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I. Background (one organization’s recent experience) 

 
· Had just launched a new subscription product, MCLE OnlinePassTM, which provides 

subscribers with everything MCLE offers online (all online programs, online books and forms) 
for one annual fee.  

 
o Although an incredible value for the price, it is priced higher than traditional 

programs and books and so needed to consider a varied and relatively aggressive 
marketing approach. 

 
· Debate: Hire commission salesperson vs. telemarketing company 
 

o Initially, we looked into hiring a dedicated salesperson to sell the OnlinePass, which 
raised many first-instance issues, concerns, possible complications for us: 

 
§ Financial issues 
 

· Part salary, part commission (couldn’t live on commission alone) 
· Question of commission on renewals of customers who initially 

subscribed via salesperson 
· Issue of providing benefits 

 

§ Uncertain impact on/fit in our culture (how would a commissioned 
salesperson be received by staff, by our customers?) 

§ Will dedicated salesperson be too aggressive, too self-interested? 
§ Increased overhead and supervision 
§ Sustainability 
§ Not easy to reverse course 

 
o Telemarketing 
 

§ Concerns/Questions 
] 

· No previous experience with telemarketing (at all), and unsure of 
what to expect or look for 

· General skepticism about telemarketing – the perception of 
telemarketing is not overly positive 
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· Will we offend or annoy our customers? 
· MCLE has a great reputation in the legal community. How will it 

look to have a telemarketing firm working for us? How will it reflect 
on MCLE?  How will such a firm represent MCLE?  Will using a 
telemarketer tarnish our brand? 

· Will they be able to promote our products as well as we can? 
(Assumption is that others can’t do as good of a job, but is that true?) 

 
§ Benefits of hiring a non-commissioned telemarketing company 

· Less expensive 
· Less overhead than hiring a salesperson 
· Likely require less training and overall less supervision  
· Could end relationship and reverse course more easily 
 

o Decision: To go with telemarketing as a part of our marketing campaign for the 
OnlinePass subscription product 

 
 
II. Purposes 

 

· Telemarketing as part of a larger marketing campaign 
 

o Relentless email campaign 
o Cross-selling with other promotions (blanket marketing so that offer is included on all 

other marketing pieces for other products) 
o Direct Mail/Print campaign (free-standing brochure; highlighted in catalogs) 
o Signage in bookstore/classrooms/common areas throughout conference center 
o Brochure is distributed to in-person registrants at all programs and product is mentioned 

during every program introduction 
o Customer Service representatives are trained to offer it during in-bound calls 
o Demonstrations at law firms, upon request (demo to law librarians are planned for 2014) 
o Push discount offer with all order confirmations 

 
· Reach more people directly and personally, and more quickly, than we can do with our 

traditional marketing techniques or through Customer Service calls (MCLE marketing can 
focus on being more broad and pervasive in scope) 

 
· Sell directly and promote the product to help soften the market 

 
o It often takes several efforts to make a sale, and telemarketing can be one way. 

 
· Assist MCLE in subsequent renewal campaign (for example, follow up with non-renewals to 

survey them about why they did not renew and to encourage them to renew) 
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III. Getting Started with Outgoing Business-to-Business Telemarketing 
 
· Selecting the appropriate vendor 

 
o Recommendations are key. 

 
OnBrand24 (OB24, www.onbrand24.com) was recommended to us at a time when 
we were debating whether to hire a dedicated salesperson and were experiencing 
some doubts, so we decided to meet with representatives from OB24. 
 

o Ask for references and types of complaints received. 
 
o How long has company been in business?  Is it well established? 

 
OB24 has over thirty years of experience, with more than 350 employees in offices 
in Massachusetts, Georgia and New Hampshire, and services clients throughout the 
U.S., Canada, and the U.K. 

 
o Education level of agents?  Training they receive?   Experience level? 

 
The majority of OB24 agents have college degrees, an average of 5 years of call 
center experience, and advanced training in sales, customer service and management.  
 

o What types of clients do they serve?  Are they similar to us in nature? 
§ Law-related professions 
§ Nonprofits 

 
o How will they promote your brand? 

