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Cahners Advertising Research Reports -- Subject Index

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that best
describes its content and subject matter. Many reports are listed under several different categories and, where
possible, reports that deal with similar subjects are listed as a group. The number of the CARR report follows

each listing.
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Computers Meetings and Seminars Specialized Business Magazines
Consumers Multiple Ads in Same Issue Telephone
Construction Industry OEM Industry Time Spent
Coupons Pass-Along Readership Typeface & Type Style
Personal Sales Calls

Ad Color
o affectimpression of asupplier................... 131.0
bleed . ....... ... . 111.11
COSt. . ottt 540.3B
increasesales. . .......... . .
numberofads........... ... ... . . 112.2D
readership. . ....... ... 105.1B
110.3B
Ad Cost
e averagecost,bycolor........................ 540.3B
average cost,bysize............ ... . .. . ... 540.1B
perrecipient . . ... ... 541.2A
per recipient, by sizeofad . .................... 541.1B
specialized and general business magazines . . . ... 540.2D

Ad Readership

o adsSize . ... . 110.1C
businessreplycards.............. ... .. ... 114.2
characteristics of top scoringads . . . .............. :
COlOr . .. 105.1B
110.3B
COUPONS & o ettt e e et e et e e e 114.1B
COVEeradsS . ...ttt 116.1C
reader affinity . . ............ ...
120.12
SIS . . o 117.1D
multiple insertions. . . . ......... ... .. ... . .. ... 120.3A
position with reader inquiries. . . . ................ 150.1
seasonal fluctuation. . ........... .. ... ... ... 413.2A

Ad Size

e costofreaderinquiries........................ 250.2A
half-page spreads . . . ............ ... ... ... ..., 110.2A
INQUITIES .« . e 250.1A
affect impression of asupplier................. 131.0
readership. . ........ ... ... . . . 105.1B
110.1C

Advertised Products

e awareness priortoseeingads................. 210.6B
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estimating direct sales generated. . .. ........... 2000.8
VS. non-advertisedproducts . . . . ... .. 103.1B
Advertising

e brandawareness. . ........... ... ... 2000.6
brand perceptions & productusage . . ............ 130.2
brandusage . ......... ... . ... 130.5
characteristics of top scoringads. . . .............. 118.5
contribution of return on investment . . ............ 2000.1
effective marketing strategies . . .. .............. 560.2A
headline features . . ......... ... ... ... ... ... 1310.7
how much do companiesspend. . .. ............ 2000.10
increase profits. . .. ... ... . 130.4
increase number of sales calls granted by buyers. . . .. 502.1
initiate new sales relationships . . . ............... 502.0
increase salesleads. . .............. ... .. ... ... 130.3
majorgoals. . ... 101.1
multiple magazines in same market. . . ........... 441.1A
percent of product line promoted. . . .............. 503.1
percent spent on business to business . . . ........ 510.1C
position, affect on readership. . ................. 116.2B
preferred companies. . . ......... ... 104.1
profitability . . .. ... ... 2000.9
purchase of advertised products vs.
non-advertised . . ......... ... . 103.1B
roleinrecession . ..........c.ovvviinn. 2000.7
reduce sellingexpenses. . .................... 534.0
selectingmedia................ ... . ... 501.1
20waystoimprove . . ... ... 2000.2
twoormoreadsperissue . ................... 120.2A
120.3A

Advertising Copy

e headlinefeatures............. ... ... .. ....... 1310.7
labelvs. keygraphs. .. .......... ... ... ... ... 1320.1
labeled barsvs.grids . ....................... 1320.2
lowercase vs.uppercase . ... 1310.4
reVerse type. . . ... 1310.3
20waystoimprove . . ... ... 2000.2
typeface-body copy . ........ ... ... 1310.6
typesettingstyles . . ............ .. ... .. ... 1310.2
usageintopscoringads...................... 118.5
useofprice...... ... . 115.2
use of toll-freenumbers . .. ........ .. ... .. 260.1
260.2

Advertising Effectiveness
e case histories:

0 Advance Lifts,Inc...................... 3000.5
Advertising changes buyers’ perceptions. . . . . .. 3000.0
CalavoGrowers . . ..., 3000.4
FederalMogul . ....................... 3000.1
3000.2
Gamewell Corp. . . ... i 3000.3
Surcom Associates, Inc. . . .............. 3000.6

http://www.cahnerscarr.com/idx96.htm (3 of 13) [2/6/2002 3:13:09 PM]



http://www.cahnerscarr.com/1031b.htm

Cahners Advertising Research Reports Index

profitability . . .. .......... ... .. .. 2000.6
2000.9
reader affinity . . ........ ... . 120.1
120.12

Advertising Frequency

e increaseprofits............. ... ... .. ... 130.4
increasesalesleads . ................ ... ... ... 130.3
increase brand perceptions & product usage . . ... .. 130.2
increase brandusage . . ........ ... .. . ... 130.5
increase positive impression of a supplier. . ....... 131.0

Advertising Readership
(also see Readership)

e characteristics of topscoringads . ............... 118.5
compared to feature editorial . . ................. 412.4
from front to back or backtofront .. ............ 430.2A
reader affinity . . ........... ... 120.1
120.12
position within magazine . .. .................. 116.2B
relationship between inquiry production . ... ....... 150.1
seasonal fluctuation . . ............. ... .. ..... 413.2A

Black & White
e VS.COION .+ v v e 105.1B
110.3B, 112.2C
Bleed
e readership. . .......... 111.11
Brand Awareness

e case histories:

0O Advance Lifts,Inc...................... 3000.5
CalavoGrowers . . ..., 3000.4
FederalMogul. . ....................... 3000.1
3000.2
GamewellCorp. . ........ . i 3000.3
ModernBride. . .. .......... ... ... . ..., 3000.7

conversion to brand preference . .. ............... 104.2
importance of reputation . . .................... 120.13
increased by advertising exposure . . ............. 130.2
130.5
profitability . . .. .......... ... ... 2000.6
2000.9

