
EBOOK - SOONER BEATS LATER

We have calculated the savings you achieve when calling

• 2-year subscribers vs.

• 3-year subscribers vs.

• Lapsed (expired) subscribers

and the Challenge you Experience calling “None 

Requesters”
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SOONER BEATS LATER

The SAVINGS of Requalifying Subscribers at 18–
26 Months, and never later, PLUS the cost implications 

of allowing “none Requesters” on your files.

1 · Executive Summary

Waiting more than two years to re-qualify lapsed 

subscribers costs publishers twice—first in postal 

discounts and again in escalating data-decay 

costs. Calling at 12–24 months keeps 50 %+ of your 

circulation “requested” under USPS rules and cuts 
the cost-per-qualified subscriber by up to 45 %.

KEEP READING
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2 · USPS Periodical Rule in Plain English

To mail at Periodical rates, at least 50 % of copies 

must go to **paid or requested recipients (USPS 

DM-204 / §207).

A “request” is valid for 36 months from the date the 

subscriber asked to receive the publication.

Subscribers who haven’t renewed in > 36 months 

count as expired and cannot be included when 

auditors verify your circulation.

If paid/requested falls below 50 %, you risk a rate 

jump of 7 - 15 ¢ per copy, erasing thousands in 

savings per issue.

3



SOONER BEATS LATER

3 · Data Decay: What Happens to Your List Over Time?

*  HubSpot/Cognism 2025 study (22.5 % annual B2B email decay).

** Data Axle 2024 report (18 % annual phone-data decay).

Key takeaway: After two years, almost 4 contacts in 10 are already bad. By year four, 

well over half your list is undeliverable by email and phone.
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4 · The Rising Cost of Waiting

Assumptions
Calling team cost: $24/hr
Dial attempts per hour: 40
Connect performance: 10–4 successful connections per agent hour (fresh → stale records)

We map the high end (10 connects/hr) to 18-month records and the low end (4 connects/hr) to 
54-month records, sliding linearly between.

(Cost per qualified subscriber = Calls per Success × $24 ÷ 40 dials/hr)

Result: Waiting until month 42 inflates your cost per qualification by roughly 67 % versus calling at 
18 months—and by month 54 the cost has more than doubled, all while eroding your USPS 
“requested” percentage.
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1. Attached is an example of a campaign we run this year.  The 

table represents real, accurate numbers and statistical 
analysis.  Feel free to contact us to go over the campaign 
results in more detail and allow us to show you how you too 
can save a great deal of money.

2. REAL CAMPAIGN RESULTS FOR THIS YEAR – 

A client sent us six lists—2-year and 3-year requesters, 2-year 
and 3-year non- requesters, plus two New Name files—totaling 
45,000 records. 

Their goal was to generate 5,500–6,000 subscribers at an 
average cost no higher than $4.00 each. Per the client’s lists 
priorities.

We delivered 5,720 qualified subscribers at an average cost of 
$3.38 per subscriber = $19,339

6



SOONER BEATS LATER

7



SOONER BEATS LATER

1. “Calling Order” Matters

If we’d called the 3-year requesters immediately when 

they were only 2-year requesters, we would have 

generated 2,139 subscriptions at $2.33 each—an extra 

1,255 subscribers at $1.81 less per sub.

That approach would have yielded a total of 6,081 

subscriptions—360 more than we actually achieved—
for a telemarketing spend of ONLY $14,168.73.

That represents over $5,000 savings on telemarketing 

alone, or over $7,700 when you factor in New Name list 

costs.
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2. Don’t Let Your List “Age Out”

Allowing part of the audience file to age to 36 months cost 
the client both reach and efficiency. Had they called those 
records sooner, they could have maintained—or even 
grown—their circulation while cutting audience-
development costs by 30%.

With the same budget, they would’ve added an extra 725 
subscribers (12% growth) to their list.

3. Beware the 3-Year Non-Requesters

The cost to qualify 3-year non-requesters exceeded the 
cost of calling the New Name files, even after list fees. In 
practice, calling those aged, non-requesting records made 
little sense.
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Bottom Line for Audience Development Managers

Timing Is Critical: Don’t wait until your data is 
outdated—send us your files between 18 and 26 
months since the last time they subscribed.