 
As reflected in its name, OnBrand24 prides itself in serving its clients’ brands. 
When making their calls, they say that they are calling on behalf of or from MCLE 
(as a “sales rep. for MCLE”). They are focused on reflecting the personality, 
professionalism, and unique “voice” of the clients with whom they work. 
 
They coordinate closely with MCLE’s in-house customer service team so that, if 
questions arise that they can’t answer, or if the customer has interest or questions 
about other MCLE products, the OB24 agents can direct them to MCLE’s customer 
service.  In addition, they have been equipped with MCLE email addresses so they 
can follow up with customers who request more information by email. This synergy 
and relatively seamless relationship helps promote MCLE’s brand. 
 

· Caveat: Non-employee solicitor status:  As a nonprofit, some of MCLE’s Board members 
raised the concern that working with a telemarketing firm would trigger the need to have OB24 
register with the state Attorney General’s Office (Division of Public Charities) as a non-
employee solicitor raising or receiving funds on behalf of a nonprofit and post a bond. 
 
We contacted the AG’s office and were informed that having an independent telemarketing 
firm sell MCLE products, such as subscriptions to the OnlinePass, does not rise to the level of 
fundraising or professional solicitation and therefore does not trigger the need to register under 
Massachusetts’ solicitation statute. 
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IV. Pursuing Professional Tone / Maintaining Brand 

 
In entering into any agreement with a telemarketing company, it was important to us that the 
representatives making the calls remain professional and promote MCLE’s brand. It was also 
important to us that customers not be annoyed or alienated by this strategy, and that telemarketing 
serve as an extension of and be integrated in our marketing campaign, not separate from it.  
 
· Hourly rate vs. commission 

 
We entered into an agreement based on hours, not on commission (with the idea that they 
wouldn’t be as annoying or aggressive in tone to make the sale if they are working for a flat fee 
as opposed to a commission). 

 
o Flat fee of $35/hour 
o Agreements in blocks of 320 hours 

§ Since March 28, 2013: We’ve extended the agreement 7 times to cover 
2,240 hours (which we anticipate will take us into February or March 2014). 

 
· Creating effective scripts 

 
We worked closely with OB24 to create scripts that convey the messages we want, as if we 
were making the calls ourselves.  OB24 brought great insights and experience into crafting the 
scripts so that they are concise, to the point, and effective. 
 

· Calls are not incessant. 
 
The OB24 agents will make up to three tries to reach someone. 
 

o Brief message on the first try 
o No message on the second try 
o Slightly longer message on the third try 

 
If they reach a customer, they won’t call back unless the customer requests follow-up. 
 

· Option to listen in (quality control measure)  
 

o Second-sit agents assigned to the client on calls to assist in coaching the agents as 
they are working on the phones. 
 

o Review audio transcripts of calls to assess the quality of the calls and to offer input, 
supplementary product information, etc.    
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· Training and supporting the telemarketing team 
 

o We invested time to train the telesales force so that they might successfully 
represent MCLE, brand themselves as part of our organization, and project MCLE’s 
personality and professionalism. 
 
§ Spent time meeting agents who would comprise the OB24 team dedicated to 

promoting and selling the OnlinePass.  They take a small team approach so 
that the agents who become familiar with us and our product(s) are the only 
ones making the calls. 
 

§ Provided thorough background about MCLE, its history, mission and 
purpose. 

 
§ Provided in-depth training about the OnlinePass and the products that make 

it up so that they are as familiar with the subscription product as is our in-
house customer service team. 

 
o Engaged in some technical restructuring to support OB24’s efforts and integrate 

them into our system. 
 
§ Set them up with an online administrative page to give them limited access 

to MCLE’s database so that they can enter sales. 
 
§ Periodically send them customer lists (via Excel format), which they load 

into their system for making calls and tracking efforts. 
 

§ Equipped each OB24 agent with a unique MCLE email address for following 
up with customers who request additional information by email. 