Budgets

e business-to-business............ ... .. ... 510.1C
estimating direct sales generated. . . . ........... 2000.8
how much do companiesspend. . . ............. 2000.10

Building Industry
e personalsalescall. . . ........... ..., 542.2D
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Business Expansion
o length and severity of business contraction periods . . 700.03

length of expansion periods . . ................ 700.01A
percentofgrowth .. ........................ 700.02A
Business Reply Cards
e readership............ . 114.2
Buying Influences
e changes in location of buying power ... ........... 501.2
formal programs for qualifying inquiries/sales. . . . . .. 210.71
number involved in purchasing decision. . . ......... 551.9
printed information needed. . . . ................ 550.1A
supplier/product attributes . . . . ............. ... .. 270.1
size, color & frequency of advertisements . .......... 131.0

Capital Equipment Industry
e personalsalescall.......................... 542.2D

Card Packs
(see Postcard Packs)

Case Histories

e Advancellifts,Inc................ ... ... ...... 3000.5
Advertising changes buyers’ perceptions . .. ... ... 3000.0
Calavo Growers . . ... ..o oo 3000.4
FederalMogul . ............ ... ... ........ 3000.1
3000.2
Gamewell Corp. . ... o 3000.3
Harnischfeger Corporation. .................. 3000.8
ModernBride. . .. ......... .. .. . 3000.7
Surcom Associates, Inc. ... ... L 3000.6

Catalogs

e availability when needed by readers . ............ 140.2B
Computers

e specialized business magazine readers . ......... 500.3A
Consumers

e Characteristics . . .......... ... ... 701.3B

Construction Industry
¢ design and construction of commercial,

industrial and institutional buildings . . ............ 770.9
spending of constructiondollars . . .............. 770.0
Coupons
e readership............ ... . i 114.1B
Cover Position
e coverspreads . . ... 116.1B
gatefoldcovers......... .. ... .. ... . . . ... 116.1B
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readership . ....... . 116.1B
Customer Satisfaction
e supplier/product attributes . . . . ........... .. ..., 270.1
Demographics
o readers of specialized business magazines . . . . .. 500.1A
UnitedStates . . .. ......... . .. 701.B
701.2B, 701.3B
Direct Mall
o effective marketing strategies . . ............... 560.2A
number of cardsreturned . . . ................. 250.7A
most effective mechanisms .. ................. 560.1A
postcard pack readership . . ............. ... ..., 250.6
sell products/services . . . .......... ... ... 560.0
Directories
o frequencyofreference....................... 450.2
lengthoftimesaved . ....................... 450.1A
numberofusers........... ... ... .. .. . ... ... 450.3
typesofadspreferred . ....................... 450.5
usesbyreaders............ .. 450.4
Economics
e business expansiongrowth ... ............... 700.02A
0 length and severity of business
contractionperiods . . .. ................ 700.03
length of business expansions . . . ............ 700.01A
Editorial Readership
e comparedtoadvertising...................... 412.4
seasonal fluctuation . ....................... 413.1A
Expenditures
e cCapital. . ... ... 710.4B
materials. . . . ... .. 710.5B
Foodservice Industry
e personalsalescall.......................... 542.2D
salesstaff. . ........... ... . ... ... . L 550.7
sizeofindustry. . ......... .. .. ... ... . ... 760.1D
eatingouthabits. . . ........... .. ... ... 760.3A
Four-Color
e percentofads........... ... ..., 112.2D
readership. . . ... .. 105.1B
110.3B,111.11
increasesales. ............ ... ... 112.3
General Business Magazines
e Vs. specialized business magazines. . ........... 410.1D
-audiencereached . ........... ... ... .. ... ... 540.3B
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-bycolor. ... ... . 540.2D
-cost of advertising-by size ... .................. 442.1B
-readership. . .. ... 442.2B
-receivership . ... . 442 .3A
Geographic Distribution Market
e manufacturingplants......................... 711.1A
OEMplants . ... .. 711.2A
713.0
processindustryplants. . ...................... 711.3A
Graphics
e headlinefeatures............................ 1310.7
lowercasevs.allcaps. . ............. ... 1310.4
presentation of statistical information. . ........... 1320.1
1320.2, 1320.3
reverse type, readingspeed. . .. ................ 1310.3
typefaces- body copy. . ........ ... ... ... 1310.6
typefaces- headlines. . ........................ 1310.5
typesettingstyle. . ........ .. ... .. ... . L. 1310.2
usage of top scoringads. . .. ........ouiiiii... 118.5
Headlines
o features. . ... ... 1310.7
Households
e Characteristics . . ......... ... ... 701.3B
projected growth . . . ... ... ... ... ... .., 701.32
lllustrations

(see Photographs)

Income
o percapita. ........ 701.3B
recipients of specialized business magazines . . . ... 500.1A
Inserts
e readership........... . 117.1D
Internet
¢ number of established internetsites . .............. 810.0
job functions responsible for establishing internet sites. 811.0
type of information contained on internet sites. . . . ... 812.0
target audience, linking home pages through
magazine’swebsite . .......... ... .. ... 813.0
purchasing products seenontheWeb. ............ 8101.2
manufacturing professionals and the Internet . . .. .... 820.0a
future use of Internet by manufacturing professionals . . 821.1a
amount of time spentontheWeb. . ............... 822.0a
time spent on the Web by manufacturing professionals . 823.0a
how manufacturing professionals usethe Web . .. .. .. 824.0a

ordering information from companies seen on the Web .861.0
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Manufacturing Plants & Industry

e businessvolumebysize...................... 710.2B
capital expenditures. . . .. ... ... .. 710.4B
expenditures on materials. . . . .................. 710.5B
geographical distribution . . .. ....... ... .. ... ... 711.1A

0O OEM . ... . 711.2A
processindustry. . ..................... 711.3A
number of plants, OEM & process industries. . . . . . .. 713.0
personalsalescall ................ ... ... ..., 542.2D
value of shipments, by size of plant. . . . ........... 720.1C
0O OEM ... ... . . 720.2C
valueofoutput. . ....... ... .. ... .. 710.2B

Market Coverage
(see Advertising Reach)

