


Agenda

Coffee and Networking 8:30-- 9:15
Introduction & Goals 9:15-9:30
Today’s Marketing Essentials:
Channels & Programs 9:30-10:30
Break 10:00 - 10:15
Tactics & Strategies

for Maximizing Revenue 10:45-11:45
Lunch Break 11:45 - Noon
Brainstorming: Challenges & Solutions Noon —1:00
Anatomy of Our Campaigns: Critical

Choices /Success Factors 1:00 - 2:00
Break 2:00-2:15

Program/Case Study Reviews/
Group Discussion 2:15-3:30



Introduction

o Speakers/General Topics

- Kevin Whorton, WM&R -
Marketing Essentials, Campaign Anatomy

— Scott Oser, Scott Oser Associates -
Tactics & Strategies, Case Studies

— Everyone - Strategy/Solutions




Expectations

Interaction

Answer your questions
Help meet your challenges
Develop roadmap

Have fun!




Module 4:

Anatomy of a Campaign:

Critical Choices/
Success Factors

Presenter: Kevin Whorton, WM&R




Assumptions

e Your program is well planned
— Your projects are where the real work lies
— Generate all the results
— Create opportunities for program expansion/refinement
— Platform for innovating in small ways

e Generic descriptions
— Could be one-off effort for the year
— Could be one element of a multi-year systematic program " "?"’f’j

— Could be the first step in rollout of a new media, technlque
audience segment, etc.

e Tips & Tricks
— Nothing fancy, but variations in approach
— Maximize results, position marketing as strategic partner
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NOW IS THE TIME: INVEST IN YOUR BUSINESS WITH AN ISA MEMBERSHIP — ; "
An Invitation Has Been I ’rc'/nln'(/ for:

Dear Firstname,

Wouldn't it be great if there was an organization that really understood the challenges a small business Size
faces when trying to make a profit in this economy? 1-1/8 X 4-1/2
So much of business is a matter of good timing — leading rather than following, and acting Position

aggressively when you see great value. Today in our challenging times vou need, more than ever, access 7/8 from left
to the unique resources, services and benefits that membership in the International Sign Association \

provides. 1/2 from bottom

Our membership roster includes most of the highest profile and strongest performing firms in our
industry. Recent research has confirmed that ISA member companies have been in business longer
and are succeeding in today’s business conditions far better on average than non-member companies.
Member companies benefit through superior access to industry information, technical resources and
professional development that ISA provides member companies. ISA membership services allow
member companies to gain a cc

ISA sign company membership
reflection of the positive value t
members greatly enhances the i

g g fsit s ISA MEMBERSHIP ACCEPTANCE FORM
of signage and want to locate si
officials on the national, state, ¢
programs and topics we offer y¢

at International Sign Expo. YES, | want to jo‘n ISA ISA Membership includes:

We hope that you will take this
find out what you have been m

¢ Rogatration discounts for ISA International Sagn Expo
O [Dues bevel] [Expf
Q [Dues levell [Explanation text o ISA wehinars and On the Road regional seminar tscounts
Sincerely,

O At Dues level] lexplanation text] o ISA technical resolirces

Total Due: $§ o Line of ISA logo on your letterhesd and website
Lori Anderson, CAE ¢ Sign code nesistance
Presidentand CEO Coie ¢ Up to date Industry news
PS. To help make it easy to cons o Listing in the trst ISA Membership Directory
review. It summarizes the key be 10: 1D Number ¢ ISA Helpline
£orlate suoee Yottt ot Attn: Firstname Lastname o Discounted industry pubbcations

org; they will be happy to answe
Company

We also encourage membership in your regional sign affiliate organization

Address [Reional affifiate namel to help support our efforts on your behalf nationally

City State 2in Country and I your region, Cantact them at [phone or web)
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ABOUT INTERNATIONAL SIGN ASSOCIATION

The latemanonal Sgn Asodaton (154) will cdebrate s 65th annivesary this year. We now bave 2600
membor companios — sad usem manufacousen, snd supplaccs of oo-premise sigrw and sigs producs from
the Urnised Seates and 54 other couasion

you huwe & good idos of how well o membesip and servics reflect the sope of prodacs and services
svailable in cur indusry

WHAT DOES 1SA DO FOR MEMBERS?

