Three American Heart Association Donor Renewal Campaigns:

1. Renewal Campaigns Summary

Description

Simulated Handwritten Note Card Test Package

Gift Box of Cards Control Package

Simulated Handwritten Note Card Test Package

Real Handwritten Note Card Control Package

Simulated Handwritten Note Card Test Package

Double Remit Control Package

Select Criteria

0-12 mos, $15-$49.99
0-12 mos, $15-$49.99

0-12 mos, $50+
0-12 mos, $50+

13-36 mos, $15-$49.99
13-36 mos, $15-$49.99

Households
Contacted

25,000
25,000

25,000
25,000

25,000
24,997

Gift
Count

2,772
2,005

2,274
2,112

1,472
426

% Rsp.

11.09
8.02

9.10
8.45

5.89
1.70

Dollar
Income

62,854.80
42,187.50

196,015.50
173,639.74

33,091.74
10,007.00

Average
Gift

22.67
21.04

86.20
82.22

22.48
23.49

Mailing
Cost

28,500.00
28,571.50

28,500.00
40,750.00

28,500.00
4,821.42

Cost per
$ Raised

0.45
0.68

0.15
0.23

0.86
0.48

Income
per Letter

251
1.69

7.84
6.95

1.32
0.40

Summary Comparing Computer HandScript Note Card and Three Control Packages: 1.) Box of Free Greeting Cards, 2.) Real Handwriting 3.) Standard Window Envelope Appeal:

Net Income  Confid.
Level
34,354.80
13,616.00, 9904
167,515.50
132,889.74| 98%
4,591.74
5,185.58) 9904

Source: Sherry Minton and Renee Warner; American Heart Association; Dallas, Texas. Ensuring arm's length objectivity, High Touch Direct did not plan, produce, evaluate or profit from these campaigns. All work was done by third-party agencies, one of which had been granted access to
a computer-simulated handwriting program called Computer HandScriipt. Using our proprietary Computer HandScript program, a simulted handwriing style had been designed from samples of my own penmanship. My HandScript was then used to address and personalize the note card
packages in the three A/B tests summarized here. The Confid. Level in the last column refers to "statistical confidence,” which expresses the confidence that repeat tests would produce the same results. In this case, were the first & third tests repeated, 99% of the time the same
outcomes would be ahcieved. In test two, the same results would occur 98% of the time. In the thrd test, while ROl was slightly higher with the standard package, you will note that the HandScript package regained 2-1/2 times as many donors (which was the key goal for that segment).

2. Segmentation Criteria

Description of Segments Compared, Defined by Dollar Amount and Recency of Last Gift Made:

Test: Segmetation Criteria 1 Segmetation Criteria 2 Segmetation Criteria 3
$ Range of Last Gift: $15 - $49.99 $50+ $15 - $49.99
Recency of Last Gift : 0 - 12 Months 0 - 12 Months 13- 36 Months

Volume by Segment:

(Segment A: 25,000 pieces Segment B: 25,000)

(Segment A: 25,000 pieces Segment B: 25,000)

(Segment A: 25,000 pieces Segment B: 24,997)

3. Analysis of Eight Variables in Three Campaigns Differentiated by The Three Segmentation Criteria Noted Above

Table 1 % Difference in Number of Gifts Received

Packages Compared: A: HandScript Note Card vs B: Card Box A: HandScript Note Card vs B: Genuine HandWriting A: HandScript Note Card vs B: Double Remit
A. HandScript Note Card Test R s e

B. Three Control Packages e iz e

Difference 767 162 1046.00

% Change 38.25% 7.67% 245.54%

Table 2 % Difference in Percent Response

Packages Compared:

A: Simulated Note Card vs B: Card Box

A: Computer Simulated vs B: Genuine HandWriting

A: Computer Simulated vs B: Double Remit

A. HandScript Note Card Test LALDeR ELITEE B-89%
B. Three Control Packages 8.20% 8.45% 1.70%
Difference 2.89% 0.65% 4.19%
% Change 35.24% 7.69% 246.47%
Table 3 % Difference in Total Dollar Income

Packages Compared:

A: Simulated Note Card vs B: Card Box

A: Computer Simulated vs B: Genuine HandWriting

A: Computer Simulated vs B: Double Remit

A. HandSCript Note Card Test $62,854.80 $196,015.50 $33,091.74
B. Three Contro' Packages $42,187.50 $173,639.74 $10,007.00
Difference $20,667.30 $22,375.76 $23,084.74
% Change 48.99% 12.89% 230.69%
Table 4 % Difference in Average Gift Amounts

Packages Compared:

