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Media Consortium Database Proposal
The Nation and its partners have put together a consortium database that houses over 1.6MM postal addresses and 600M email addresses for its subscribers, donors, and email registrants.  Although these come from like-minded organizations, the consortium is interested in understanding more about the names within this database and how it can best leverage it to:

· Grow the individual organization audiences

· Generate more advertising revenues and partnership deals

· Amplify the collective message 

PM Modelytics has a great deal of experience with these types of databases and has identified profiling and predictive modeling as the two best means for understanding and utilizing the database.

With the profiling being more descriptive, this will help “paint the picture” of what the names look like from a demographic and lifestyle standpoint, while the modeling will use this information from a predictive angle to identify the best candidates for cross-promotion within the database. 
 Approach
The approach to this project will involve four phases:

Phase I – Append postal address to email only records in the database

· Because demographic and lifestyle characteristics are only available on postal addresses, this information will have to be identified through a “reverse append” process.  These email only records will be sent to Equifax and run against their database of 70MM unique email addresses which are attached to over 200MM postal addresses.  The approximate match rate for this process will be in the range of 25%-45%. 
Phase II - Run a merge across the entire database
· Using the components of the name and address fields from the 1.6MM postal addresses and 210M email/postal addresses from the first phase (approximate count), we’ll develop a matching algorithm to identify how many unique names are within the database.  For those names with multiple occurrences, we’ll provide a count by type (subscriber, donor, email registrant) based on an agreed upon priority by consortium participant.

Phase III - Profile the names within the database

· The goal of this phase is to understand the key demographic and lifestyle characteristics of the unique segments within the database.  The segments can be defined by organization, type, or unique/duplicate name (see BluePrint_Sample_Report.ppt attachment).  Counts will be run to make certain that enough quantity exists within each segment to ensure that the comparisons will be statistically significant.

This profiling phase will help understand which characteristics -

· are consistent across each segment.

· are different or unique to a certain segment.

· will be most valuable to the modeling phase of the project.

· define potential marketing and advertising opportunities.

· can help identify new list or select opportunities from a prospecting standpoint.    

From a variable perspective, we’ll focus on household-level demographic attributes such as age, gender, family composition, presence of children, income, home market value, length of residence, and lifestyle variables such as health/political/religious/environmental contributors to identify the similarities and differences by segment.

In order to facilitate this, we’ll send the selected names through a secure FTP channel to get the data appended by either Equifax or Donnelley/InfoUSA.   Only those records in the database that have complete name and address information will be eligible, since this is a requirement for matching to either database.  Those records with email addresses only will be excluded from this phase of the project.

Phase IV - Model the names within the database 

· With the profiling complete, the next phase of the project will involve predictive modeling to act on the cross-promotion marketing opportunities.  Predictive modeling will allow us to improve the productivity of each marketing effort by targeting those members most likely to respond, typically resulting in gains from 25%-50% in the top deciles of the model (see Reconnect_Sample_Report.xls attachment).

This type of modeling will allow us to understand the demographic and lifestyle characteristics that are most important in explaining the differences between responders and non-responders, which will ultimately allow us to develop an equation to score and rank the names in the database from best-to-worst.

It is possible for this type of modeling to be employed from a prospecting (mailing non-participant lists) standpoint, but only if the list owner is willing to allow scoring and selecting with the model under a net name agreement.   

From a timing standpoint, each step will take approximately one-to-two weeks to complete.  Depending on the scope of the predictive modeling requirements, this phase could take an additional one-to-two-weeks since it is the most labor intensive.

Pricing
Based on the established objectives, PM Modelytics estimates the cost of each step to be:

· Phase I = $0.12 per match ($18,000 based on match rate = 25%)
· Phase II = $2.00/M on input
· Phase III = $3,000/flat
· Phase IV = $2,500 development fee per model, with a $10.00/M fee to score the model (depending on the objective, only selected names will be scored to minimize this cost).
In order to keep the pricing for the profiling and modeling to a minimum, at no time will the demographic and lifestyle data be passed back to the database (only the final score from the model).  PM Modelytics is not allowed to pass this data on without significantly higher royalty fees based on our agreements with either Equifax or Donnelley/InfoUSA.

In addition, analyzing the participant files in the database will give us a means to estimate the quantity of names to score with the model.  A typical range is 40%-50% for projects of this type, but this will be determined after reviewing how the model can improve gains for each consortium participant.

Phase II is the only “required” phase for this project.  The other three phases can be selected independently based on the desired objectives and cost.  If Phase I is not part of the project, it is possible that we could also bypass Phase II by using the merge results from Working Assets (we would need to review the merge report before making the decision to use their output for this project).

It is our view that most of these costs will be easily leveraged in terms of more efficient marketing efforts and increased advertising opportunities, and that each participant will see a ROI-multiple from making this a “working” database. 
For additional information, please contact:

Kevin McGowan 

Director, PM Modelytics

Phone: 952-540-7051

Email: kmcgowan@pmmodelytics.com
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