ISA eximms 0o support, peomare sad snprove the sign ndatry This i accemplished through sign code
sminence: sdoncacy of s iedostry we bagelating and espilery bodis. communication. siga indwary
eveniy, sducetion'taining, 1ochaicd rousces and othet focts of semberhip inltanve.

Government Advocacy and Sign Code Assimtance

The o premise sign industry Eaces incresing reguborory e from fedenl. ware sod ol govermments
s Thy ISA Govwmmers Relatoas ream warks 10 sddma S weses om behalf of sur messher and rhe indusery
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Adminsrason, snd srare-baed grvapemch s she New York Sare Soal Baanes Derdopment Ceonter These
relatioeaips help o comminicss shout the vae of on-presaeses Sgiuge With your custoees thosagh the
viganraton they bebosg 10 e uw 2 local resouree



Fact Sheet
Champions
Member Recruitment Campaign

100iN.FalrfaxStrost+Aloxondria VA22314USA » (703 )838 4012 » www signs.org*meambershipOsigns, org

WHAT IS THE PROGRAM?

ISA Champions is a new initiative chat will be used by the International Sign Association to raise awareness of [SA
membership value. Building from a model that has been used in other industries and by powerful trade associations for
years, ISA will recruit and identify members who are ready, walling, and able to help ISA grow for the henefic of us all.

WHY WAS THE PROGRAM CREATED?

W all benefic from a sronger 1SA membership. Many industries are served by trade assoaatons with high membership
penetrarion into every sector. This in turn leads to a strong business community and a grassroots network that can easily be
mobilized in response to local or national threats. Over time, [SA membership needs to grow to ensure that we become an
even more powerful organizarion at the national, regional, state and local levels.

WHAT'S IN IT FOR ME?

In addition to the benefits that come from your bership with a growing and involved trade association, you also
benefit from the recogninon you'll receive and the opportunity to qualify for the *Recruiter of the Year” award. We

wall hold an annual competition and recognize the wp recruiter at the end of year for each of the three classes of ISA
membership — Sign Companies, Suppliers and Distriburors and recognize these volunteers in our marketing materials and
at the ISA International Sign Expo. In addition, anyone who recruits at least two members chis year will be entered in a
drawing to have expenses paid for travel and hotel room to the 2010 Internateonal Sign Expo in Orlando!

WHAT DO | NEED TO DO?

All you need to do today is to complete the attached form, go t our ISA website, or write Stacey.Loflin@Signs.org wich
Four intention to paracipate. As soon as we hear from you, we will add you to the roster of ISA Champiens and will send
you talking points, a packet of membership forms/brochures, and informadon on how to contact us when you have any
questions or suggestions that may make the program more successful over the coming months.

HOW DO | PARTICIPATE?

There are several ways to recruit but we encourage face o face and phone conract to encourage others to join. We
provide cthe brochures as a convenient mechanism for recruiting. Your business partners, clients, or colleagues all are
logical individuals to recruit. If you're not certain if they are members, ask. Even the positive word of mouth will help the
organization grow and raise awareness!

Thank you for your interest in this program. Together we can build a stronger ISA which represents our industry and taps
the energy and creativicy of us all!

ISA CHAMPIONS ACCEPTANCE FORM
Q Twant to become an ISA Champion. Please add my name to the roster!

Qe
&

Name Company

REPLY BY:

* Mail: 1001 North Farfax Streer Sutte 301, Alexandna VA 22314 « Fax: (703) 836-8353

* Online: Go to www.signs.org and click on IS4 Champions for an online application * Email: stacey.loflin@signs.org
3 I understand char I will receive periodic contact and information for the program over time.