 
§ Foster a close relationship between MCLE’s customer service and the OB24 

agents so that they can communicate effectively, work together on strong 
leads, and seamlessly direct customers, as needed, from OB24 to MCLE.  
Similarly, if a customer requests a demonstration of the OnlinePass at a firm, 
OB24 will help schedule a meeting for an MCLE staff member to visit the 
firm.  

 
§ Maintain ongoing, weekly communication to keep each other updated about 

changes, trends, questions and concerns, etc. 
 
V. List Selection 

 
Success is dependent, at least in part, on the customer leads we provide to the telemarketing team. 
Our focus to date has been on recency of purchase and repeat buyers.   
 

· Best customers/Repeat buyers 
· Recency of purchase: At the beginning of every month, MCLE sends to OB24 lists of 

customers (solos and firms of 2-75 lawyers) who made purchases in previous month. 
· Other list ideas 

o List of MCLE volunteers (not effective) 
o Spring 2014 coordinated effort (print mailings by MCLE to select groups, followed 

by OB24 calls) 
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 As an incentive (introductory offer), OB24 agents have the authority to apply a customer’s recent 

purchase, or 15% off, to the cost of a subscription for the first year, whichever is more 
advantageous to the customer with the goal of getting lawyers to use the subscription. 
 

VI. Financial Viability 
 

· Need for high-priced product to justify cost 
 

o Note that spending money on the front end to acquire subscribers may well be 
worth it because of the promise of renewals on the back end (“lifetime value”). 

 

· $35/hour (no hidden costs) 
· Price of MCLE OnlinePassTM (before applying discount) 

o Solo: $795 ($595 for new lawyers) 
o Firm: $795 + $75/lawyer 
o Average discount has been approximately 15% (making the average price for a sole 

practitioner $675.75) 
· Keep track of return on investment (ROI), or the ratio of revenue to cost. 

 
VII. Results 

 
· Reporting 

 
o OB24 tracks every call they make and reports back to MCLE 
 

§ Weekly basis regarding calls made during previous week, regardless of 
customer list. 

§ List-by-list basis, when a customer list has been exhausted. 
§ Vendor reports can be tailored to clients’ needs 

· Notes for each customer on list 
· Agent who made call 
· Customer list number 
· Call result 

o Sale made 
o Connected with MCLE customer service 
o Future interest 
o Sent follow-up email, with additional information and web link 
o ReQ’d (to be called back, often per request) 
o No interest 
o Categories indicating customer not reached 

 
· Proof is in the eating of the pudding 

 
Generally, MCLE has been satisfied with the results to date (12/12/2013) 
 

o Direct sales of 213 subscriptions @ $139,514.70 (3/28 – 12/12/2013) 
 

(See attached summary exhibit A, OnBrand24 Telemarketing Update, which helps 
us to measure results on a list-by-list basis and compare to other marketing efforts) 
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§ Of the 994 new subscriptions to the OnlinePass that MCLE has sold since 
the release of the product in November 2012, OB24 sales account for 213, 
or 21.5%, of total sales and 21% of total revenue. 
 

§ Cost (1,776.5 hours x$35/hr): $62,177.50 
 

§ ROI of 2.24:1 
 

§ Net revenue: $77,337.20 
 

o Softening the Market? 
 
The value of the telemarketing force extends beyond these numbers:  While it 
remains anecdotal evidence, we are finding that customers whom OB24 agents 
called but with whom they did not close the sale have subsequently signed up 
online or via an inbound call to our customer service.  Reviewing the results of the 
first few customer lists once they were fully exhausted indicate a considerable 
number of OnlinePass sales (167) not directly attributed to OB24, but which 
occurred within 1 to 2 months after OB24 called them. 
 

First seven customer lists = 6,000 records 
 

Total Sales OB24 sales 
 300 - 133  = 167 

 
Because it can take several efforts to make a sale, this suggests that the 
telemarketing team may be “softening” at least some of these customers up to an 
eventual sale.  Given that the investment is substantial, we suspect that the 
telemarketing campaign prompts a customer to explore the product – leading to a 
sale. 