Market Share
(see Brand Awareness)

Meetings and Seminars
e readerswhoattend. . ........................ 533.1B

Multiple Ads in Same Issue

e percent of advertisements. . .................... 120.2
readership. . ... . i 120.3A
OEM Industry
e bySICnumbers........... ... ... ... . ... 713.0
characteristics of salesforce. . . ............... 550.8A
factorsinspecifying. . .......... .. ... 551.6
geographical distribution. . . ................... 711.1A
value of shipments by SIC numbers .. ........... 720.2C
Pass-Along Readership
e afterinitialreceipt. ... .......... ... ... ... ... 412.2A
numberofreaders. . .............. ... ... 412.0

Personal Sales Calls

e average CosSt. ...... ... 542.11
average costtocloseasale................... 542.3
average costbyregion.............. ... ..... 542.9B
cost of selected industries . . .................. 542.2D

calls made to wholesalers/distributors and to

ultimate users. . ... .. 542.7A

cost by product/servicesold . ................ 542.21B

dollar amount at which customer transferred

todirectsales. ......... ... ... ... 544.3

effective marketing strategies . . .. ............. 560.2A

inside sales vs. direct sales, average sale . . ....... 544.1
0 percentofsales........................ 544.0
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saleseffort. .. ....... ... . .. . .. .. 5447
leads from magazine card inquiries . . .. ....... 210.7A
newclients. .......... .. . . ... ., 542.4B
number of callstocloseasale................ 542.5D

number of people called on by industry & region . . . 542.6
percent of calls by industry to wholesalers/distributors

vs. ultimate users of products/services. . ....... 542.7A
percent of customers who receive sales calls. . . .. 542.8A
selectedindustries . . ........... . ... .. ... ... 542.2D
sourcesofsalesleads . ...................... 560.3
Photographs
e uUsageintopscoringads............... .. ... ... 118.5

PIMS Research

e (alsosee CaseHistories) . .................... 2000.6
2000.7, 2000.9, 2000.10, 3000.1-3000.8

Population
e byregion...... ... .. .. 701.B
projectedgrowth. . ........... ... ... .. ... .. 701.2B
Postcard Packs
e method for obtaining product information. ... ... ... 550.2
number of cards returned perreader. . .......... 250.7A
readership. . ......... ... ... .. .. 250.6
Price
e mentioninads. ........... ... .., 115.2

Process Industries Plants

e geographic distribution. . ...................... 711.3A
number of plants & percentoftotal . ............... 713.0

Product Information

e before makingdecision. . .................... 550.1A
estimate direct sales generated. . . ............. 2000.8
method of obtaining product information

0 most useful information. . ............... 550.0
used/preferred . .. ..................... 209.0
immediate need requests . . ............. 210.92
via servicereadercard. ................ 240.2C

postcard packuse. . ............. ... ... 250.7A
usage, afterreceipt. . .. ....... ... . L, 210.0A

Product Information Cards
(see Postcard Packs)

Profitability
(see Advertising Effectiveness, Brand Awareness)
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Purchasing
e consult literaturefiles......................

number of buying influences. . . ..............
OEM, majorfactors. . . .....................

reader service inquirers. . . .................

Reach, Advertising

e advertising in more than one magazine in a market. . 441.1A

awareness priortoseeingads . ................. 210.6B
marketing communications channel. . . ............ 3000.8
multiple specialized business magazines . ........ 441.1A
442.1B, 442.2B, 442.3A
NEW PIrOSPECES . . . . oottt e e 501.3
news weeklies, general business, specialized
business . ....... ... ... 410.1D
two or more ads in same magazine issue. . . ....... 120.2
120.3A
Reader Card Users
e contacted by sales representatives . . ............ 210.5B
how often do they see sales representatives. . ... ... 210.3
purchasing power. . ... 210.91
Reader Inquiries
e aware of products priorto seeingads. . ........... 210.6B
buying responsibility . . .......... ... o oL 210.9A
bysizeofad............ ... ... ... ... 250.1A
by sizeofcompany . ......... ... .. ... ..., 240.4A
by telephone . ... ... ... .. ... 260.1
260.2
contacted by sales representatives . . . .......... 210.5B
COStoOf . ... 250.2A
effective marketing strategies . . .. ............. 560.2A
how do readers obtain information . . ........... 240.1A
formal programs for qualifying inquiries/sales. . . . . . 210.71
from new prospects vs. existing customers . . .. ... 220.1
from subscribers and non-subscribers . ... ... .. 211.1A
how long to receive requested information. . . .. ... 240.2C
how long will an ad keep producing inquiries. . . . . 240.3A
number of cardsreturned . . .................. 210.7A
percent from subscribers vs. non-subscribers. . . . . 211.1A
postcard packusage . ............. ... 250.6
250.7A
purpose of . ... ... . 210.2A
rating of information received from company. . . . . 210.12A
seasonal differences. . . . ........ ... .. 250.22
useof 800 numbers. . ........ ... . L 413.6
210.92, 209.0
use of product information. .. ................. 210.0A
Readers
o action taken with specialized business
MAagazZINES . . . . oottt 412.2A
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age of . ... 500.1A
attend meetingsand seminars . . . ............. 533.1B
costtoreach .......... ... . ... 541.2A
levelof education.......................... 500.1A
number of supervisory responsibility . . .......... 532.1A
personalcomputers............ ... ... 500.3A
salary . ... 500.1A
where they read specialized business magazines . . 412.2A
work related travel . . ....... ... ... L 500.1A

Readership

(also see Advertising Readership)

e advertising position within magazine . .. ......... 116.2B
afterinitialreceipt. . .. ....... ... ... L 412.2A
by industry decision-makers . . ................ 442.2B
lower and upper casetype. ................... 1310.4
number ofissuesread . . ......... ... .. 411.1C
number of times read specialized business
Magazine . . ... 412.3A
pass-along ........... .. ... 412.0
412.2A
presentation of statistics . . . ................... 1320.1
1320.2, 1320.3
FEVEISE LYPE . . vttt 1310.3
seasonal fluctuation

