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'Today's Collectors' spare no expense when purchasing items for their collections. With median income of $52,000,
collectors comprise an extremely reliable consumer group and have a high propensity towards mail order offers. They
pride themselves on possessing a vast assortment of items within their chosen interest and spend generously to acheive
this goal, considering each offer they receive. Since this list is selectable by specific collection type, it is an
essential resource for any marketer of limited edition or collectible items, making it possible to effectively
pinpoint a target market. Also, a perfect list for publications related to collectibles in general or a specific
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