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“Catalogues have immediate cut through and speak directly to the
reader... people still like something tactile and interactive”.

~ Ken Bishop, CEO of the Australian Catalogue Association
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THE STORY IN FOUR POINTS

1. To our readers, print is their natural environment so it’s no surprise
that 80% of them read catalogues that come with the paper.

2. Half of our readers agree that catalogues are a welcome extension to
the paper.

3. Catalogues offer advertisers a one-to-one conversation to inform and
entice customers.

4. |In-paper catalogues get noticed and read.

PU LSE Source: Pulse Consumer Panel, Catalogues Survey - March 2015 (n=1475)



NEWSPAPERS SUPERCHARGE CATALOGUE IMPACT

CATALOGUES ARE AN EXTENSION OF THE NEWSPAPER READING

EXPERIENCE

75%
See catalogues as a good addition to traditional advertising.

48%
Think catalogues are part of the newspaper reading
experience.

40%
Agree that sometimes there are too many catalogues in their
letterbox.

31%
Think catalogues enhance the newspaper reading
experience.

(.

Advertisers can piggy-back off the trust of our newspaper brands .

PU LSE Source: Pulse Consumer Panel, Catalogues Survey - March 2015 (n=1392)
Q - And finally, how much do you agree or disagree with the following statements about catalogues?



THEY OFFER ADVERTISERS A DIRECT CONVERSATION

THE POWER TO TEMP AND LURE ENHANCES THE SHOPPING
INFORMATIVE AND EASY TO READ NEW CUSTOMERS EXPERIENCE
76 % 81% | 58%
Catalogues are part of the mix they Catalogues are an easy way to find They’re a handy tool for negotiating
use for researching products they’re out about new products. with competitors. |
thinking of buying. 46% e
87% Agree that they inspire them to buy Without catalogues they feel they miss
Think catalogues are generally easy to products they may not previously deals.
read. have considered.
57%
Use them to validate/affirm intended
purchased.

And this is the first step toward action (purchase).

PU LSE Source: Pulse Consumer Panel, Catalogues Survey - March 2015 (n=1392)
Q - And finally, how much do you agree or disagree with the following statements about catalogues?
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THEY ARE ABOUT FUNCTION, INFORMATION AND IDEAS
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WOMEN ARE MORE LIKELY TO BE SHARING AND CUTTING OFFERS AND FAMILIES REFERENCE THEM FOR GIFT-GIVING
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Advertisers who offer a mix of discounts, ideas and details will engage customers.

Source: Pulse Consumer Panel, Catalogues Survey - March 2015 (n=1392)
Q - Please tell us some of the reasons why you read catalogues. Please select all that apply from the list below.

Icons depict female skew (pink woman) and family skew (green family)
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AND WE KNOW THEY DRIVE ACTION
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Catalogues offer advertisers an opportunity to engage with value seekers.

Source: Pulse Consumer Panel, Catalogues Survey - March 2015 (n=1392)
Q - How often would you say you take up any of the following offers you see in a catalogue?
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OUR READERS HAVE THEIR FAVOURITES

MALE/FEMALE SKEW
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70% -
60% 4 S7% 57%
50% -
40% -

30% -

18%

20% - 15%

13% 13%

10% -

0% -

ABOUT: ROUTINE AND VALUE SHOPPERS ABOUT: PLANNED AND BIGGER TICKET ITEMS

PU LSE Source: Pulse Consumer Panel, Catalogues Survey - March 2015 (n=1392)
Q- Are there any catalogues from certain retailers that you always look out for?
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APPENDIX



ABOUT OUR PANEL

Pulse is our online panel set up to unlock the collective attitudes of
our readers. >

We communicate with our panellists every week to understand
what our readers think, feel, do and how they act.

Since our launch two years ago, we’ve worked with our advertising
partners across categories to help them make more informed
business decisions and to understand the impact of their
communications.

We offer clients:
* Communications evaluation — pre/post and ad recall
studies
* Category deep-dives
* Audience understanding
*  Sampling — with follow-up surveys to gauge product
impression




ABOUT THE SAMPLE
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WEIGHT ADJUSTMENTS

Q&C_STATE (Study: Profiling Study)

Q&4 _GEMDER (Study: Profiling Study)

Target
Target

Total 100%

| 100%:
oo

50%
Mew South Wales

50%

Maorthern Terntory 1% 1%

Queensland

South Australia

Tasmania

Victoria

Western Australia
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WLSE Source: emma™ conducted by Ipsos MediaCT, 12 months ending May "15. Nielsen Online Ratings, May '15.



