
Optimization through Integration
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Cindy Karamitis, SVP, Novus

16 years multichannel direct response experience 
Clients include: Guthy Renker, Gerber Life Insurance, Dish Network, 
Stratford Career Institute

Anne McCarthy, Direct Response Specialist, Valassis
12 year veteran at Valassis with 20+ years  experience in sales & marketing 
Clients include: Checks in the Mail, Custom Direct, Dream Products

Andrew Nestico, VP, Group Sales Manager, News America 
Marketing Direct Response Region 

15 year veteran at News America

Clients include:  Chase, DirecTV, Oreck Vacuums, The Bradford Exchange

Robin Bender, Partner, ConvergeDirect
20+ years multichannel direct response and brand  experience

Clients include: DIRECTV, Blue Shield of CA, Clearwire, Loews,  ADT



Yield greater results through local 
market optimization

Identify best markets

Build an index

Consider models

Maximize frequency 

Create optimal mix of vehicles

Isolate ‘like’ markets for testing

Gain additional insights 

Eliminate waste and improve results



Valassis Case Study
Anne McCarthy
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Shared Mail:  

79MM Weekly/Up to 111MM HH Bi‐Weekly

Coop FSI:  60MM+ Households  40 times/ year

Email

Newspaper Inserts:  

13,000+ papers daily

ROP:  100MM daily

Display:  Up to 50MM consumers daily



Case Study:  Insurance Advertiser
Challenge:

Maximize national coverage 
Optimize reach and performance results

Strategy: 
Implement a tiered program to RedPlum Shared Mail Wrap and Shared Mail Inserts in 
both underweight/remnant & overweight/guaranteed markets.
Identify client markets
Saturate selected markets via Underweight / Remnant 
Secure Additional coverage in top performing markets with Overweight / Guaranteed circ
Test new products and creative in select markets

Result:
Large roll‐out program after 2009 test 
First half of 2011, insert placement up 139% and wrap placement up nearly 200% over 
prior year
Increased customer activation



INITIAL STRATEGY ON‐GOING STRATEGY

Identify new Sharpshooters®
clusters to help acquire new 

segments.

Maximize coverage and 
rate optimization.

Build Consumer Sourcing Model on transactional & lifestyle data to reveal 
critical segments & geographic areas for future business growth.

FURTHER OPTIMIZATION



First 6 
months!
First 6 
months!

Initial 
Test
Initial 
Test



News America Case Study
Andrew Nestico



Targeted  Media
Direct Mail 

SmartSource.com
Print@Home
Micro Sites
Brand Sites 

In‐Store
In‐Store Advertising 
At‐Shelf Advertising & Promotion
Merchandising Services 

Home‐Delivered Media 
SmartSource Magazine
Polybags, Custom Inserts, 

Door Hangers 

Email Campaigns 

Mobile Distribution Direct2Card

News America Portfolio



News America reaches 158MM 
Consumers

SmartSource Magazine

Branded co‐op free‐standing insert

Circulation: 73.9MM
Issues: 44
Newspapers: 1,614
Regional Versions: 180
Category‐exclusivity

SmartSource Inside

Customized inserts within SmartSource Magazine 

SmartSource Custom Inserts 



Case Study:  Health & Wellness 
Advertiser
Challenge:

Improve marketing plan for long running insert advertiser
Optimize reach and performance results

Strategy: 
Identify high potential markets for the initial test
Index market list forms to isolate target markets
Use control creative with unique key codes
Test market forms for effectiveness
Analyze responder zipcodes
Identify market forms that meet target CPA

Result:
Creation of a core market list
40MM test identified 14MM in target circulation
Reprove market list through additional drops
Increase frequency in core markets
Isolate like markets for creative/offer/position testing
Identify markets within acceptable range of target CPA for additional circulation (7.2MM 
circ within $10 CPA allowable)



Identify best indexing markets
Form # Market Name

Market List 
Circulation 

(000)

Circ dropped 
per form 
(000)

Freq.
Media 
Cost By 
Form

Responses 
Per Form

Index Of 
Response 

Rate

Market Cost 
Per Sale

44 YOUNGSTOWN, OH Group 125 250 2 $1,250 63.48 302 $19.69 
60 LEXINGTON, KY Group 175 175 1 $875 40.24 273 $21.74 
42 LAKE COUNTY, OH Group 135 135 1 $675 30.3 267 $22.28 
66 ROANOKE, VA Group 269 538 2 $2,690 117.8 260 $22.84 
151 TULSA, OK Group 206 209 2 $1,045 45.64 260 $22.90 
68 DANVILLE, KY Group 37 74 2 $370 16.06 258 $23.04 
78 GASTONIA, NC Group 109 218 2 $1,090 43.38 236 $25.13 
54 SOUTH BEND, IN Group 153 153 1 $765 30 233 $25.50 
75 MONTGOMERY, AL Group 105 105 1 $525 20 226 $26.25 

Isolate like markets for testing
Form # Market Name

Market List 
Circulation 

(000)

Circ dropped 
per form (000) Freq.