0 advertisements........................ 413.2A
editorialcontent . . . . ......... ... ... ..., 413.1A
ad vs. editorialcontent . . . ......... ... ... .. ... 412.4
time spentperissue . ....................... 420.1A
typesetting . . . .. ..o 1310.2
Receivership
e by industry decisionmakers................... 442.1B
442 .3A
Recession
o advertising . . ... oo 2000.7
Retail Sales

e INCrease in. .........uuiiiiiiiiiiineenn. 750.1B

sourcesofsalesleads . ....................... 560.3

Sales Literature

o frequency of buyers consulting literature files. . . . . 5
role in making buying decisions . .. .............
contacted by sales representatives . . ............
COStOf . ..
effective marketing strategies . . .. ..............
how do readers obtain information . . ............
formal programs for qualifying inquiries/sales. . . . ..
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Sales Representatives

e callallclientsonceayear..................... 542.8A
callstonewclients......................... 542.4B
cover all potential customers. . . ................. 540.4
frequency of visits to inquiry card users. . . ........ 210.3
how often seen by readers of design magazines. . . 550.3A
inquirerscontacted . . . .......... . ... 210.5B
most important qualities . . ... ................ 550.8A
personal characteristics . . .................... 550.7

Seminars And Meetings
o affect of pre-show promotion . .................. 533.2
readerswhoattend . ........................ 533.1B
Standard Industrial Classification (SIC)
e distribution...... ... ... 713.0
value of shipments, U.S.OEMplants........... 720.2C

Specialized Business Magazines
(also see Readership)

e cCirculationof......... ... ... ... ... 501.2
editorial coverage in. ........... ... 552.1
gualities when choosing to advertise . . ............ 501.1
reach. . ... 441.1A
readership. . ... . 411.1B
413.3A
timespendreading. . ......... ... ... ... 420.1A
number oftimesread. . ....................... 412.3A
vs. general business magazines

0 -audiencereached....................... 410.1D
-cost of advertising. . . .................... 540.2D
540.3B
-readership. . . ... 442.2B
-receivership. . ... . 442.1B
442 .3A

Telephone
e callstonewclients................ .. ....... 542.4B 260.1, 260.2

immediate need requests for product information. . . 210.92
used/preferred methods of requesting information. . . 209.0

Time Spent
e readingmagazines . ............coiiiuiee... 420.1A
number oftimesread . .................... ... 412.3A

Typeface & Type Style

e bodycopy......... .. ... . 1310.6
headline features . . . ........... .. .. ......... 1310.7
headlines............ ... .. ... ... ... .. .... 1310.5
reading comprehension . . .................... 1310.2
reverse typereadership...................... 1310.3
upper and lower case readership .. ............. 1310.4
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What Percentage of Business Marketing Budgets is Spent on Specialized Business Publications?

NO. 510.1c

What Percentage of Business Marketing Budgets is Spent on Specialized Business
Publications?

22% of the budget is spent on specialized business publication advertising. This figure continues to
represent the largest share of the total marketing budget.

ALLOCATED FOR: 1993 18911988 1988 1987
specialized Busingss Publication Advertising L P e T el
Trade Shows 18% 18% 18% 6% 16%:
Pramotanfdarks Suppon 10% 9% 10% 12% 12%
DealerDigtributor Matenials 13% 11% I% 9% %
Telernamkieting/Telecommunicalions f% 7% Bi% % L
Direct Mail 1% 12% 125 9% B
zenaral Maga zine Advearising 2 Loy (E 7% g%
Fublicity/Public R alations 0% 5% 75 7% T
kel Regearch 5% 405 4%, 5% 5%
Direciorias E% 9% 5% 3% 4%
Cher 2% 1% 2 1% 1%
Purpose:

To determine how business marketing budgets are allocated.
Methodology:

Cahners Research surveyed, by mail, a random selection of 4,000 advertisers and prospects from Cahners
publications to determine what they spend on a personal sales call, and how they spend their marketing
budgets in general. Respondents represent the diversity of markets and job functions covered by Cahners
publications in the following industries: foodservice, electronics & computers, building & construction, and
manufacturing. The survey included the question “What percentage of your company’s total 1993 marketing
budget to support direct sales was spent in each of the following areas: specialized business magazine
advertising, trade shows, promotion/market support, dealer/distributor materials, telemarketing and
telecommunications, direct mail, general magazine advertising, publicity/public relations, market research,
and directories?”.

Conclusion:

22% of the business marketing budget was spent on specialized business publication advertising. This
figure continues to represent the largest share of the total marketing budget.

For additional copies, place your order online.
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Advertising readership increases with size and the use of color.

NO. 105.1b

How Is Advertising Readership Influenced by Ad Size and Color?

Advertising readership increases with size and the use of color.
MEDIAN NOTED SCORES

63%

57%

44% 43%

33%, 35%

24%

Fractional One-Fage One-FPage  One-Page Black &'White  4-Color Inseris
Black & White 2-Color 3 &4 Calor Spreads  Spread Ads

Purpose:

To determine if size and color affect "remember seeing" readership scores.

Methodology:

Reed Elsevier Business Information Research analyzed, via Reed Elsevier Business Information Advertising
Performance Studies, 109,460 advertisements that appeared in 57 Reed Elsevier Business Information
publications from 1972 to 1992. Included were all ads one-half page or larger. The ads were divided into
categories by size and color. Comparisons were made after median noted scores were tallied. Noted scores
indicate the percentage of readers who remembered seeing the advertisement in the issue surveyed and
represent results from among 384,642 readers.

Reed Elsevier Business Information Advertising Performance Studies are conducted by mail among a
random sample of readers. Each study is based on a minimum of 100 replies.

Conclusion:

An advertiser can expect higher readership scores from larger ads using color. These findings are very
similar to an earlier analysis which included 65,752 ads from 1972 to 1989.

For additional copies, place your order online.
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How Many Personal Sales Calls Does it Take to Close a Sale?

NO. 542.5d
How Many Personal Sales Calls Does it Take to Close a Sale?

On the average, it takes 4.08 personal sales calls to close a sale. This figure varies by industry.