Q3 1 understand in signing this that there is no obligation but I will use my business contacts to help raise awareness of ISA
and © engage potential new members through my contacts,

:ernational Sign Association

pirfaxStreetsAlexandria VA22SL4USA + (703 )838 012 s wwrw signs.arg*mamberahipGeigns . org

W =

Country

ME AN ISA CHAMPION: HELP BUILD A BRIGHTER FUTURE
FOR OUR INDUSTRY TODAY

nal Sign Associarion member, you play a key role in your marker and in cur industry.
ip benefits you and your company;, and it allows us to speak and act more effectively for
v raising awarencss of the benefits of signage, and fighting for our rights by combating
and unnecessary regulations.

ding to encourage your pamicipation in a new initiative designed to help us all. The
program is a special program focused on membership growth, designed to tap inro the
ost credible advocares within our industry — you!

'l.a’lf grﬂssm{s ncl’wotk @mwﬂu [hﬂ ﬁl[u.m Of our Ol'glnim[ion— 4 program [hﬂ[ wi.u
reach and your exposure to your customers, business partners, and peers in the industry.
red is easy. To leam more, you can visit www.signs.org/champion, or read this letter and
1ed form. We hope you will complere and return the short form so we can determine
ed to increase the visibility of the associarion through encouraging others to learn more
o join the organization at the national, state and/or regional levels.

R IS BETTER FOR ISA

iteadily over the past several years. There are many reasons why ISA’s membership needs
ore. In fact, my primary reason for writing you today is to help you fully understand
larger and stronger ISA within our industry. Not all members may choose to become
on, bur all members benchir from membership growth. Together we can all build a

tion and translate this into greater power, visibility, and business opportunirics in today’s

11 ISA Champions program comes to bear. The ZS4 Champions program is designed to

s recruit, encourage, or simply identify prospective members whom we can subsequently
‘his is being conducted, we are simultancously launching a new campaign to increase
rough direct mail, email, and similar efforts. These will be effective, bur as you know,
alone. The greatest impact comes from the positive word of mouth from members

s in the industry who understand the industry and can speak to prospective members
snehits, directly and credibly.

[Over, Please]



Stage I: Planning

e Take guidance from budget and schedule
— Generally planned, hope for flexibility
— Link to institutional objectives

— Review accuracy of forecast/
reasonableness of expectations

e Conduct background research

— List/audience research: available size/quality of
prospects

— Perceptual: determine motivations, current audience?. '
need

— Historical performance: conduct a results analysis
including performance of test lists, packages,
approaches and media

e Adjust effort/annual plan based on learnings




Stage I: Tips & Tricks

e Determine sufficiency
- How does campaign integrate with other planned activities
— Predict ROI per effort—incorp. servicing/product costs

— Project ROI per channel—newer technologies with lower
cost per contact need to translate into cost per acquisition

— Review/allocate response per medium:
distinguish between Web-closed vs. Web generated actions

— Determine HOW budget & schedule might need modified

e Use planning stage as ‘excuse to learn more’
— List/audience research: new to market lists
e Tie in with a lead-generation & conversion strategy
e Define potential cross-sells
— Need for perceptual ‘customer insight’ should prompt
e Calls with recent signups, users
e Informal survey techniques for testimonials & red flags
— Historical review should teach us trends, seasonality
e Relationship between creative & results
e Make smarter segmentation decisions




Stage II: Design & Messaging

e Define the creative strategy
— Easy to do if a strong control
— Identify big picture tests if none in past
— Otherwise, test minor elements:
e Mail: stamps, teasers, color, length, inserts,

e Electronic: length of message, subject lines, from
address, frequency, format, visuals

— Of course, adhere to branding, style/graphic guidelines"
e Develop copy "'
— Select from standard copy points, new developments /N
and what’'s necessary to convey freshness
— Determine if variable copy/versioning necessary

e Define offer
— Timing: drop dates and response deadlines
— Pricing: limited-time discounts or variable offers




Stage II: Tips & Tricks

e Employ a creative brief

Description of tactics, conceptual messages, integration mf‘
program, define expectatlons

Achieve a level of transparency
Focus internal clients on the science & art

CYA: forecast low, medium high and factors driving
performance

ABL: ‘Always Be Lobbying’—address any sources of “4
opportunity cost that (if lifted) would yield |mproveme|}
94

e Employ a group process in the planning

Help reverse any sense of disengagement among clients
Invite their involvement early in the concept/process
Encourage them to review & diagnose past performance
Identify concerns/negatives early in the process
Increase potential buy-in or flag your ‘problem children’