 
· General Trends (from lists analyzed) 

 
o 32% reached (68% not reached).  Of those reached: 
 

§ 5.6% subscribed  
§ 19% expressed no interest 
§ Remainder were connected to MCLE’s customer service, were emailed 

additional information/web link per request, or expressed future interest 
(many of whom have since subscribed). 

 
· Additional Use of OnBrand24 

 
o Renewal Campaign 

 
In our marketing plan going forward, at least for the near future, we will be using 
OB24 to assist us in following up with customers who did not renew their 
subscriptions. 

 
§ Get feedback & survey, track reasons for not renewing 
§ Encourage renewal 
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o Annual Sponsor Membership Campaign 
 
Every summer, MCLE conducts its Sponsor Membership drive through which 
lawyers sign up as sponsor members to support the work that MCLE does and, in 
exchange, benefit from discounts on MCLE products throughout the year.  This is 
an important revenue source for MCLE.  Each year, 900 to 1,000 solos and firms 
(representing between 8,000 - 9,000 lawyers) sign up for or renew sponsor 
membership. 
 
During the fall, after the summer drive is complete, MCLE follows up by phone 
with those lawyers and firms who had not yet renewed their sponsor membership.  
In the past we conducted this follow-up phone campaign in-house, with mixed 
results.  This fall, we decided to enlist OB24 to assist us in this effort. 
 
We otherwise might not have enlisted a telemarketing firm for this purpose, 
particularly because sponsor membership fees for many of those they would be 
calling (solo and small firms with 2-25 lawyers) only range between $95 - $500.  
However: 
 
§ We had developed a strong relationship with OB24 and the two agents 

assigned to our account and who would be making the calls. 
 
§ The OB24 team had become very familiar with MCLE and our products, 

and the effort to incorporate this campaign into what they were already 
doing for us was minimal. 

 
§ OB24 had proven itself effective in the OnlinePass effort and had 

demonstrated to us that they are very capable on the phone. 
 

§ Freed up MCLE marketing assistants’ time. 
 

§ Results: See attached summary at Exhibit B 
 
10/15 – 11/12/13: 52 renewals =  $10,290 at a cost of $2,100 (60 hours) 
Plus: 4 OnlinePass subscriptions:  $2,242 
 $12,532 
 

ROI:  6:1 
Net Revenue: $10,432 

 
 

VIII. Other Conclusions & Thoughts 
 

· Generally, our initial concerns with telemarketing have been unfounded.  
 

o Using an outside telemarketing team to make outbound calls to our best and most 
recent customers has been a successful experiment and continues to be worth the 
expense. 

 
o Staff at call centers, at least in our experience, are often better trained for phone 

communication and sales than internal support staff.  We have found that they can 
do as good of a job selling our products – in some cases, maybe even better – than 
we can do. 
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o Lawyers are used to business-to-business calls.  Of the approximately 15,000 

customers called (estimated 4,500 reached), only a handful (65) have requested to 
be placed on a Do Not Call list. 

 
o Current Concerns/Future challenges: 
 

§ Leveling off of sales: As OB24 is working through our customer lists and 
the OnlinePass has now been available for over a year, telemarketing sales 
appear to be leveling off.  MCLE will have to identify the point at which 
this approach is no longer effective. 
 
For our current fiscal year (9/1 – 12/12/13):  

· 199 total sales = $132,000 
· 43 telesales (21.5%) = $30,057.47 (23%) 
· Cost (446 hours) = $15,610 
· Net revenue: $14,447.47 
· ROI = 1.92:1 

 
§ Customer fatigue: Monitor whether customers are experiencing fatigue with 

the telemarketing effort as customers get called again on future lists. 
 
· Considerations regarding customer lists: 
 

o Solos and small firms  
o Recency of purchase 
o So far, whether a customer has purchased an online product from MCLE in the past 

does not seem to matter.  Those who have not purchased an online product in the 
past from MCLE are just as likely to purchase an OnlinePass subscription as those 
with prior purchases of online products. 

o Spring 2014 coordinated effort being planned: MCLE will be mailing a brochure to 
customers from the previous month, with follow-up calls by OB24 (in part as a test 
to see if “softening up” customer yields higher returns). 