NMUMEBER OF PERSOMNAL SALES
CALLS TO CLOSE A SALE

naustry

Electronics & Computer

Bulding & Construction

3.14

Manufacturing

3.9

Industry Average 4 .08

Purpose:
To determine, by industry, how many personal sales calls it takes to close a sale.
Methodology:

Reed Elsevier Business Information Research surveyed, by mail, a random selection of 4,000 advertisers
and prospects from Reed Elsevier Business Information publications to determine what they spend on a
personal sales call, and how they spend their marketing budgets in general. Respondents represent the
diversity of markets and job functions covered by Reed Elsevier Business Information publications in the
following industries: foodservice, electronics & computers, building & construction, and manufacturing. The
survey included the question: "Approximately, how many personal sales calls (in-person visits) does it take
to close a sale?"

Conclusion:

On average, it takes 4.08 personal sales calls to close a sale. Based on the average cost of a personal sales
call, the average cost to close a sale is $1,203.60. This figure varies by industry, but on the average
represents a 9.07% decrease from 1989 figures. The number of calls it takes to close a sale increased from
3.7 in 1992 . Although the cost of an individual sales call rose, the number of calls it takes to close a sale
remains below the 4.5 figure in 1989. For additional information please see CARR 542.1 |, "What Is the
Average Cost Of a Personal Sales Call?"

For additional copies, place your order online.
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Characteristics of Top-Scoring Advertisements in Specialized Business Magazines

NO. 1185

Characteristics of Top-Scoring Advertisements in Specialized Business Magazines

REPORT INCLUDES: Introduction, Methodology, Photographs and lllustrations, Descriptive Copy,
Headlines, Summary.

Introduction

The advertising and publishing communities have put a great amount of effort and resources into research
that provides a better understanding of “stopping power—the combination of elements that encourage
readers to stop, notice, and read an advertisement. Just what makes an advertisement stand out form all
others? What are the key elements that create stopping power? There are, obviously, many variables
contributing to an effective advertisement—not the least of which is the “magic” of creative spark. Our goal for
this report was to identify the basic common characteristics of ads that readers have found to be most
effective—top scoring ads” from the Reed Elsevier Business Information Advertising Performance Studies.
Some of the questions answered in the following analysis are:

How are photographs and illustrations used in top scoring ads?
What is the length and primary message of descriptive copy?
What is the length, placement, and primary message of headlines?
Overall, what features and techniques are the most common?

Previous CARR reports have discussed the effects of size, color and placement on the readership of a
specialized business magazine advertisement. For more information on ad readership, please note the
following CARR reports: Ad Placement (#116.2B), Ad Size (#110.1A,#110.1B), Advertisement Color
(#110.3A, #112.3), and Advertising Frequency (#100.0).To determine if size and color affect "remember
seeing"readership scores.

Methodology:

In producing this report, Reed Elsevier Business Information Research analyzed 996 top scoring
advertisements from 1989 and 1990 Reed Elsevier Business Information Advertising Performance Studies
to determine the characteristics of these advertisements—ncluding ad layout, theme, and use of color and
graphics. These ads were taken from 45 different Reed Elsevier Business Information publications covering
a cross section of industries.

Some background on how Reed Elsevier Business Information Advertising Performance Studies are
conducted is important to understand. Approximately two weeks after the issue of a magazine the recipients
are asked to go through the issue again, and to answer whether they recall seeing and remember reading
specific ads in the issue. Several other questions may also be asked about the ads (and/or the features and
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editorials) within the issue. Each Reed Elsevier Business Information Advertising Performance Study is
based on the first 100 replies received.

The ten advertisements with the highest “remember seeing”scores in each of 393 Reed Elsevier Business
Information Advertising Performance Studies were included in this analysis. In some cases, more than 10
advertisements were included due to tie scores. Note that only top ads are included. The data is not
necessarily descriptive of all ads, and, often an ad is effective because it breaks the rules in a clever,
attention-getting way.

Photographs And lllustrations

Because human beings are highly visual creatures, the photograph or illustration contained in an
advertisement is a key element in its stopping power. Fully 98% of top-scoring ads contain a photograph or
illustration (line drawing, cartoon, custom art, or mixed techniques).

For most of these ads, the photograph or illustration is a significant element. In two-thirds of top-scoring ads,
the photo or illustration covers 1/4 - 2/3 of the ad, in another 16% of the ads, the photo covers more than 2/3
of the ad, and in 12% of these ads, the photo covers the entire ad (the ad is a single illustration with an
imposed headline).

Our findings about the most common messages or themes for top-scoring ads provides surprising insight
into stopping power. More than a third of top scoring ads (36%) show borrowed interest photos—tse of a
photograph unrelated to the subject matter, but in a way that suggests two interpretations. It is interesting
that the use of a borrowed interest theme shows up in almost every aspect of our analysis (photos,
headlines, and descriptive copy).

But borrowed interest is not the only message that draws attention. Nearly one quarter (24%) of top scoring
ads show the product alone and another 9% show people using the product.

REPORT INCLUDES

Introduction Page 2

Methodology Page 2

Page 3

CI:IFI':,I’
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% OF TOP-SCORING ADS

TECHNIQUE
0 2%

Line Drawing l 2%
Cartoon IE%

Wiced Techniques - 13%
erooorern (I 36%
custom ~ [ 45°%

vaole ) 3¢%
usvetons (] 62%

Descriptive Copy

Although descriptive copy may not be a key element of stopping power, once readers have been “hooked”,
descriptive copy becomes and important medium to convey the advertiser's message. Descriptive copy, in
fact, seems to be an essential part of business-to-business advertising. In business advertising, 95% of top
scoring ads have more than 25 words of descriptive copy. Nearly seven of ten top ads had copy of average
length (26-200 words). But fully 65% had more than 100 words of text, and 27% had more than 200 words.

The primary messages contained in descriptive copy are the product’s features (33% of top ads) and the
capabilities of the supplier or the breadth of the product advertised (27% of top ads). In other words,
descriptive copy is largely used to stress the benefits the advertised product will provide for readers in
carrying out their jobs.