Stage III: Audience/Database

Determine audience size, composition
- Export/rent mailing/distribution lists
— Core names, other house file names, external sources

Manage the audience data
— Merge-purge files to eliminate duplicates

— Retain profile data on file: source codes, demographics,
personal history, alt contacts (mail/email addr./phone #)

— Process should quantify overlaps to help assess list quality. ,

- Use data hygiene: NCOA, filter for bouncebacks, opt-outs
and undeliverables
— Consider scoring your file: fancy or simple

e 2 points for past purchaser, 2 points if a member, 1
point if from a new response list, -1 point if never
attended/purchased

e Incorporate into your plan for frequency, level of
investment in each name




Stage III: Tips & Tricks

e Triage your marketing
— Single greatest opportunity to make a difference

— Expand audience selections to include non-members,
past users/attendees with high action likelihood

— Contract audience selections to suppress hard-core
non-responders, to segment based on best creative

— Vary level of effort by prospect quality:

e Add IVR/telemarketing, integrated email with
mail, second-step followup with key prospects

e Maximize ability to customize
- Make offers match the size/quality of prospects
e VVariable copy when segment/profile is known

e VVariable offers when history is known
— Pre-publication, first-timer, new member discounts
— Non-transferable and time-constrained limit risk



Stage IV: Review/Implementation

e Go through review process with internal
client, administration

— Determine what to defend up-front
— Know enough about what drives response
— Give yourself a platform to push back if necessary

e Select vendors/business partners
— Three-bid/proposal process for stewardship ... or

— Engage those you have internal or external
relationships defined to ensure business continuity

— Common criteria: cost, timing, available capacity

— Special abilities: data handling, quality,
inserters/affixers for traditional DM

— Expertise and audience knowledge that is beyond
yours




Stage IV: Tips & Tricks

e Make review process a mind-expanding one
— Sometimes, share captures of early versions:
e "How we got here”
— Scan samples of competitors or inspiring examples
e Share these if you are expanding creativity

— Link to past precedents or co-incident efforts you're )
using in campaigns

e Make vendor process educational /,
— Don't expect new partners to over-apply experience "

— Guide them with past results; and share results with
the partner who worked with’ you on campaign

— Tit for tat: encourage full revelation of outcomes

e If they advocate a certain approach, diagnose
reasons

e Being steered to a more profitable solution?
e Proceeding with outdated solutions?




Stage V: Evaluation

e Track results chronologically & cumulatively

— Preliminary results reports (esp. if doubling days
known)

— Measure unit & revenue results overall
— Measure/infer segment level results
— Measure results by test cell/tactic and by media

— Try scenario planning: feed outcomes back into next
period’s relevant budget and schedule

e Present/share results

— Put into context of all other efforts—historically,
seasonally, and by type of campaign

— In contentious cases (aesthetics, turf) hold meeting

e Encourage internal partners/clients to predict
winners

— Help you both vest more into your shared goal—
RESULTS




Stage V: Tips & Tricks

e Ensure review feeds systematic knowledge
— Should have a master database of test lists/tactics
— Incorporate results into an evaluation cycle:
e Good: Do, Measure, Modify, Repeat
e Bad: Ready, Fire, Aim
— Find a report mechanism sufficiently fast & flexible
e Hint: It may not be your AMS

e Microsoft SQL in your network, Excel or SAS tools
for the more ambitious

e Adapt to your weaknesses

— Source coding sucks? Determine an imputation
method to inflate results

— Cross-channel complications? Use research tactically:
e Determine web-mail crossover
e Measure read-click-buy ratios



I I We hope that you will chooze to learn

more about AMHCA,
. For more than 25 years, AMHCA has

AMHCA servad the professional nesds of

AMHCA: The One Resource You Shouldn’t Practice Wi

@ Involvement ks the Key

When you jon, you can dwnancdly increase tha valus
and benefit you recsive with active participation. Hera
are just & faw of your bensfits:

¢ Giving You a Voice ...

