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THIS DATAMATRIX LISTS MASTERFILE DELIVERS MARKETERS ACCESS TO ONE OF THE MOST CURRENT AND COMPLETE LISTINGS
OF CONSUMERS ACROSS AMERICA. OUR UNIQUE DATABASE IS SOURCED FROM QUESTIONAIRES, VARIOUS REGISTRATIONS, CENSUS DATA,
AND OTHER PUBLIC AND PROPRIETARY SOURCES. WITH OVER 500 DEMOGRAPHIC AND LIFESTYLE SEGMENTS, MAILERS HAVE THE
ABILITY TO TARGET A SPECIFIC CUSTOMER PROFILE. THIS LIST IS AN ESSENTIAL COMPONENT OF ANY DIRECT MAIL OR TELEMARKEING
CAMPAIGN. THESE CONSUMERS ARE EXCEPTIONAL PROSPECTS FOR MANY INDUSTRIES INCLUDING AUTOMOTIVE, CREDIT CARDS, FINANCIAL
INSTITUTIONS, INSURANCE, MAIL ORDER CATALOGS AND TRAVEL.P R O F I L EM e d i aQ u e s t i o n n a i r e sV a r i o u s R e g i s t r a t i o n s C e n s u s D a t aO t h e r P u b l i c a n d P r o p r i e t a r y S o u r c e sS E L E C T SA G E $ 7 / MA G E O F C H IL D R E N $ 1 5 / MC R E D I T C A R D ( t y p e a v a i l a b l e ) $ 1 5 / MD O N O R ( t y p e a v a i l a b l e ) $ 1 5 / ME d u c a t i o n $ 1 5 / ME T H N I C IT Y $ 1 5 / MG E N D E R / S E X $ 1 0 / MG E O S E L E C T $ 5 / MH O M E O W N E R $ 1 5 / MH O U S E V A L U E $ 1 5 / MI N C O M E S E L E C T $ 7 / MI N V E S T O R S $ 1 5 / ML I F E S T Y L E S E L E C T $ 2 0 / MM A R IT A L S T A T U S $ 1 0 / MN E T W O R T H $ 2 5 / MO C C U P A T I O N $ 1 5 / MP R E S E N C E O F C H IL D R E N $ 1 0 / MM e d i a $ 0 / MM A N A G E RD a t a m a t r i x L i s t sh t t p : / / w w w . d a t a m a t r i x l i s t s . c o mG E N D E RM A L E 5 0 %F E M A L E 5 0 %

A V E R A G E IN C O M EV A L U E 0M IN I M U M O R D E RM IN I M U M Q U A N T I T Y 3 , 0 0 0M IN I M U M P R IC E $ 2 5 0C O M M IS S I O N SB R O K E R 3 0 %A G E N C Y 1 5 %N E T N A M E A R R A N G E M E N T SN E T N A M E I S A L L O W E DF L O O R 8 5M IN I M U M Q U A N T I T Y 2 5 , 0 0 0R U N C H A R G E S $ 1 0 / ME X C H A N G E SE X C H A N G E I S N O T A L L O W E DR E U S ER E U S E I S A L L O W E DM IN I M U M Q U A N T I T Y 0R U N C H A R G E $ 0 / MC A N C E L L A T I O NC H A R G E S



D a t a m a t r i x L i s t s D a t a c a r d s | 0 9 / 2 2 / 2 0 1 4 | P a g e 7 8

D a t a m a t r i x L i s t s D a t a c a r d s J o e B o r e l l iK E Y C O D IN GK E Y C O D I N G I S A V A I L A B L EC H A R G E S $ 3 / MA D D R E S S I N GE M A I L $ 5 0 / FF T P $ 7 5 / FS P E C I A L IN S T R U C T I O N SC O N T A C T SC O N T A C T R O L E E M A I L P H O N E F A XJ o e B o r e l l i *D a t a m a t r i x L i s t s D i r o f L i s tM g m t s a l e s @ d a t a m a t r i x l i s t s . c o m ( 7 3 2 ) 9 4 0 ò 1 5 0 0* = P R IM A R Y C O N T A C T