% OF TOP-SCORING ADS

Mo Photograph/llustration l 208

Small (174 or less of ad) ol 6%

Medium (1/4-2/3 of ad) [ 65,
Large (mare than 2/3 of ad) [N 15%

Full Unit Single lllustration with - 12%

Headline Imposed
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% OF TOP-SCORING ADS
COPY LENGTH

Mo Copy 0 2%
Very Short (1- 25 words) DEEL™

Short (26-100words) (DD 30%

Medium {101-200 words) [ 38%
Long (200+word) (N 579

Headlines

In addition to the photograph or illustration, the headline is also a key element for getting the reader’s
attention. 98% of top scoring ads contain a headline, but in most cases, the headline is not a dominant part
of the overall ad. In 59% of the ads studied, for example, the headline is small (1/2" or less). In only 10% of
the ads, were the headlines large (1" or more).

% OF TOP-SCORING ADS

COPY THEME

Company Name'
Brand Name . 2%

Fricetvaive B 2%
Testimonial [ 2%
Multiple Appeals  [J] 5%

Mew Procuct [ 8%
Borrowed Interest [N 10%
Cluality R 11%
Suppler Copablty
Breackh of Product 21%
Froduct Features _ 33%

Similarly, the length of the headline in 75% of top ads is short, but powerful-between 1 -12 words. In 36% of
top ads the headline was limited to 1-6 words. Diversity reigns in headline placement—o one location within
the ad was found to dominate. In 17% of top scoring ads, the headline is located at the top 1/3 of the page;
in 16%, it is the very top element of the ad, and in 26% of the ads the headline spanned across the pages
(spreads). As in the case of photographs and illustrations, the use of borrowed interest themes dominates
the headlines studied. Nearly half (48%) of all top scoring ads use this method—usually in a humorous way
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which creates a powerful image or provokes the reader to see a relationship between product/company and
the borrowed interest theme.

% OF TOP-SCORING ADS
HEADLINE TYPESIZE
MoHeadine [l 2%

Large ( morethan 17 [ 10%
Medum 2= p—29%
ST oriess) o 5 9%
% OF TOP-SCORING ADS
HEADLINE LENGTH

Long (12+words) [ 29%

Medum (7-12words) [R50,
short (1- Bwords) [N 360,

HEADLINE PLACEMENT
1-Page or Less

Very Top Element [ 16%

Top Third Element ] 17%
Middle Third Element [ 10%

Bottom Third of Ad [ 4o
2-Page Spread

Right Fage [ 10%
LeftFPage [ 15%

Across Page — 26%
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Summary

In a time when creative mediums abound, the need for clear, concise advertisements with stopping power is
crucial. Our research helps to provide a better understanding of the factors which grab the reader and hold
their attention—in other words, the elements of stopping power. We found that—

o Photographs or illustrations ( including line drawings, cartoons, custom art, or mixed techniques):
Most often cover 1/4 - 2/3 of the ad, and stress the theme of borrowed interest—dse of a photograph
unrelated to the subject matter, but in a way that suggests two interpretations.

o Headlines: 98% of the ads studied had a headline—although it was not a dominant feature either in
size or length. Again borrowed interest was the most commonly used theme.

o Descriptive copy: Although not the key element of stopping power, it is important in describing the
business benefits your product can offer the reader in carrying out his/her specific job responsibilities.

For more information on the value of specialized business publication advertising, please see CARR
Reports:

e #2000.4 How to improve Profitability Through Advertising

o #2000.6 Brand Awareness As a Too For Profitability

e #2000.9 How Advertising Drives Profitability

For additional copies, place your order online.
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How to Get Editorial Coverage in Specialized Business Magazines

N.O. 8101.2
Do Manufacturing Professionals Purchase Products For Business As A Result Of
Seeing Them On The Internet? How Are The Transactions Made?

Over four in ten manufacturing professionals have made a business purchase as a result of seeing a
product on the Internet. Among these buyers, thirty percent made the transaction on-line.

PERCENT OF RESPONDENTS

e a Did Hot Make Compebed Compe e d

Bus imess A Busimess Transaction Transaction

Purchase Purchass On-lime “Traditiomally™
Purpose:

To determine whether manufacturing professionals have made purchases for business based on something
seen on the Internet and if so, how the transaction was completed.

Methodology:

In the summer of 1997, Cahners Corporate Research surveyed 13,000 readers of Cahners Publishing
Company's and Gordon Publications' manufacturing titles. Included in the survey were the questions:

"Have you ever purchased anything (for business) as a result of seeing it on the Internet?"

"Did you complete the transaction on-line?"

Conclusion:

Over forty percent of manufacturing professionals have already made a purchase for business as a result of
seeing something on the Internet. Among these buyers, thirty percent made the transaction on-line. The
extent to which purchases have already been made signals a growing acceptance of electronic commerce.
Marketers wanting to serve the broadest possible audience should consider incorporating on-line purchase
options.
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Do Manufacturing Professionals Currently Use or Plan to Use the Internet/World Wide Web?
N.O. 820.0a

Do Manufacturing Professionals Currently Use or Plan to Use the Internet/World Wide
Web?

Yes. Sixty-one percent of manufacturing professionals currently use the Internet/World Wide Web.

This represents a 59% increase among this audience since Spring 1996. Within the next 18 months,
use of the Internet/World Wide Web is expected to increase to 80%.

PERCENT OF RESPONDENTS

Currently use Internet WWW  61%

Plan to use within 1-3 mo. 4%
Plan to use within 4-6 mo. 4%
Plan to use within 7-9 mo. 2%
Plan to use within 10-12 mo 6%
Plan to use within 13-17 mo. 1%
Plan to use within 18 mo. or more 2%
Don't know 18%
Do not plan to use/never 2%
WEB TRENDS

Dec.'97 61%
Spring '96 36%

Purpose:

To determine the extent of Internet/World Wide Web current and planned usage among
professionals in the manufacturing industries.

