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THE AMERICAN RED CROSS AND RUSS REID



ABOUT: THE AMERICAN RED CROSS

American
Red Cross

Since its founding in 1881 the American Red Cross has been America's
premier emergency response organization. As part of the worldwide
movement that offers neutral humanitarian care to all, the American Red
Cross distinguishes itself by also aiding victims of natural disasters.
Over the years, the organization has expanded its services, always with
the aim of preventing and relieving suffering.

The American Red Cross is where people mobilize to help their
neighbors—across the street, across the country, and around the world.
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ABOUT: THE AMERICAN RED CROSS

American
Red Cross

In the US alone, the American Red Cross responds immediately to nearly 70,000
disasters, including:

» House or apartment fires (the majority of disaster responses)
» Hurricanes, floods, earthquakes, and tornadoes

» Hazardous materials spills, transportation accidents, explosions, and other natural
and man-made disasters

In addition to domestic disaster relief, the American Red Cross offers services in:
= Community services that help the needy

Support and comfort for military members and their families

Collection, processing and distribution of lifesaving blood and blood products

Educational programs that promote health and safety
= International relief and development programs
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ABOUT: THE AMERICAN RED CROSS

American
Red Cross

Around the world the American Red Cross helps vulnerable people and communities
prepare for, respond to, and recover from natural disasters, humanitarian
emergencies and health crises by mobilizing the world’s largest humanitarian
network made up of 187 Red Cross and Red Crescent national societies and more
than 10 million volunteers.

Working with partners around the globe we support:
» Disaster Response and Recovery

Disaster Preparedness

Disease Prevention—including the Measles Initiative

Aid in Reconnecting Families

Teaching Humanitarian Law
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ABOUT: RUSS REID

¥ russ reid

At Russ Reid, we’re devoted to helping nonprofit organizations grow beyond
probabilities. Every day, we tenaciously pursue fundraising innovations that inspire
action and commitment for the causes we serve. And together with our clients, we're
helping transform millions of lives around the world.

= World's largest direct response agency exclusively dedicated to nonprofit
organizations and fundraising

= Preferred fundraising partner of more than 200 nonprofit organizations

= We raise over $700 million a year for our clients

= Expertise in multi-channel integrated campaigns

= Data and analytics focused for constant campaign performance improvements

Our goal is to make the world a better place by helping
our client partners achieve their missions.
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THE STAART PROGRAM & DONATION PROCESS



THE STAART PROGRAM: INTRODUCTION

STAART (Strategy Through Applied Analytics, Research, and Testing)
= National Disaster Donor Conversion Program

= Began originally as Project RED (Retaining Episodic Donors) after Hurricanes
Katrina and Rita and the Southeast Asian Tsunami brought with them thousands
of new, unsolicited donors to American Red Cross (white mail, phone, online).

» These donors were not affiliated to any chapter in particular, but had given gifts
designated to disaster relief to the American Red Cross, and the goal of the
program was to convert them to ongoing support of the continued work of ARC.
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THE STAART PROGRAM: AUDIENCE

The STAART Program segments donors into three audiences:

Pre-qualified lead (PQL) — Donor who has given in response to a disaster once
(either solicited or through a solicitation/acquisition program)

= Cultivation — Donor who has given a second time and is now considered a
“‘current supporter”

= Lapsed — Donor who gave a second gift in cultivation has not given a gift in the
last 18 months

Lapsed donors move back into the PQL communication stream
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THE STAART PROGRAM: RESULTS

Since the STAART program has been in place, it has become a resource with three
distinct and significant values.

o A productive base of generous, unaffiliated donors
o Aresource for generous disaster response
o Atrove of R&D for enhancing all Red Cross fundraising for individual support

= Through Project RED and STAART, the Red Cross was able to fully explore the
power and benefits of donor modeling, which enabled the program to meet its
goals. The conversion of disaster donors was maximized to annual support and at
the same time provides net revenue to both chapters and national.
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THE DONATION PROCESS: DISASTER GRAM (D-GRAM)

[ Please charge my donation:

DlsaSter Gram (D-Gram) OAMEX OMC OWVISA O Discover [IDiners Club

Card Number Exp. Diate E-mail Address (to receive Red Cross alerts, news and information)

= Used at times of disaster DISASTER SERVICES

Signature
American Red Cross volunteers are trained and ready
to respond when a disaster threatens a community.