mental haalth counselors exclusively. In Washington and State Cspitols
Profit from AMHCA's work to get you racognizad undar 1. Profit from cur work to win reimbursement undar
Med other faderal programs, and health plans. Medicare and leading health plans.
Enjoy mare racognition tlyouﬁ AMHCA's growing ool- 2. Enhance clent acoess to your sarvicas with cur
|aboratwe relationships with professional izati lenting supgort of mental health care parity.

o nd

b wpnces. i 3. Enjoy more rupoet lnd mognmon through
AMHCA 15 dedicatad to your sucosas and growth of AMHCA's growing hip with privats
our field. AMHCA strives to support its mambars with health plnns and managed care advocates,

programs and services that expand our professiond
knowdedge and sanvics to our clients, help us to manage
our work, and provids opportunities to natwork with our
colleaguas in mentsl health counssling.

AMHCA also works for unversal recogrition of cur
professicn and for thrd-party raimbursement.

Your mambsrship makes these efforts possible. And
mast of our members find that involvemeant is key:

they more they put in, the most they get out. Attand
events. Serve on a committse. Submit an articls to The
Advocate. Contact your lawmnakers to support AMHCA's
legislatie work on your behali.

W exist to advanca practica and to serve your needs.
We hope you will join us todsy.

Sincerely,

/’ P2 /A7
W. Mark Hamitton, Ph.D.
Exscutive Director & CEQ

4. Recene late-brasking lagislative, public polcy and
court opinion news from tha e-News from Washington
elactronic newsletter.

5. The AMHCA Office of Public Policy and Legislation
works with Fedaral and State gowarnmants to protect
your interests.

6. Our Federal Legsl Ad y Natwork gr
program enlists membsrs to convsy our naeds as pro-
ional mantal health lors directly to legisl

Affordable Peace of Mind

@ Affordable Pesce of Mind

7. Gain accass to low cost m*um. insurance cover-
age. With cur affordabl
protection, you can continus to practice secuely

8. Our orline Health Insurance Mart can halp you locate
tha most affordabls rates inyour state and our exclusive
Member Advantags program offers other insurance
programs a3 well.

9. Our Long-term Care Protection Plan with John
Hancock halpe to sacure your future in the event of 3
debilitating health crisis.

801 Morth Fairfa Street Suite 304

Alzscandria, VA22314
B800-326-2642
www.amhica.org

H American Mental Heqhh Counselors Association

AMHCA

@ Stay In Touch With Peers

10. Participate n networking events with your affilated
chapters in thirty states

11. Attend timely prasentations and discuss tssuss with
your pesrs at cur Annual Conference. In 2006 this
program is held in St Louis, MO. Visit cur web sits for
future locations

@ Continue Your Professional Development

12. Tha Mwum manthly newsletter features research
highl g bulatins, § updates,
pracﬁoe advances, and asscciation and chapter news.

13. The Journal of Mental Health Coun seling quartarly
journal prowides practical knowledge and iluminating
background from in-dspth research on clinical studiss
and oounseling practica.

14. Keap your stats licanse requirements current with at
laast 11 continuing education credits a yaar through
AMHCA Journs Lesrming quiz in each monthly k

15. At www. AMHCA org, online educational courses
halp keep you curent and provide the CE cradits that
you need for licanse renewal—up to 60 cradits sach year
thrcugh our online workshops alore covering meore than
20 topics.

-

At AMHCA, we ara here to halp
you sddress your challengss.

You need the bensfits designad
axchisively for you and offered
only by the AMHCA—the one
3szociation dsdu:etad sxduscvely
1o the neads of p

Phasedetich hreard mai.

Membership Inquiry Form

[ Yes! | want to join AMHCA tody!

| have enclosed my dues for the following:
[ Clinicsl: $155 ) Reguar: $155
|1 Asscciste: $80 [} StudentExtended: $80
| Retired: $60 [ AMHCA plus State®
*Refar to raverse for defiribore
Name:
Address:

CityfStatelZp:

Provide the following contact information:
E-mail Addrese:

Taleok.

Busziness

() | certify that | have met al tha critana for my membership
category. | pledge to uphold and abide by AMHCA's Coda of
Ethics Iplaasa reviaw www amhca.orglathics. himl.

