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Who We Are

Leading global trade association of business 
and nonprofits using and supporting 
multichannel direct marketing tools and 
techniques

3,600 corporate members 
from U.S. and 50 other 
countries ïover 
70,000 individual 
participants
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Direct Marketing Is Multichannel 
E-Mail Is A Key Part Of The Mix

Fast growing direct 
marketing channel

Low cost, fast, 
very high ROI 

Works effectively 
with multiple 
channel strategies

Must get delivered 
to do the job!

Mail

Catalogs 

Telephone

Newspapers, magazines

Direct response TV/radio

Display and out-of-home

Insert media

Internet (e-mail)

World Wide Web (e-commerce)

Addressable (cable/satellite/mobile)
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A Top Priority For DMA
Excellence In Direct Marketing

DMA was co-founder of AOTA and the 
Authentication Summit series in 2004

DMA collaborates with top ISPs and has educated 
thousands of marketers around the world about 
authentication 

DMA members are required to authenticate e-mail 
as well to meet other guidelines for ethical 
business practice as part of DMAôs commitment to 
consumer choice and trust
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E-Mail Delivery
Best Practices For Marketers

Insights on e-mail marketing 

Analysis of e-mail authentication 

Recommendations for ensuring better 
delivery of e-mail marketing messages 
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E-Mail Marketing
Fast-Growing Channel

Commercial e-mail marketing drove $16.5B in 
incremental 2005 US sales ïsales grew 11.8% 
in 2006 to $18.5B

Steady overall growth at about 
15% CAGR (2001-2011)

US marketers spent $300 million 
on e-mail marketing in 2005, and 
$400 million in 2006 ïa 24.4% increase

Spending on e-mail marketing is projected to grow 
20.2% CAGR (2006-2011)

Source:  The Power of Direct Marketing 

2006-07 Edition

Direct Marketing Association
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E-Mail Marketing
Outstanding ROI Performance

Source:  The Power of Direct Marketing 

2006-07 Edition

Direct Marketing Association

RETURN ON MARKETING INVESTMENT:

DIRECT MARKETING-DRIVEN SALES PER DOLLAR OF DM ADVERTISING

Direct Marketing
(ALL CHANNELS)

E-Mail Marketing
(B-to-C)

E-Mail Marketing
(B-to-B)

$37.67
$45.13

$12.24

$49.07

$54.45

$11.65

$10.62
$45.87

$47.82