American Red Cross 1 $200.00 will provide shelter and food for In fact, the Red Cross responds to nearly 70,000
Disaster Relief Fund 14 disaster victims for one day. disasters annually. 200 times a day, we help families

2025 E Street NW
ington, DO 20006-5009 L1 $100.00 equals one week's food for a across the nation by providing shelter, meals and

emotional support, as well as for basic necessities like

couple and their infant. F rund clothing, medicine, and household goods.
= - r, g 4
Victims of Hurricane Irene need your help. U$ 7500 i‘;ﬂﬁ;}’:{;ﬂgﬁ% Sa‘g?;f;;ra" ping Center This type of immediate, on-the-scene support is made
I } booso-5103 possible through your gift and the dedication of Red
0% 50.00 would cover 5 co-payments for Cross volunteers.
replacement of prescription rmimuinmiaenmimim
drugs.

0% 25.00 will provide five blankets at an
emergency shelter.

IIIII"IIIII"IIIII"I'I'IIllllllll"llllII"IIIII" :I DTHER$
[1 Please charge my credit card. see o o orm)
Your gift iz tax-deductible to the fullest extant allowsed by law.

61364311 RRD1108CMBO1

oG

ted by the storm. Due to mandatory evacuations, in just 24 hours the Red
pported nearly 500 shelters with more than 27,000 residents who fled their
Fontinued up the coast, our volunteers worked around the clock to provide
nfort kits and other necessities to help victims begin their difficult recovery.
rom over...we urgently need your help!

U4 e T 7 ) 1 e 1 e ) 1 e ) 1 e 4 4 ) ) a government agency, we can only be there for victims of Hurricane Irene
cause of neighbors like you! You can help people affected by this devastating

RRDLLOSCMBOL 48900 2775 E13E4311 33430 1

Dear Mr. Fleming tless crises at home and around the world by making a donation to support
’ Disaster Relief today.
Thousands are still suffering and need your help today in the aftermath of Hurricane Irene. The X . Lo .
surging storm slammed the Eastern Seaboard, disrupting lives and destroying property from North jpyable to American Red Cross le"’f‘f"ter Relief and help us to rebuild
Carolina to New England. People will continue to need help for weeks, even months, to put their fommunities. Please don’t delay. If you’d like to help recent victims even
lives back together. ately at redcross.org/storms. Thank you!

Please make a donation to American Red Cross Disaster Relief today. You can help people
affected by disasters such as Hurricane Irene, floods, earthquakes and tornadoes by making a
donation to support American Red Cross Disaster Relief.
saster Services
Even before the massive hurricane reached land, the Red Cross was in action setting up shelters.

We quickly mobilized more than 250 emergency response vehicles—nearly two-thirds of our total AT oo o

(over, please)

American
Red Cross 1-800 HELP NOW redcross.org/storms

2044000-A1-001-000001
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THE DONATION PROCESS: PQL

Direct Mall

Sent to PQL and Lapsed
Audiences

Letter, verbal appeal, and labels
as premium offer incentive

Response device included

e it e

Air. David A, Shively
14777 NE Prairie View Ct
Aurors, OR 97002-0513

Mr, Duvid A, Shively
14777 NE Prairie View Ct
Aurcra, OR 97002-0513

Alr. David A. Shively
14777 NE Prairie View Ct
Aurom, OR 97002-a%173

e, David A, Shively
14777 NE Prairie View Ct
Aurors, OR 970020513

e e e [

Mr, David A Shively

H4777 NE Pralié View €1

Aueors, UK 07002-9513
¢ final 1

Mr. David A. Shively

14777 NE Praine View Ct
Aurora, OR 972002-90513

Mr. David A Shively
14777 NE Praine View C1
Aurors, OR 97002-9513

Mr. David A Shively
14777 NE Praine View C1
Aurvra, OR 97002-0515

iE e ML T

Aurors, OR 90002-9513

Mr. David A Shively
14777 NE Prane View (0
Aurors, OR 9p002-9513

Mr. David A Shively
14777 NE Prarse View O
Aurors, OR 0029513

il A Shively
&) Prars View Ou
Aurors, OR 970029513

ETT]