Signaturs :

Payment Method: [Professcnal desmaybe sedadicible)
) Enclozed i 2 check or monay ordar payzbla to AMHCA.
[} Plasss charge my membershp dues ta my:

Vs MestaCad ) Amenican Expeess L) Discower

Card#:
Signatura:
Name:

Please prntname a3 # appean on cad

Mail your application to:
AMHCA /o Wachowa Bank
PO. Box 758717

menta haslth counsekors.

Baltimere, MD 21275

Eax 7035484775
Calk: (200) 326-2642 ext. 103, or [703) 5486002

AMHCA Membership Invitation

I Yes, | accept your invitation to join an AMHCA member today!

0""

1- AMHCA Coda of Ethics
() Teartity that | have mat all the criteria for my memberahip catagory.
I pladgo to uphold and abide by AMHCA's Cade of Ethics
(olease review www.amhea.org/ethics html)

Special Membership Offer: 15 Months for the Price of 12
[ Clinical Momber;

i
(2 Regular Mamber; M/ #0139

[ AMHCA plus State dues*:  $208 ol to ravarse for definitions

An Urgent Message for Mental Health

Signature :
r = “ o ! - ~ -~
W"*L“LE,Q{’(,‘@‘ ‘rf Yol act J‘)L'__AP(, L5 2- Plonse provide your updmd information below:

Name: __

I Cara L, Chinchar, LOMHC Address:

| 60 Howard Street City/State/Zip;

i Burlington, VI' 064014818 VT Bimal ackraas:

i I""llllllll""ll"llI"II""lllllll"l.l'll"l“'.ll'lllll BUSIHOM DhonO'

1.0 Send me information for tho spocial Annual Confarenco rato of §275 for first time members, 3- Please refer to the reverse for payment information.




American Mental Health Counselors Association

As an individual, you make a difference in the lives of a great many
Tagether, we can do 20 much more.

Cara L Chinchar, LCMHC
65 Howard Street
Burlingtan, VT 054014818

Dear Carn,

We are currently reaching out to professxmal mental health counsedors who are pot canrently o
the American Meotal Health Counselors Assocation, in the hope that you will consder joining us tod

Think back to when you first became a mental bealth counselor, and everythang you have done
Jearmed since then. You'll quickly understand why we take our role so seriously, nnd why we neod yof
support. Although we have done s much W increass U pablic understand g of mental health, Che

much moee lefk that we can accomplish together.

Carn, we know that your wark s a professional mental health counselor has never been mom
ehallanging Once, wi condd dovote our soergy and talents 1o wark with cliests to belp them mmp
lives. Today, we have to wanry nbout so much more . increasing oosts, client access, licensure, staying

infarmoed, even malpractos stz

Spring
2006

Lapsed

partner
State

Total

Insurance

Mail

5,351
5,067

19,369

licensure

29,787

New

55
19

84

158

Respons
e

1.03%
0.37%

0.43%

0.53%

$10,653

$16,383

Cost Revenue

$2,943
$2,787

$7,645
$2,641

$11,676

$21,962

At AMHCA, we exist to halp you addreas all of vour professwmal challenges. You need the benefits
dusigned exclusively for you and offered anly by the AMHCA—the ane assccintion dedicated exclusively to the

noeds of professsonal mental haalth counselors.
* Beaefit from our wark to win reimburseme: va under M
* Enbanes client somss to your servioie with our wamslnting su

* Enpoy mote wspoct and mocogniton through AMHCA' growir

provate health plans and managed care advecates.

* Gun accrss to onr affordable makpractios insurmnce coverage

Save money on insirance by wsang var onlme Health Insurs
Vermont or hy using cur exclusive Member Advantage insurn.
Protection Plan with John Hanock helps to sscare your futa

cnisis,

Membershg in AMHCA is an bonor bekd by the best, mental healt
an mvalunble rescanve, professscant credentinl, and & source of mnfo

| tryvite your 1o review the enclosed hrochure and vaat our website of
benefits i greater datsil, and join today, Joenig AMHCA—the only ns
eaciusively to your 2= the best d you can make to ¢
and the growth of cur professaon.