A: Simulated Note Card vs B: Card Box

A: Computer Simulated vs B: Genuine HandWriting

A: Computer Simulated vs B: Double Remit

A. HandScript Note Card Test P $66.20 $22.48
B. Three Control Packages Hls HLZZ Hzia
Difference $1.63 $3.98 -$1.01
% Change 7.76% 4.84% -4.30%

Tables 5-8 continuted on Page 2. . .
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Table 5

% Difference in Mailing Cost, Including Postage

Packages Compared:

A: Simulated Note Card vs B: Card Box

A: Computer Simulated vs B: Genuine HandWriting

A: Computer Simulated vs B: Double Remit

A. HandSCript Note Card Test $28,500.00 $28,500.00 $28,500.00
B. Three Control Packages $28,571.50 $40,750.00 $4,821.42
Difference -$71.50 -$12,250.00 $23,678.58
% Change -0.25% -30.06% 491.11%
Table 6 % Difference in Cost Per Dollar Raised

Packages Compared: A: Simulated Note Card vs B: Card Box A: Computer Simulated vs B: Genuine HandWriting A: Computer Simulated vs B: Double Remit
A. HandScript Note Card Test BT HILLE HLUEE

B. Three Control Packages H0-68 $0.23 TS
Difference -$0.23 -$0.08 $0.38
% Change -33.82% -34.78% 79.17%
Table 7 % Difference in Income Per Piece

Packages Compared:

A: Simulated Note Card vs B: Card Box

A: Computer Simulated vs B: Genuine HandWriting

A: Computer Simulated vs B: Double Remit

A. HandScript Note Card Test el DU $1.32
B. Three Control Packages et B $0.40
Difference $0.82 $0.89 $0.92
% Change 48.52% 12.81% 230.00%
Table 8 % Difference in Net Income Per Campaign

Packages Compared:

A: Simulated Note Card vs B: Card Box

A: Computer Simulated vs B: Genuine HandWriting

A: Computer Simulated vs B: Double Remit

A. HandSC”pt Note Card Test $34,354.80 $167,515.50 $4,591.74
B. Three Control Packages $13,616.00 $132,889.74 $5,185.58
Difference $20,738.80 $34,625.76 -$593.84
% Change 152.31% 26.06% -11.45%

Note: In table 8, net income declined in column three (comparing Computer HandScript to American Heart's conventional double remit package). However, the goal for this segment (whose last gift
was given as far back as three years) was to renew as many as possible. Table 2 indicates the HandScript package generated 246.47% more responses than the control package.

SPECIAL OFFER GOOD THROUGH DECEMBER 31, 2010:

We cannot guarantee that your organization can achieve the same results American Heart Association (AHA) did, were you to test Computer HandScript
addressing and personalization against your conventional direct mail package. However, as illusrated above, AHA found that the same results would be ahcieved
98-99 pecent of the time were the same tests repeated. After this test, AHA rolled out this campaign to more than a million households. We're offering a chance
for you to test this same technology at a very low price. For any mailing that drops by December 31, 2010, you can send one of our flagship packages (like the

note card sent on behalf of AHA) at our 1999 prices. To download our price list, go to www.TheWrittenVoice.org or click this link directly:
http://lwww.thewrittenvoice.org/uploads/HIGH_TOUCH_DIRECT_MAIL_PRICE_LIST.pdf. You can also download our Year-End Decembuary coupon from

the same site, or click here to download it now: http://www.thewrittenvoice.org/uploads/Year End Sales Coupon.pdf.

TO READ MORE ABOUT THIS AND OTHER TESTS, CLICK ON THE FOLLOWING LINKS TO TWO ARTICLES:

To read my dissertation chapter on these and other tests of paratextual variables, you can download the full text by clicking on the following link:

http://www.thewrittenvoice.org/uploads/The_Impact_of Paratextual Variables_on_Response_and_ROl.pdf. This ia a large 84-page, 16 MB document that includes reproductions of the

actual pieces tested. For a shorter summary of the tests described in the table above, click on this link for a 6-page, 65 KB summary: http://www.thewrittenvoice.org/uploads/How_Hand-

Personalized_Direct_Mail Boosts Response.pdf.

Frank C. Dickerson, Ph.D. | President, High Touch Direct Mail | 7412 Club View Drive | Highland, CA 92346 | Toll Free: 888-HighTouch (888-444-4868) Direct: 909-864-2798 | HighTouchDirect@MSN.com

Research: www.TheWrittenVoice.org

Gallery of Past Products: www.HighTouchGreetings.com

Production: www.HighTouchSolutions.com




