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Vocal and Valuable-
DIRECT from the Consumer



Methodology
Yankelovich MONITOR

In-depth interview conducted in respondents’ homes among a
nationally representative sample of 2,500 Americans age 16
and older.

Yankelovich MONITOROmniElus
15-minute telephone recontact interview series done five times
a year amongd Yankelovich MONITOR study respondents.

Random sample of:999 MONITOR respondents were re-
contacted and interviewed in a 15-minute telephone survey.

The interviewing took place from June 3-11, 2002. Margin of
error; at the 95” confidence level'is +/-3.5%.

(Y DIRECT B



Flow of Analysis
Today's Consumer

DM Non-Responders DM PUrchasers
Y N\
4 \
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The Key Findings

» Most are most

» Consumers have
clearichiannel preferences

> Important for DMers
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What's On YourMinas

85% Tioo much unsolicited mail

88% Sale of telemarkefting lists

81% Sale of email lists

y Dissafisfaciion; among, every: demographic
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Thing Do Not
Want to Iake Into
the New Millennium

13% 13%

lelemarketers — Jerry Springer
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Responded to DM
offer in last 6 months

Of Total Population
( o
responders)

purchased through DM in
last six months
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WhatAre They Buying:

Books, videos, DVDs, CDs
Clothing

A subscription

Consumer electronics

Financial offer,
e.d., dicredit.card

Health care product or service 17
lelecomproduct or: service 17
Automotive product or service 17
Consumeripackaged good 15
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How To Tell Them Apari?

DM Non-Responiers DM Purchasers

Same feelings toward/sale of telephone, e-mail/lists without permission

perceiverthemselves asirarelyshopping through DM
(althoughipurchasers do)

Demographically — no difference on age, gender, household comp,
home ownership, occupational status, parental status, dual income
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How To Tell Them Apari?

45% Purchasers more
likely to ask for

names to be removed
Morelikely'to be college

grads
Slightly higher on income

There must be more. ..
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DM Non: 1]
Responiers pirchasers

Having a personall computen has
changed my. life for the better
(among those with PC)

Going online has made my: life
more efficient (among Internet
users)

Always looking for new ways of
getting information
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v/

v/ Creative 41
v
v/ Optimistic 31
v/

v/ Talented 25
v

v/ Bargain hunter 46
v
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Lifestyle

%
Interested In I_llr!grcnasers

38"

the pace of
my. life

. .'l. ¥
i
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Attitudes and Action

Simiaraimmness
DM Non- DM
Responders Purchasers
Receive too much unsolicited mail 84% 857
Sales of telephone’lists 87 92
Sales of email lists 87 88
Waste ofitimetorcomplain 51 @
Worth researching a product 55 m
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Attitudes and Action

DM Non- DM
Actionstakenduringpastyear: Responders: | Purchasers
Asked to have name removed 317 457
Phone numberremoved 2 %1%

Written or: called/a business
to complain 32 44
Refuseditorbuy 20 31
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Lifestyle

43"
35¢%

DMiNon: 1]
nesponiers RITChasers

Willing 1o) provide personalized
information 1o marketers in exchange
forral customized shopping experience

(Y DIRECT B




stimmary
OM Purchasers are in a position of

More technologically adept
Eeelfintfierneirmadelife beiier

More empowered/savvy Consumers
Resedrehibefiore fley by

Offensive strategy
Unique aififiudes; - willing 1o act
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Preferred Contact Method Preferred Contact Method
( No Marketer-Consumer Relationship) ( Prior Marketer-Consumer Relationship)
No answer No answer
In-person visit 6% g In-person visit 9% 2"

Telephone 7% Telephone

E-mail g%

16% E-mail 10% 1 0%

Regular mail _
Regular mail
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To From
Catalogs 39% 31%
Direct Mail 21 10
Email 11 6
Online’Ads/Banners 10 5
Home Shopping Network 9 5
lelemarketing Galls 5 2
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Research ThenBuy

Main Channel Used to Complete
a Purchase

Direct mail 6%

Telephone 13*
23%

a4%"%
Wehisite
9%
CGatalog' a1
20%
Main Channel Used to Research g%

a Purchase
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summary

Preference &
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The Internet is Key



-

10% DM Purchasers

|
" 48/0 Non-Responders
Currently use Internet
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WhatAre They Doing Online?

sy Non-Responder DM Purchaser
— E-mail 78% 92%
sShopping 42 o6
Purchasing 35 o0
Airlime Tickets 26 37
Travel Info 44 63
Research 51 70
Driving Directions 48 64
Einances 22 36
Stock Quotes 19 29
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Online is Key

PlUrenzisac
tpiroLe)n DY) s
IaSTIGHNONINS

48"

42

poNotUse: Currentiyse

[nternet Internet 28%
RESPONUEUNG DoNotUse CurrentlyUse
DM offer in last Internet Internet
BTGNS
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Do Not Use Clirrently Use
Internet Internet
Research Research

Website 675 57 75
Catalog 96 23 Q
800-Number 21 11 Q
Direct Mail 13 4 Q
Another DM 4 3
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summary

‘In 2010, half of the retail stores in
America will be closed because

J

[Lester Thurow

(Wereinor: thiere yer:...)

‘ y DIRECT _ Do Not Reprodu




» Dissatisfaction =

» Improve ALL channels

) connections = lift
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Thank You
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