 
· Collateral benefit: The telemarketing team at OB24 is facilitating communications between 

our customer service staff and customers. Customers often ask to be connected with 
MCLE’s customer service staff for other needs. As a result, in some respects, adding a 
“sales force” has enhanced our service to customers. 

 
 
IX.  Conclusion: Lessons for others 

 
· Any CLE organization can do it. If a product is expensive or important enough, it may be 

worth trying if you find the right telemarketing partner (less money than hiring an in-house 
sales staff and can reverse course and change decision at any time).  
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OnBrand24 Telemarketing Update 
(Through Thursday, December 12, 2013) 

· Campaign began: Thursday, March 28, 2013 
· Customer Lists Provided to OB24 
   Total % of  No % sales per Never  
List Name Description Count Date Sent Sales entire list Reached Interest those reached reached
  
1. Solos–Best Customers #1 2012 spending of < $1,000 3,014 3/20/13 52* 1.7% 990 785 5.25% 2,024 
            33%     67% 
 

2. Solos–Recent Purchases Purchases between 1/1/13 – 3/13/13    919 4/3/13 23* 2.5% 355 249    6.5%  564  
            39%     61% 
 

3. Solos–Best Customers #2 2012 spending of > $1,000, recalculated    152 4/12/13   7* 4.6% 61 29  11.5%  91  
            40%     60% 
 

4. Solos–OnlineLibrary Lapsed OnlineLibrary subscribers      93 4/12/13   4* 4.3% 41 23  10.0%  52  
            44%     56% 
 

5. Firms (2-10 lawyers) 2013 most recent purchases, 1/1 – 4/17    667 4/17/13 20* 3.0% 212 119     9.4%  455  
            32%     68% 
 

6. Firms (2-10 lawyers) 2012 firm spending (best customer)    640 5/13/13   9* 1.4% 192 134  4.7%  448  
           30%     70% 
 

7. Solos-Recent Purchases 2013 most recent purchases, 3/14 – 5/31  1,124 6/12/13 19* 1.7% 469 398 4.0%  655  
          42%     58% 
 

8. Firms (2-75 lawyers) 2-10 (4/18-5/31); 11-75 (1/1 – 5/31/13)    205 6/12/13    2* 1.0%  36 23 5.5%  169 
           18%     82% 

 

9. Solos–Recent Purchases Purchases made in June 2013    275 7/17/13   2* 0.7%  95  86 2.1%  180 
           34.5%       65.5%  
 

10. Solos–Best Customers #1 List #1 Redux/Revisted (not reached)   1,868 7/19/13   22* 1.2%  510 448  4.3%   1,358 
           27%       73%  
 

11. Solos – Recent Purchases List #2 Redux/Revisited (not reached)     496 7/30/13     5* 1.0%  162 124  3.1%   334 
           33%       67%  
 

12. Solos – Best Customers #2 List #3 Redux/Revisited (not reached)     78 7/30/13     1* 1.3%  18 13   5.5%   60 
           23%       77%  
 

13. Solos – OnlineLibrary List #4 Redux/Revisited (not reached)     32 7/30/13     1* 3.1%  8  6    12.5%   24 
           25%       75%  
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   Total % of  No % sales per Never  
List Name Description Count Date Sent Sales entire list Reached Interest those reached reached 
14. Firms (2-10 lawyers) List #5 Redux/Revisited (not reached)    419 7/30/13     5* 1.2%  98 84   5.1%   321 
           23%       77%  
 

15. Firms (2-10 lawyers) List #6 Redux/Revisited (not reached)    409 7/30/13    4* 1.0%  95 81   4.2%   314 
           23%       77%  
                    
 