Summer 2011
Oregon State Drive

American
Red Cross

2025 E Streot, NW
Washngten, OG 20006
1-809-RED CROSS

August 22, 2011

Dear Mr. Shively,

Onee before, when disaster siruck, you trusied the Amenican Red Cross with your donation
to axd the survivors. [1's been a while since we've heard from you, but 1 hope you will trust us
with a gift once more. Because people are going 10 need us again—maybe tomorrow, mayhe
next week. You can count on it

The event may not be of such histore proportioas as the earthquake and tsunami that druck
Japan carlier this year, or even the spring tornadocs and Mlooding that recently affected many
Amernicans, Indeed, it may not get much atiention in the news at all. Many ternble storms and
fires do pot, But that's why ['m asking for your support once more,

Your gift of $20, $23, $30 o more will help ensure local chapiers of the Red Cross are
prepared 1o provade Tood, shelter and counsehing for disaster survivoes. Support Lo viclims,
fircfighters and other emergency persoancl. And 1o provide CPR. first aid and other emergency
preparedness trmmng to cneate stronger commumities. Right now people throughout Oregon are
banding together in a drive 1o support the American Red Cross. Please join them by sending yous
contribution today

Here in the United States, the civilian- and volunteer-based nonprofit American Red Cross
has been chartered to provide reliel services—neighbors helping neighbors in communitics
across the nation,

You can trust the Red Cross 1o be a good steward of your money. An average of ninety-one
cents of every dollar the American Red Cross spends is invested in humanitanan programs and
services—including those in your local community—not fundraising and administration

Terrible disasters bring out the compassion in people’s bearns, as it once did yours. Please
do your part again by donating 1o the Summer 201 1 Oregon State Drive to sustain the Red
Cross as America’s relief agency. As always, your donatson is tax deductible. | promise it wall
be needed-—and it will make a difference. Thank you.

Sincerely,

Masgout™ 6 Dogr

Margaret G. Dyer
for the Amencan Red Cross

reccross org

-

&
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THE DONATION PROCESS: CULTIVATION

&

Direct Mall

Sent to current supporters
(cultivation)

Letter, verbal appeal
Response device included

American
American Red Cross Rea cross

2025 E Street, NW
Washington, DC 20006

Middle of the night...a call goes out:

“Six-story condo engulfed in flames...
firefighters on the scene..children
and families huddled on the street...
one elderly couple still inside”

CCLEETTTT] LTV (LR CEETURT] O L | S T [ E

August 8, 2011
Dear Ledr Charles Moore & Mary Moore,

This is the kind of call that Red Cross chapters receive every night all across America.

We quickly mobilize our relief efforts to help struggling survivors. Red Cross volunteers
arrive at our office in minutes to load blankets, food. water, medical supplies and more. Then
they rush to the scene to deliver whatever relief is needed to shaken victims—even stuffed
animals for the youngest survivors.

All this is possible because caring people like you give to the American Red Cross.

And because we never know when that next call will come, I'm asking for you 1o give a
special gift today.

With your contribution, the Red Cross and communities we serve across the country will be
better prepared to respond quickly and effectively with food, shelter, comfort and hope when
it is needed most! But they will only be ready if we prepare them now.

Please send a gift of 340, 550, or even $65 to help disaster victims today.

Any amount you can send will be critical to keeping us prepared at a moment’s notice.
In addition to providing immediate relief, your support will help us:

* Acquire and upgrade emergency response equipment;
= Restock relief supplies including food, blankets and comfort kits; and,
* Train volunteers to be ready to respond, day or night.

In addition to disaster relief, we offer first aid.IC PR and other health and safety classes so
that every day people are better prepared to save lives when every second counts. We're even

there to keep members of the Armed Forces in contact with loved ones during emergencies
back home.

(over, please)

redeross.org

187TRNETTS
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THE DONATION PROCESS: NEWSLETTER