Methodology:

In the summer of 1997, Cahners Corporate Research surveyed 13,000 readers of Cahners
Publishing Company's and Gordon Publications' manufacturing titles. Included in the survey
were the questions:

"Do you currently use the Internet/World Wide Web?"
"If no, when do you expect to use the World Wide Web?"

Conclusion:

Currently 61% of manufacturing professionals have Internet access at work. During the past
year, Internet access has increased by 59%. The rapid growth of this new medium makes it an
increasingly important component in a firm's marketing and communications strategy.
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N.O. 821.1a

How Do Manufacturing Professionals Expect Their Internet Usage to Change in the
Future?

Internet usage is coming on strong. Three-quarters of professionals expect their Internet use to

increase. The percent of users who expect their Internet usage to remain the same has doubled over
the past year suggesting that usage patterns are becoming established.

PERCENT OF RESPONDENTS

My Internet Usage will...

Increase 75%
Decrease 1%
Remain the same 17%
Don't know 7%

Purpose:

To determine manufacturing professionals’ expectations of their future Internet use.

Methodology:

In the summer of 1997, Cahners Corporate Research surveyed 13,000 readers of Cahners
Publishing Company's and Gordon Publications' manufacturing titles. Included in the survey
was the question:

"How do you expect your Internet usage will change in the future?”

Conclusion:

The data suggests that manufacturing professionals have an increasing acceptance of their
future use of the Internet and that usage patterns are already becoming established.
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N.O. 823.0a
How Much Time Per Week Do Manufacturing Professionals Spend on the World Wide
Web?

On average, users spend 1.2 hours per week on the World Wide Web. Nearly one-third spend in
excess of 90 minutes per week. These usage patterns remain constant since spring 1996.

PERCENT OF RESPONDENTS WHO USE THE WEB

Per week, | use the Internet...
Less than 15 minutes 15%

16-30 minutes 18%
31-59 minutes 25%
1 hour-89 minutes 12%
90 minutes-1 hour 59 minutes 9%
2-3 hours 11%
3 hours or more 10%
Purpose:

To determine the time manufacturing professionals spend per week on the World Wide Web.

Methodology:

In the summer of 1997, Cahners Corporate Research surveyed 13,000 readers of Cahners
Publishing Company's and Gordon Publications' manufacturing titles. Included in the survey
was the question:

"How much time per week do you currently use the World Wide Web?"

Conclusion:;

Manufacturing professionals are devoting over an hour per week for using the World Wide
Web. This time commitment suggests that marketers should consider incorporating the
Internet as part of a comprehensive marketing program. CARR Report 824.0A shows that
product information and evaluation is their leading use of the Internet and marketers
contemplating their site's contents should consider incorporating this type of information.
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How Are Manufacturing Professionals Using the World Wide Web?
N.O. 824.0a
How Are Manufacturing Professionals Using the World Wide Web?

Three-quarters of manufacturing professionals are using the World Wide Web for product information and
evaluation. These areas continue to dominate manufacturing professionals' use of the Web.

| use the Web for...

Product information & evaluation 76%

E-mail 70%
News and information 47%
Database searches 47%
Access product directories 43%
Competitive information 34%
Stock market information 33%

Access newspapers and magazines27%
Communications/bulletin boards  26%

Purpose:

To determine manufacturing professionals' leading uses of the Web.

Methodology:

In the summer of 1997, Cahners Corporate Research surveyed 13,000 readers of Cahners
Publishing Company's and Gordon Publications' manufacturing titles. Included in the survey
was the question:

"How do you use the Web?"

Conclusion:;

The major use of the Web among manufacturing professionals continues to be for obtaining
product information and evaluation. Marketers wanting to communicate this type of information
should include this in their Web sites.
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Have Manufacturing Professionals Ever Requested Further Information From Companies Based On Something Seen On The Internet?

N.O. 861.0
Have Manufacturing Professionals Ever Requested Further Information From
Companies Based On Something Seen On The Internet?

Yes. Seventy-four percent of manufacturing professionals have contacted a company based on something
they saw on the Internet.

PERCENT OF RESPONDENTS

No
26%

Yes
74%

Purpose:

To determine whether manufacturing professionals have contacted a company for further information based
on something seen on the Internet.

Methodology:

In the summer of 1997, Cahners Corporate Research surveyed 13,000 readers
of Cahners Publishing Company's and Gordon Publications' manufacturing titles. Included in
the survey was the question:

"Have you ever requested further information from a company based on something you saw on
the Internet?"

Conclusion:;

The Internet can be a powerful medium when delivering useful information. Internet users will
take action to contact a company if they see something of value. Marketers wanting to
capitalize on this should include the Internet in their media selections and make it easy for the
user to contact them. Websites should contain hotlinks, e-mail links, or 1-800 phone numbers
for ease of contact.
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How Well are Specialized Business Publications Read?

NO. 411.1C
How Well are Specialized Business Publications Read?

More than 7 in 10 subscribers read regularly at least three of four issues, and more than 9 out of ten read at
least occasionally.

% OF TOTAL RESPONDENTS

95.0% 93.0%
75.8%

Know They  Readatleast  Read Regularly
Receive Occasionally (3 or4 of 4 Issues]
{1 or more Issues)

Purpose:
To determine how frequently specialized business publications are read.
Methodology:

Once a year, Reed Elsevier Business Information Research conducts mail surveys that sample an Nth name
selection (total sample of 600 - 1000) from the circulation lists of all Reed Elsevier Business Information
publications. The results for this report are based on 15,880 usable returns for an overall response rate of
39%. The questionnaire asks respondents to provide receivership, readership, and preference information
about the Reed Elsevier Business Information publications and each of its major competitors. The surveys
are mailed on blind letterhead to ensure an unbiased response.

Conclusion:

On average, 95% of respondents know they receive the Reed Elsevier Business Information publications;
93% said they read the publication at least occasionally (at least one of every four issues); and, 75.8% said
they read the publication regularly (at least three of every four issues).