 Subtotal 10,391  175 1.7% 3,342 1,930    5.6% 7,049  
       32%  19% 68%  
 
16. Solos – Recent Purchases List #7 Redux/Revisited (not reached)    606 7/30/13    10* 1.65% 
 
17. Firms (2-75 lawyers) Purchases made in June & July 2013    238 8/13/13    2* 0.8% 
 
18. Solos – Recent Purchases Purchases made in July 2013    335 8/15/13     4* 1.1% 
 
19. Solos – Recent Purchases Purchases made in August 2013  240 9/11/13    5  2.1% 
 
20. Solos- Recent Purchases Purchases made in September 2013  260 10/10/13     2* 0.8% 
 
21. Solo - Volunteers 2013 MCLE Solo volunteers in FY2013  180 10/29/13    1  0.5% 
 
22. Firm – Volunteers 2013 Volunteers in firms (FY 2013)  965 10/29/13    2  0.2% 
 
23. Firms – Recent Purchases Purchases made August-October 2013  374 11/5/13    6  1.6% 
 
24. Solos – Recent Purchases Purchases made in October 2013  569 11/13/13     
 

                    
 

 Subtotal 14,158  209 1.5% 
 
25. Solos – Recent Purchases Purchases made in November 2013  409 12/10/13 (to begin next week) 
 
26. Firms – Recent Purchases Purchases made in November 2013  158 12/10/13 (to begin next week) 
                    
 

 Subtotal 14,725    
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   Total   
List Name Description Count Date Sent Sales  
 
As part of the Sponsor Member Follow-up Campaign 
1. Solo–Sponsor Member List Sponsor Member Campaign 141 10/9/13    4 
2. Firms – Sponsor Member List Sponsor Member Campaign   61 10/9/13    0 
3. Non-Renewal Firms Sponsor Member Campaign   34  10/9/13    0 
 

          
 

 Total Subscriptions   213    
  
 Total Value (as of 12/12/13) $139,514.70** 
 
 ROI 2.24:1 
  $2.24 made for  
  every $1 spent 
 

ROI: 213 direct sales as a result of 1,776.50 hours of time spent (at $35/hour), resulting in subscriptions valued at $139,514.70. 
ROI = $139,514.70 in revenue as a result of $62,177.50 in hours spent ($139,514.70 / $62,177.50 = 2.24:1) 
Net Revenue: $139,514.70 - $62,177.50 = $77,337.20 
 

 
FY2014 Summary (9/1/13 – 12/12/13): 

· 43 sales (12 per month) = $30,057.47 total revenue 
· 446 hours x $35/hour = $15,610 
· ROI of 1.92:1  
· Net: $30,056.75 - $15,610 = $14,447.47 

 
FY2013 Summary (3/28/13 – 8/31/13) 

· 170 sales (34 per month) = $109,457.23 total revenue 
· 1,330.50 hours x $35/hour = $46,567.50 
· ROI of 2.35:1  
· Net: $109,457.23 - $46,567.50= $62,889.73 
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Notes 
 
 

* Lists 1-15 have been completed by OB24. (NOTE: Lists 16, 17, 18, 20 also completed. Final reports returned on 11/25, but not yet analyzed) 
** Total annualized value amount as reflected on MCLE OnlinePass OnBrand24 Sales Report (crystal report) 
 

· Offers based on customer list 
o If best customer or volunteer, offer 15% (or 20%) off of first-year’s subscription 
o If recent purchaser, offer to apply purchase price to subscription price (or 15% to 20%, whichever is better for customer) 
o For firm lists, provided OB24 with instructions re: firm contact strategy, use of per-lawyer cost data 
o Going forward, for firms, provide multiple contacts using “repeat customers” (over a 3-year period) 

 
· Additional customer lists 

 

Solos–Recent purchasers New list at end of every month (next one to cover 12/1 – 12/31/13) 
Firms (2-75 lawyers) New list at end of every month (most recent purchaser and repeat buyers over a 3-year period) 
Lists 17 – 20 Revisited Revisit lists for customers never reached 
Large firms (75+) Training directors/librarians (contacts updated over summer) 
MCLE Volunteers Consider faculty, authors, CACs, Board members in solo or small firm (2-10 lawyers) practices (discontinue) 
Post-mailing Calls Spring 2014: Send out mailing to select group, w/ follow-up OB24 calls post mailing 
Non-Renewals (monthly) On a monthly basis, provide OB24 with a list of customers who decided not to renew during the previous month 

when initial subscription period ended (begin in December 2013) 
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FY2014 Sponsor Membership Follow-up Campaign 

