups. All
database items can be shown for each list record including performance through 3 marketing cycles and by various cost
and profitability benchmarks. Performance indices are computed for response and profit results to show how each list
performed relative to its campaign peer group.

Master Performance — List Dictionary
Lists can be grouped and ranked by name to form a consistent “dictionary” of your database. Many sub-sorts can be
applied to each group. In this example, the secondary ranking is campaign. DART’s indexing system compares each
list’s performance to the average for all qualified lists in a promotion group. The relative performance of lists can be
analyzed and compared over many campaigns with seasonal patterns, price, offer and package differences factored out.

Master Performance — *“80/20 Rule”” Analysis
Lists can be grouped and ranked by subtotals with results shown as a percent of total response performance for all lists
mailed during the period. In this example, list groups are ranked by most net orders produced during a three-year
period. The top seven lists produced 57% of all paid orders produced by 50% of names mailed. This analysis helps
focus on core marketing segments.

Production — Campaign Analysis

Page
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Profiles campaign results showing individual and cumulative performance. This format is useful for determining breakeven

mailing levels for a promotion group and mailing depth.

Actual to Budget

Compares actual results to budget and ranks lists by response variance. This “report card” analysis provides a list by list

performance review and promotes list selection accountability.
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