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"A FRESH START" TARGETS ONE OF THE FASTEST GROWING, UNTAPPED MARKETS IN AMERICA; THE NEWLY DIVORCED. THIS OVERLOOKED
LIFE-STAGE REQUIRES INDIVIDUALS TO START OVER, RESTOCKING FURNITURE, HOUSEHOLD ITEMS, CHILDREN'S TOYS AND CLOTHES,
ETC. THIS IS VIRTUALLY THE SAME MARKETING

OPPORTUNITY AS NEW MOVERS OR NEWLY MARRIED! THE FILE IS ENHANCED WITH SELF REPORTED LIFESTYLE AND DEMOGRAPHIC DATA TO
HELP PINPOINT A MAILERS EXACT TARGET. A FRESH START - NEWLY DIVORCED IS PERFECT FOR MAILERS OF: HOME DECOR,
ELECTRONICS, INSURANCE,CREDIT CARDS, REAL ESTATE, FINANCIAL SERVICES AS WELL AS ANY OTHER MAILER SEARCHING FOR
RECEPTIVE CONSUMERS IN A PRIME BUYING MODE.
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