page 4 rackross.crg crossnotes
crossnotes . =
Red Cross
Training You can be ready .
by the R s et ATD Gtomsted etercal R — it J
numbers Lifesaving Skills training class, youcan , gpa ity First Aid
be to i p y
T ready mm“m L Lfeguanding nd simming Spring storms and tornadoes leave
an 9.5 milion From CPE.to year . . .. aam .
Armericans entered Recl Cross  American Red Cross tanght morsthan  © Davy=itters Training communities and lives devastated . crossnotes
classrooms to leam lifesaving .5 million Americans how to save * Nurse Assistant Training DO NOT FRINT T ———
skile. Gifts from donors ke you  ives. like you th'wvmg remains of her home, looking for any  relief items like hyzeine kits, mops, L J
rmade this training possible. have made these classes possible so personal belongings that she conld brooms, tarps, shovels, work gloves
that our community can be prapared salvage. She and her husband rode and coalers.
'Neﬂrb'mm'“o"mpbw@ vhenever disaster out the storm in the bathroom and
d Croes classss annually emerzed to see their home and theyr  + Provided nearly 40,000 health and
. 11,9 P A history of preparedness neighberhood in piaces. ‘mental health consultations.
300,000 authorized Ttwas 1908 when the Red Cross A nei i tears f » Deployed more than 8,700 Red
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( Defibrillater) to o
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For classss in your arsa, call designed to meet the needs of today's Red Cross respond when last spring’s storms happened
your local American Red Cross world, whether you are someone As harricane season is uponus and
chapter or visit redemes.ong ‘mterasted in CPRora 'l‘_:hanhlzogi!ll;t]lEI{Aad(}uﬁwasJ "
professional rescuer. They can be onthegr diately toprovide  TiEr
tailored to meet the needs of specific food, shelter, comfort and more o £y e tay prepared. fyoud ke
groups and indivi tornado victims. Vi contimued ax call 1-Boo- RED CEDSS,
to work tirelescly in the weeks that
EQ Red Cross classes include: followed—as heavy rain and swelling wes  crossnotes JE— e
. rivers led to massive .
Kit. Make a PI + Firstaid of the recavering states, Remembering 9/11 and
e S8 & EEE 4500 Reed Cross workers preparing for future disasters
Belnformed. from all 5o sates accicted with reief s .
" — " in person ar phone
To leam about what classes we have available now, visit redcross.org - and hnguh S;’::Umzlﬂd’ l:hsssld,;:ml
YES Il help even more. Here is my gift of: Becoming better
Served more than 1.7 million «d prepared for future
0§15 Of25 0836 O0her§ mm] ]'mﬂ]“jmg"“wﬂm mwmwmmdmmupd . disasters
[OIMy chack is anclosad payabls % the Amaiican Rad Groas. ) ‘g ‘The tenth anniversary of these
(O Pleasc chargs my donation: “I'm still numb” + Opened more than 200 shelters ‘harific attacks should also remind
i and provided more than 17,000 ia us that the unimaginable can in fact
OAMEX OMC OWISA O Dissover CDiners Chib In the days after, one woman in. overnight stays. ;nu,md!htw-ﬂmnstrhme
Tuscaloosa, AL, picked through the . N Lall Y m@mﬁm&: our
e S ——— Ovratrtng seseucann Andmatural disasters of all kinds and
American FECURTY GOOE ER BT e m‘i}'ﬂﬂmﬂ;‘:ﬂkm; affectad by the terrorist attacks. While we dent knon o
Red Cross ST mt one of the worst days in American The Red Cros: that large &
) od brought out the best of the ~ @Perations wall striks this country agam, and
P L i, 8= mmeale and snacks served tops taken today can
— Please retum this form to: Could you Peoplle from acmss the. + 60 shelters opened for 3,554 families e 1725 and lvelihoods
fmaroan fud Greas save alite? s came together to suppart the 401 ites opened to deliverserviees_ September 11, 2001 wasan
Visit ue at radcross.org/help or call 1-800-RED CROSS  Washington, DG 20080-6454 et i nd sursuorsof he e i e doyfox o elire
v money. Together, we » 57,434 Red Cross employeesand  1oporher fhie victims, we also
i P . - recovered and have rebuilt. ith a
compassicn when famiies aufter. mh&lﬁwmﬁ“ms hope to shaken survivors, K N » 240,417 mental health comtacts and  commitment to be better prepared
W apprecate your generosity. o mﬂ?smd\'m?ﬁ!‘gt Be prepared A‘“%"‘;ﬂ b 133,035 health contacts made for the furre,
And wa hape, s you make Fed Cross volunteers and trained ‘When it comes to house the ofthe
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. "”'"J.',"."Z:;”..ma:km ccene of a fie to offer food, P s B Comes and rekindle the spirit of service to
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our iesaving legacy. every family evacuation A major Red Cross
. . and to know how to *stop,
et Ready at any time ron, andrell” hontd e cloh relief effort
B Response aevice inciuae _~— T e shEioomisbeite | Demssrdowse
Gail L McBorem ‘help will come—often it’s in the ways to stay safe in case of a house challenge of the g/11 attacks with
President & CEQ ‘middle of the night And sometimes %, Pleasevisit redcross.org immediate an-the-scene
American Red Cross ‘before the smoke cleared from.
chapters in New York, Washington.
UPDATE: Be Red Cross Ready DC and Pennsyivenia, And out otk
continued thanks to the umwavering
commitment of volunteers and staff
h;zﬂwﬁ emergency can save your kife. “m-;ﬂ-__ﬁ" from throughout the U.S.
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to help more than 33,000 familiss
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THE DONATION PROCESS: RESPONSE DEVICE