 
 
Overall Summary 
 
OB24 (see round-by-round summary below) 
 

        Invoices re-sent 
   Renewed Paid   upon request 
 

Solo Renewals  33  $3,135   9 = $855 
Firm Renewals 19  $7,155   8 = $2,950 
       
 

Sub-total  52  $10,290  17 = $3,805* 
 
OnlinePass sales 4  $2,242.17 
 

Total Revenue   $12,532.17 
 
Cost: 60 hours x $35/hr  $2,100 
 
ROI (total revenue over cost)  6:1  
 
Net Revenue (to date)  $10,432.17 (not including invoices re-sent) 
 
 
 
* Note: Customer Service has contacted those re-invoiced since they had indicated to OB24 that they intended to renew (but have 
not yet done so). 
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Round-by-Round Summary 
 
During Round 1 of follow-up phone calls, OnBrand24 made calls to the following: 
 

· All Solo Renewals (FY2013 sponsor members who had not yet renewed) – completed by 10/18 
· All Firm Renewals (FY2013 sponsor member firms of any size that had not yet renewed) – completed on Monday, 10/21 
· Firm Solicits (Firms of 25+ lawyers who were not sponsor members last year) – completed on Wednesday, 10/23 

 
Results from Round 1 of follow-up calls by OnBrand24 (calls made between 10/14 – 10/23/2013) 
 
 Renewed    Invoice re-sent by % invoices Total positive % positive 
List Count to date % renewed Amount MCLE–Outstanding still outstanding     response response 
Solo Renewals 200 23 11.5% $2,185 9 4.5% 32  16% 
     (value of $855) 
 
Firm Renewals 152 11 7.2% $5,805 3 2% 14  9.2% 
(all firms)     (value of $1,400) 
 
Firm Solicits 35  0  0  $0  0  0  0  0  
(25+ lawyers) 
 
Sub-totals 387 34 8.8% $7,990  12 3.1% 46 12% 
      (value of $2,255) 
 
Plus: Two OnlinePass subscriptions sold  $1,026 
  

Total Revenue $9,016 
 
Cost of OB24 (through 10/23/13): 34.75 hrs x $35/hr = $1,216.25 
 
ROI (total revenue over cost)     7.4:1 
 
Net Revenue (Round 1) $7,799.75 (not including invoices re-sent) 
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Results from Round 2 of follow-up calls by OnBrand24 (calls made between 10/24 – 10/30/2013) 
 
 Renewed    Invoice re-sent by % invoices Total positive % positive 
List Count to date % renewed Amount MCLE–Outstanding still outstanding     response response 
Solo Renewals 147 10 6.8% $950 0 0% 10  7% 
     (value of $0) 
 
Firm Renewals 53  4  7.5% $650  4  7.5%  8  15%  
(2-25 lawyers) (value of $1,050) 
                 
Sub-totals 200 14 7% $1,600  4 2% 18 9% 
      (value of $1,050) 
 
Plus: Two OnlinePass subscriptions sold  $1,216.17 
  

Total Revenue $2,816.17 
 
Cost of OB24 (through 10/30/13): 17.75 hrs x $35/hr = $621.25 
 
ROI (total revenue over cost)     4.5:1 
 
Net Revenue (Round 2) (to date) $2,194.92 (not including invoices re-sent) 
 
 
Results from Round 3 of follow-up calls by OnBrand24 (calls made between 11/5 – 11/12/2013) 
 
 Renewed    Invoice re-sent by % invoices Total positive % positive 
List Count to date % renewed Amount MCLE–Outstanding still outstanding     response response 
Firm Renewals 46  4  8.7% $700  1  2.2%  5  10.9%  
(2-25 lawyers) (value of $500) 
 
Cost of OB24 (through 11/12/13): 7.50 hrs x $35/hr = $262.50 
 
ROI (total revenue over cost)     2.6:1 
 
Net Revenue (Round 3) $437.50 (not including invoices re-sent) 
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