Survey Results & Analysis for
Catalog Creative Topics
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Survey Detalils

This is an analysis of the results to the survey titled Catalog Creative Topics. The
analysis includes answers from all catalog companies who took the survey in the 13-
day period from Thursday, May 29, 2008 to Monday, June 10, 2008.
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1) First of all, we'd like to confirm that your company mails catalogs as part of its
marketing efforts.

_____________________________________________________________________________________________________________________________________________________________________________________________________________

_____________________________________________________________________________________________________________________________________________________________________________________________________________

‘es, we mail catalogs Mo, we don't mail catalogs
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2) Are you involved with making decisions regarding management issues?

_____________________________________________________________________________________________________________________________________________________________________________________________________________

_____________________________________________________________________________________________________________________________________________________________________________________________________________
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3) Are your company’s marketing efforts primarily business-to-business or
consumer?

e e
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4) Compared to a year ago, did your overall spending on marketing creative
(design, layout, copy, photography, etc.) increase, decrease or stay about the
same?

Stay abaout the same Decrease Increase

All Responses

OVATION
MARKETING |




5) By approximately what percentage would you say your creative spending
increased? (Answered by those who said “increased” in question 4.)

A 1 1.3 OO — S S —

___________________________________________________

__________________________________________________

..................................................

__________________________________________________

__________________________________________________

__________________________________________________

T T
Less than 5% 6%-15% 16%-25% 26%-50% More than 50%
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6) By approximately what percentage would you say your creative spending
decreased? (Answered by those who said “decreased” in question 4.)

............................................................................................... |
=l
Less than 5% 6%-15% 16°fo—|25% 26%-50% More th:an S0%
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7) Thinking about your overall creative budget, what percentage is dedicated to
each of the following:

Creative Budget

M Print (catalogs, direct
mail, print ads, etc.)

M Electronic (Web-
related, e-marketing,
etc.)

O Other (broadcast,
direct sales, etc.)
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8) Approximately how much of your creative is multi-purposed for use in two or
more channels?

T T
Less than 5% 6%-25% 26%-50% 51%-75% Al of it
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9) Over the past few years, how has the amount of your copy in your creative
marketing efforts changed?—~Print (catalogs, direct mail, print ads, etc.)

T
Stayed about the same
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10) Over the past few years, how has the amount of your copy in your creative
marketing efforts changed?— Electronic (Web-related, e-marketing, etc.)

e =11

______________________________________________________________________________________________________________________________________________________________________________

______________________________________________________________________________________________________________________________________________________________________________

______________________________________________________________________________________________________________________________________________________________________________

....................................................................................................................................

T
Stayed about the same
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11) If you use photography in your catalogs and/or on your Web site, what kind of
photography do you use? (Please check all that apply.)

“endor-supplied product photography

________________________________

In-studio sweepsisimple backgrounds

In-studio settingsfenvironments 4

Stock photography

Sihouettesknockoutsioutines

In-ztudio with models

On-location with models

“endor-supplied model photography

‘W don't uze photography
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12) Which answer best describes how you manage the production of your
creative marketing materials?

Wi have one crestive department for all of our creative work across all channels

‘We have separate crestive departments for different channels

Wie uge outside resources for our creative work

____________________________________________________________________________________________________________________________________________________

Cther
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13) When was the last time you executed a comprehensive redesign of your

catalog?
_______________________________________ A
---------------------------- R B
---------------------- BB B | 7T ooooooeoooooooooosooooooofooooooooooioooioooiooos
B L RRCEEEEEEEEEEEE
U S
Ll
.
S S
.
----------------------------------
—
T T
This year Last vear 2-5 vears ago Mare than 5 vears ago Mever
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14) Which of these factors have prompted you or would prompt you to perform a
comprehensive redesign of your catalog? (Please select all that apply.)

For & routing face-lift

Declining response rates

‘When making significant changes in the merchandize mix

Totarget a different demographic than in the past

All of the above

‘When the competition makes changes

Cther
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15) Please indicate which product category best describes what your catalog
sells. (Please select all that apply.)

4

r

Cther

Gifts and collectinles

‘Women's apparelfaccessories

Ad zpeciatiesforemiums

Books, audio and video

Men's apparelfaccessories

Food and beverages

Home decar

Office suppliesbusiness formsfaccessaries
Healthivellnessiitness

Arts and crafts

Sporting goodsioutdoor activities

Children's non-apparel (toys, educational, etc.)
Gardening and horicutture

Children's apparelfaccessories

Computer softwarehardware
Kitchenicooking tems

Industrial machinery and equipment

Incustrial safety

Automative-related
Office equipmentfurniture
Home electronics

Hunting

Fizshing
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16) Please select which job description best describes your role with your
company.

_ 251 %
President/CEC T
e 6% |
Marketing Director or Manager T
. 10.9 % 1 H
P of Marketing B B
____________________
59 % | |
Cther T ' '
o TA% H H
Creative Director or Manager T | |
. 36 % 1 H
WP of Operations T H H
-------- R e e R e e R e e e e EETEE Rl EEEEEE R
26 % 1
Brand Manager N
26 %
Chief Operating Officer n
21 %

Merchandizing Director or Manager

P of Merchandizing

Information Technology

Circulation Planning

Operations Director or Manager

Public Relstions

WP of Crestive Services

Product Development

Marketing Analyst
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17) Please indicate your annual combined catalog- and Web-based sales.

Leszs than $1 milion

F1 million to $5 million

$5 million to $20 million

$20 million to $S0 million

$50 million to $100 milion

F100 million to $200 million

F200 million to $:300 million

500 million to 1 kilion

$1 hillion to §:3 kilion

Greater than $5 hillion
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26.0%
-----------------------------------------------------
21.4 %
21.4 %
146 %
5.0 %
35 %
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16 %
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0.0 %
16 %
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