Direct Mail Reply Card + American Front Rapid Response

Red Cross
= Source Code to track CAMGPATIGN
i | am proud to send a special donation to the Rapid Response Campaign. Your gift supports the lifesaving mission
Cam pal g n | want to ensure the Red Cross and the communities it serves are always of the American Red Cross down the street,

prepared to respond quickly and effectively when every second counts! Acronx 1 coumry and around the-world.

= “Fund” that will receive Os40

850

money, e.g. Oses

O1 prefer to give S

o  Where the need is greatest LITy gt sy ol SOATI e Ao Rt e Or contribute online at: rederass.org/help

O Please charge my credit card. (See reverse)

o Disaster Relief RRAL1DACMALS 0000 277bl 44222110 05348 5
o Local Red Cross Chapter /
o Current Event /

Source Code Fund to receive money

[ You may charge my: O AMEX OMC O VISA O Discover O Diners Club Thank you fbr your Suppor{_’
Your gift to the American Red Cross is tax deductible.
Card Number
Exp. Date
Signature Phone Number

E-mail Address (1o receive Red Cross alerts, news and information)
AMERICAN RED CROSS
P.O. BOX 96454
Please ensure the address shows b WASHINGTON, DC 20090-6454
through the return envelope window, IIIlI"IlIIlIIlI|IlIIlIIII!lIlIIlIIlI]IIkIlIIlI]IIIIIIIIIII”I

Back
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DATA

= Donations (~500k donors who gave their first donation between 2006 and 2011)
Date
Amount
Fund that received donation (e.g., General Fund, Haiti Earthquake Fund)
Source code for interaction that the donation is attributed to
= |nteractions (for the subset who first gave between 2009 and 2011)
Date
Campaign type
Campaign initiation date
Target group
Channel (mail, online, phone, newsletter)
Package code (pdfs will be available for many of the packages)
Segment

WCAI will provide a detailed data key along with .csv files and a database; and can assist with
data processing.
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DATA

Summary

Cohort Cohort Size Number of Interactions Number of Gifts

10/1/2009 1,800 9,500 1,800
11/1/2009 1,500 29,100 1,700
12/1/2009 2,500 400 2,800
1/1/2010 1,900 31,700 2,300
9/1/2011 2,300 15,600 4,200

* values on this page are synthesized
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DATA

Potential Research Questions

= What is the best way to convert "disaster donors" — those who first give to the
American Red Cross in response to or during a major disaster relief effort — to
long-term donors?

= What are the general patterns of donation response among these donors? Do
they always give in response to disasters? Are these donations incremental over
some baseline? Or do disasters “pull ahead” donations that would have otherwise
been made by regular donors?

= Can likely repeat donors be identified shortly after their first donation so that
resources are not wasted on soliciting those unlikely to give again?

» \What types of communications (channel, creative execution, frequency) appeal to
these donors and how should disaster donors be cultivated?

» \What types of donors are acquired during different types of disasters? For
instance, do disasters tend to draw more donations from people who live near
where the disaster occurred? What types of donors give to international versus
US disasters?
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DATA

How many donations did each donor
make?