We realize that you probably bekong to oee of sur network of thirty
i chese collaboration (o advocate foe your inderesta and yoar rght to pr
to belang at nationa! and state levels. we offer specind joint discounted 1
brochum to bearn if you can benefit from this arrangement today!

301 Neah Faarbice Streed, Saate 304 » Alpoandes, Wiginie 22314 » Phone G563

For many of us the serviosa of the AMHCA natwork reflect
3 combination of naticnal servicas and statedevl banefits.

We also offer jont state chepter duss at 8 discount of 20%
before for the folowing states.

Hf you wizh to join both todsy, please indcate the sppropnate
amount cn the sttachad form.

Pleose detachhere and mail

Plesse also indicate if you want to learn more about
other services of AMHCA:

i Amnual Confarences

[} Professional Advacacy Programs

|} Profeasiond Liakiity Insurance

[} Other Services [please specifyl

AMHCA Memb ership Categories

Clinical Membership—aster's Dagree cr higherin Counseling
or areltad field coverng the basic panciples of mental health
counseing from a regionally accredited institution.

Primary work s in the direct delvery of counseling senvices.

Hold state ficensure or certificstion ¥ ailable, or Certifisd Clinical
Meatal Heath Counselor if licensure/ozetification is unavailable in
‘your stats.

Regular Membership rsqursd crsdenigs
Master's Degree or higher in Counssling or a relsted fiald covering
the basic principles of mantal heakh regionally
aocraditad nstitution.

Student Membership—Enrciled at least half tme n 2 graduste
programm
Student ip (E2 work

three years or kess. Cumently in first year of peactice.

Associste Membership—Frimary work responsibiitiss in human
resourcalpersonnel.

dad].

What Our Members Say About Us

Don'tjust take our word regarding the quality of cur
senvios to the community. Hers are just a faw of the
commants from cur members:

“When | moved from community mentsi heslth to
private | wondered wherefhow | would connect with
colasgues. Then | found you The wonderful thing is that
you target mental heaith issues directfy ™

1 love what you do for me and

the communications you send to

me. Your organizston becsme the
foundation of our state’s ficensing the
Professionsl Counselor.”

"AMHCA does an outstsnding job
representing the intermsts of mental
hesith counsebrs. *

"AMHCA has always been extremely
responsive and hepful to any
questicns, concerns, or needs

1have expressed.”

“You folks are prosctive and very
engsged n furthering the profession.
My AMHCA membership prowides
great valus for the maney ™

I really sppreciate the lobbying snd
sdvocscy in keeping on top of
supporting our profession in
Whshington OC."

“I'm very proud of whst we have
sccomplished in Minais and AMHCA
hss been very supportive.”

AMHCA is a community of more than 5,500
mental health counselors. You and your
colleagues make an important impact on the
lives of Americans, and AMHCA strives to make
a difference for you in your profession.

e
i

Contact Us Today
We welcome your questions and fesdback: please
contact the AMHCA office at (B00) 326-2842, or
s-mail us at Imorano@amhca.crg.
Wa lcok forward to serving your nseds
for years to come.

L~

American Mental Health Counselors Association
801 North Fairfax Straet Suite 304
Alexandna, VA 22314

A/

American
Mental Health
Counselors Association
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Testing Results: Package Comparison

Evaluation: Results of head-to-head tests

A B C
# Mailed 364,945 150,000 50,000
% Response 0.71% 1.23% 0.77%
Average Gift $36.48 $23.73 $55.52
Rev/M $257.26 $292.99 $424.76
CPDR $1.38 $1.54 $0.93

e A: New Refugee Control
e B: Control with Gold Angel Token
e C: Urgent Letter Package



CATHOLIC RELIEF SERVICES A : 7 ( R_
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ve ACTVE Witnets 10 the mandate of s Chrne 12
hurran needs = the following ways by
vicumd of materal and man-nade disasters

€ to the poor to ¥
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own development
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THANK YOU FOR ATTENDING!!

Kevin Whorton, Whorton Marketing & Research
301-312-8938 info@kwhorton.com

Scott Oser, Scott Oser Associates /
301-279-0468 scott@scottoserassociates.com 4
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