Unified database: Many publishers still lack a 
unified database that brings together audience 
data from all key channels—social media, website 
activity, email engagement, events, and more. 
Without this complete view, it’s risky—and often 
costly—to assume a subscriber is still qualified and 
interested in your print publication based solely on 
past engagement. What may look like an active 
subscriber on paper could, in reality, be someone 
who hasn’t interacted meaningfully in years, 
leading to inefficient outreach and inflated 
audience development costs.
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Strategic Sequencing: Never let your 

audience data go stale. Once a subscriber 

passes the 26-month mark—let alone 36 

months—the chances of successfully 

requalifying them drop significantly, and the 

cost to do so often exceeds that of acquiring 

new subscribers. To maximize results and 

keep costs low, plan to requalify and update 

your audience records no later than 18 to 26 

months since their last verified engagement. 

This ensures fresher data, stronger response 

rates, and more efficient audience 

development.
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Balanced Acquisition: Use New Name lists to 

top up circulation, but only after you’ve fully 
tapped your freshest requesters.

By following these principles, publishers can 

not only qualify more subscribers at lower 

costs but also strengthen their subscriber 

base—securing USPS periodical discounts 

and boosting revenue from advertising, 

events, webinars, newsletters, custom 

content syndication, and lead-generation 

services and more.
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Email Marketing Fallout ·

Bounce Rate Spike: Every 10 % increase 

in hard bounces lowers deliverability 

by ~5 - 6 points, shrinking open rates 

and sponsor impressions.

Spam-Trap Risk: Stale addresses get 

recycled into spam traps after 

~24 months, jeopardising sender 

reputation.

ROI Hit: A list that decays from 80 % to 

50 % validity forces you to spend 60 % 

more on acquisition just to hold list 

size flat.
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Telemarketing Performance Decline

Wrong-Party Contacts: Rise from 18 % 

(year 2) to 40 % (year 4), doubling 

agent talk-time waste.

Average Handle Time: Increases 22 % 

as agents navigate discontinued 

numbers and gatekeepers.

CPA Creep: When connects fall from 

37 % to 20 %, the cost-per-acquisition 

nearly doubles (see § 4).
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Best-Practice Requalification Timeline

What Our Call Center Delivers

Dedicated B2B-publishing teams versed in BPA & USPS audit rules.

Realtime data hygiene: bad numbers quarantined, new records appended.

Integrated email + phone cadence to maximize touches before addresses expire.

Dashboard ROI tracking—cost per qualified subscriber, USPS eligibility forecast.
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Quick-Reference Checklist

□ Are ≥50 % of your subscribers 

< 36 months old?

□ Do you have a 12–24 months 

call cadence in place?

□ Can you quantify data-decay 

cost on your next audit?
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If you checked “NO” on any of the three items listed on the previous slide, 
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A 15-minute call could save you $50,000 + postage and wasted marketing spend 

next year.
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USPS Handbook DM-204 & DMM §207 (Periodicals; 50 % rule).

HubSpot/Cognism “B2B Data Decay Report 2025” – 22.5 % annual email decay.

Data Axle “Phone Data Accuracy Study 2024” – 18 % annual phone decay.

ZeroBounce “Email List Decay 2025” – 28 % invalid addresses in 12 mo.

Forbes Business Council / Gartner – B2B contact data can decay up to 70 % annually in high-churn 
sectors.

18



THANK YOU

Ronen Ben-Dror

847-433-8183

ronen@bvtmemail.com

www.bluevalleymarketing.com
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https://www.bluevalleymarketing.com/

	Slide 1: eBook - SoOner Beats Later
	Slide 2: SoOner Beats Later
	Slide 3: SoOner Beats Later
	Slide 4: SOONER Beats Later
	Slide 5: SOONER Beats Later
	Slide 6: SOONER Beats Later
	Slide 7: SOONER Beats Later
	Slide 8: SOONER Beats Later
	Slide 9: SOONER Beats Later
	Slide 10: SOONER Beats Later
	Slide 11: SOONER Beats Later
	Slide 12: SOONER Beats Later
	Slide 13: SOONER Beats Later
	Slide 14: SOONER Beats Later
	Slide 15: SOONER Beats Later
	Slide 16: SOONER Beats Later
	Slide 17: SOONER Beats Later
	Slide 18: SOONER Beats Later
	Slide 19: THANK YOU