Gift Frequency

70.0% -
60.0% -
50.0% -
40.0% -

30.0% -

200% -

10.0% - I

0.0% - . S = -
<€

Few Many
Donations Donations

* values on this page are synthesized
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DATA

How much was given with each

How much was given over each donor’s

donation? lifetime?
Gift Amount Frequency Lifetime Giving Frequency
80.0% - 60.0% -
70.0% 1 50.0% -
60.0% -
40.0% -
50.0% -
40.0% - 30.0% -
30.0% 20.0%
20.0% -
I 10.0% -
10.0% - .
0.0% - L 0.0% — I
Low High Low High
Amount <€ > Amount Amount <€ Amount
* values on this page are synthesized
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DATA

Number of Donations Over Time

Haiti Earthquake

2011
Storms
\ Pakistan Japan A
Floods Earthquake
N ods A
o o
& <

' 5 5 S 5
\°°S9 r-PQQ <>°°9 é*"’& \\"é\, & J & S & Qo
* values on this page are synthesized
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DATA

Marketing Channels

100.0%

Interactions Sent

90.0% -
80.0% -
70.0% -
60.0% -
50.0% -
40.0% -
30.0% -
20.0% -

10.0% -

0.0% -

Mail Newsletter

Email

12.0%

10.0% -

8.0% -

6.0% -

4.0% -

2.0% -

0.0% -

Response Rates

Mail Newsletter

Email

* values on this page are synthesized
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DATA

Response Rate by Campaign Type

Response Rate by Campaign
All s
PQL Cultivation Lapsed
Segments
30.0% I | | |
| | | |
| | | |
25.0% i I I |
| | | |
| | | |
20.0% I I I I
| | | |
15.0% 1 I I !
| | I I
| | | |
10.0% | 1 1 1 1
| | I I
| | | |
5.0% I I I I
| | I I
1 N 1 B
0.0% I i T T T i i
Disaster  Acquisition Cultivation Follow-Up Appeal Renewal Lapsed
Gram

* values on this page are synthesized

@Wharton WHARTON CUSTOMER ANALYTICS INITIATIVE PAGE 25

UNIVERSITY 0f PENNSYLVANIA



DATA

Campaign Copy

» Images of contents of direct mailings going back to 2009 will be made
available for analysis

= WCAI will be coding this copy for key features

If you are interested in studying the effect of changes in copy on the
response, please contact wcai-research@wharton.upenn.edu before you
submit your proposal.
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Q&A: PROPOSAL PROCESS

» Review the WCAI FAQ on Research Opportunities:
http://www.wharton.upenn.edu/wcai/dump/FAQ.cfm

= Submit a brief proposal to wcai-research@wharton.upenn.edu by January 3,
2011. Proposals should be less than 2,000 words and should include:

o Research team, affiliations and e-mail addresses

* Please designate a corresponding author
o Objectives & contribution to the academic literature
o Proposed methods
o Rough timeline
o Potential for managerial insights & impact for ARC and other non-profits
o PDF format preferred
o Please put “RO: ARC Proposal’ in the subject line

» Proposals will be evaluated by Pete Fader, Eric Bradlow, Elea Feit, Tim Gilbride,
Bas Donkers, Rob Christian, Janet Couperthwaite, Tony DiPasquale, and John
Wilburn

= Clean data can be in your hands by the end of January!
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Q&A: BENEFITS FOR AWARDEES

= Access to unique data
= Assistance with data cleaning and preparation
» Teleconference Q&A sessions with the corporate partners

= |nvitation to a private symposium to share your research findings with the
corporate partner

= Promotion of your research paper through the WCAI SSRN Research Paper
Series
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Q&A: OTHER OPPORTUNITIES FOR RESEARCHERS

= |f you registered for this webinar, you will receive regular announcements about:
o Research Opportunities like this one
e Sirius/XM coming in early 2012
o Grant/funding opportunities

o WCAI Conferences

» Marketing on the Move: Understanding the Impact of Mobile on Consumer
Behavior, Feb 27-28 at The Wharton School (co-sponsored with MSI)
http://www.wharton.upenn.edu/wcai/MobileConference2012.cfm

o Announcements are also available at http://wcai.wharton.upenn.edu

= Visit SSRN Research Paper series: http://www.ssrn.com/link/Wharton-Cust-
Analytics-Initiative-RES.html
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Q&A: MORE ABOUT WCAI

The Wharton Customer Analytics Initiative (WCAI) is the
preeminent academic research center focusing on the
development and application of customer analytic

methods. Acting as "matchmaker" between academia and
Industry, WCAI has had a broad impact on the practice of data-
driven business decision-making, and the dissemination of
relevant insights to managers, students, and policy makers.

Based in the Wharton School’s Marketing
Department and designed to capitalize on
Wharton’s longstanding strength in
conducting empirical research, WCAI is an
Interdisciplinary effort that brings a passionate
data-driven perspective unmatched by any
other business school.
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