Media 
Cost By 
Form

Responses 
Per Form

Index Of 
Response 

Rate

Market Cost 
Per Sale

179 RIVERSIDE, CA Group 449 449 1 $2,245 54.78 145.24 $40.98 
37 CINCINNATI, OH Group 751 1,462 2 $7,310 174.54 142.14 $41.88 
126 KANSAS CITY, MO Group 399 399 1 $1,995 47.02 140.24 $42.43 
159 EUGENE, OR Group 299 299 1 $1,495 34.7 138.81 $42.87 

33 SCRANTON/TOWANDA, PA 
Group 275 275 1 $1,375 31.4 135.95 $43.79 

135 BATON ROUGE, LA Group 149 298 2 $1,490 34 135.71 $43.82 
171 BAKERSFIELD, CA Group 221 442 2 $2,210 49.86 134.29 $44.32 



ConvergeDirect Case Study
Robin Bender



Case Study:  
Challenge:

Used inserts on a minimal basis
The cost to acquire a new customer was higher than other media 
Volume generated was not worth paying the incremental costs

Strategies:
Use basic creative elements recommended for insert media
Identify format that lowers cost and drives response 
Test different vehicles that can geo‐target and overlay audience demographics
Determine the zip codes that drive the highest volume, cost efficiently

Results: 
Currently, inserts are used in all IFP and AEP active customer acquisition campaigns
Optimize buy across 6 core programs 
Consecutively meets and/or exceeds cost per customer acquisition goals YOY

Prepared & presented by: 

https://www.blueshieldca.com/bsc/home/home.jhtml?_DARGS=/bsc/common/home_header_unauth_SB853.jhtml.3_A&_DAV=en


Recommended Creative Elements 

Bold offer located in 
coupon‐like box with 

perf edge

Callout burst to 
create urgency

Unique 800 # for 
tracking vehicle; white 
background to make it 
pop & lower printing 

versioning costs

Clean‐white space; 
make it simple!

Prepared & presented by: 



• Program
• Date Range
• On Page
• Insert CPM
• Zip code
• Positioning
• Format



Region Program Circulation  Leads Cost per Lead Response Rate
1 Clipper 210,000  34 $          100  0.016%
1 Money Mailer 500,000  74 $             72  0.015%
1 Smartsource 2,300,000  550 $             68  0.024%
1 Red Plum 3,800,000  900 $             70  0.024%
1 Pennysaver 330,000  56 $          101  0.017%
1 Valpak 540,000  67 $             95  0.012%
1 Newspaper Insert 190,000  40 $             85  0.021%

7,870,000  1721 $             72 
2 Clipper 150,000  30 $             95  0.020%
2 Money Mailer ‐
2 Smartsource 2,600,000  570 $             72  0.022%
2 Red Plum 500,000  100 $             69  0.020%
2 Pennysaver 1,000,000  190 $             87  0.019%
2 Valpak ‐
2 Newspaper Insert 150,000  25 $             90  0.017%

4,400,000  915 $             76 
3 Clipper
3 Money Mailer 500,000  85 $             65  0.017%
3 Smartsource 500,000  120 $             71  0.024%
3 Red Plum 3,500,000  830 $             72  0.024%
3 Pennysaver
3 Valpak 200,000  40 $          120  0.020%
3 Newspaper Insert

4,700,000  1075 $             73 



http://www.google.com/imgres?imgurl=http://www.caliandentistry.com/images/multimedia/clipperMag.jpg&imgrefurl=http://www.caliandentistry.com/magazines.php&usg=__S93AfWsveU0ymp30YeAxFBv-oHA=&h=400&w=300&sz=52&hl=en&start=4&zoom=1&um=1&itbs=1&tbnid=1ea45BShJ1Jf8M:&tbnh=124&tbnw=93&prev=/search?q=clipper+magazine&um=1&hl=en&sa=N&biw=1132&bih=726&tbm=isch&ei=aB7ETapvlN-BB-P6qM0E
http://www.google.com/imgres?imgurl=http://4.bp.blogspot.com/_s60keh8_rG4/TMm5VR-hcjI/AAAAAAAAAEo/TTGfTVF3oN0/s1600/pennysaver.jpg&imgrefurl=http://clevelandfilm.blogspot.com/2010/10/nehst-studios-looking-for-pop-culture.html&usg=__5rmxitVeNi_gumwg52b32kTFbiA=&h=252&w=234&sz=24&hl=en&start=4&zoom=1&um=1&itbs=1&tbnid=FH99RXN9z7bU8M:&tbnh=111&tbnw=103&prev=/search?q=pennysaver&um=1&hl=en&biw=1132&bih=726&tbm=isch&ei=lx7ETc-ZD4TVgAestpTOBA
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