For additional copies, place your order online.

http://www.cahnerscarr.com/4111c.htm [2/6/2002 3:13:34 PM]


http://www.cahnerscarr.com/carrord.htm

Cahners Advertising Research Reports Index -- Advertising Copy

Cahners Advertising Research Reports -- Advertising Copy

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Advertising Copy
o headline features -- 1310.7
o label vs. key graphs. -- 1320.1
¢ labeled bars vs. grids -- 1320.2
e lower case vs. upper case -- 1310.4
e reverse type -- 1310.3
e 20 ways to improve -- 2000.2
o typeface-body copy -- 1310.6
e typesetting styles -- 1310.2
e usage in top scoring ads -- 118.5
e use of price -- 115.2
e use of toll-free numbers -- 260.1 and 260.2
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Cahners Advertising Research Reports Index -- Advertising Effectiveness

Cahners Advertising Research Reports -- Advertising Effectiveness

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Advertising Effectiveness

e case histories:

0 Advance Lifts, Inc. -- 3000.5

Advertising changes buyers’ perceptions -- 3000.0
America's Health Network -- 3000.9
Calavo Growers -- 3000.4
Federal Mogul -- 3000.1 and 3000.2
Gamewell Corp. -- 3000.3
Surcom Associates, Inc. -- 3000.6
0 World Book -- 3000.10

e increased by advertising exposure -- 3000.9

o profitability -- 2000.6 and 2000.9
e reader affinity -- 120. and 120.12

O o o o o od
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Advertising Builds Awareness For A New Product Line
NO. 3000.10
Advertising Builds Awareness For A New Product Line

INDEX SCORE

(Indexed to 100)

Overall Awareness

The Company...

World Book, Inc., publisher of the The World Book Encyclopedia and retail trade line of
Children's books.

Strategic Considerations...

An advertiser with Publishers Weekly was interested in assessing the success of a 10 page
advertising campaign for a new retail trade line of children's books. The ad campaign consisted
of 10 page four color ads run over a twelve month period. Reed Elsevier Business Information
Research surveyed, by mail, a random selection of 1,000 subscribers from Publishers Weekly

in 1996 and again in 1997 after the advertising campaign had been run. Both surveys received
a 31% response rate.

Respondents were asked -"are you aware that World Book, Inc., publisher of The World Book
Encyclopedia, now publishes a retail trade line of children's books?"

Results...

Awareness of the new retail trade line of children's books increased by one-third.
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Advertising Builds Brand Awareness, Ad Recall, Familiarity, and Purchase Intent.

NO. 3000.9
Advertising Builds Brand Awareness, Ad Recall, Familiarity, and Purchase Intent.

An advertiser with Broadcasting & Cable ran 38 full color ads over a six-month period and saw familiarity
more than double and purchase intent among subscribers increase by over 50%.

INDEX SCORE
(Indexed to 100)

139

100 112 100

Heard of America's Recall Advertising for America's
Health Metwork Health Metwork
242
153
100 100
Familiar WWith America's Likely to Add America’'s Health Network
Health Metwork to My System's Current Service

B3 Pre Ad Campaign
Bl FostAd Campaign

The Company. ..
America’s Health Network, a cable television network (agency - PK Network Communications).
Strategic Considerations

An advertiser with Broadcasting & Cable magazine wanted to measure awareness, familiarity and
purchasing intent of their Network prior to and after running an advertising campaign.

Results:

In September 1995, 100 phone interviews were conducted among Broadcasting & Cable subscribers with
General Manager titles. Respondents were asked awareness of America’s Health Network, advertising
recall, level of familiarity, and intentions to add their service. The survey was repeated at the end of the
campaign. All measures of awareness, familiarity and purchase intent for America’s Health Network had at
least double-digit increases by the conclusion of the campaign.
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Cahners Advertising Research Reports -- Advertising Frequency

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This
requires the free Adobe Acrobat™Reader.)

Return to Subject List

Advertising Frequency

increase awareness, recall, familiarity, purchase intent -- 3000.9
increase profits -- 130.4

increase sales leads -- 130.3

increase brand perceptions & product usage -- 130.2

increase brand usage -- 130.5

increase positive impression of a supplier -- 131.0

frequency of looking at advertising -- 412.5 (PDF available)
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412.5

No. 412.5

Do Your Customers Look At Trade Magazine
Advertising As Frequently As They Did Five
Years Ago?

LOOK AT TRADE MAGAZINE ADVERTISING COMPARED TO 5 YEARS AGO

Ahoul the Same Much More/More
43%, Frequently
51%

Less Frequently
6%

Purpose:

To determine whether the frequency with which buyers and specifiers look at trade magazine
advertising has changed compared to five years ago.

Methodology:

Cahners New Product Information Group and Martin Akel & Associates surveyed 10,094 reader
service inquirers from 120 different advertisements which ran in 20 different Cahners Product
Tabloids. Magazines selected for this study represented the following industries: manufacturing,
advanced technology, healthcare, and scientific. The survey was fielded approximately 8
months after the advertisements appeared in the publications. The following results are based
on 3,826 completed surveys. The questionnaire included the question:
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"Compared to 5 years ago, how frequently do you now look at advertising in trade magazines?"

Conclusion:

Just over half of buyers and specifiers look at ads in trade magazines much more/more
frequently than they did five years ago. Over four in ten (43%) look at ads with about the same
frequency as they did in the past. Marketers who try to regularly reach buyers and specifiers
should continue to incorporate trade magazine advertising into their marketing budgets.

The full report "The Blue Chip Advertisers Research Study Ill: A Report On The Marketing
Effectiveness of Cahners Product Tabloids..Based on 120 Coordinated Research Projects" is
available from Cahners New Product Information Group.

For a copy of the report, please call (973) 292-5100.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.

01-99
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Cahners Advertising Research Report

No. 412.5

Do Your Customers Look At
Trade Magazine Advertising As Frequently
As They Did Five Years Ago?

Yes. In fact, over half of buyers and specifierslook at ads
in trade magazines more frequently than they did in the past.

LOOK AT TRADE MAGAZINE ADVERTISING COMPARED TO 5 YEARS AGO

About the Same Much More/More
43% Frequently
51%

Less Frequently

6%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.




Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.

Specialized Magazines for Automotive, Book Publishing, Building & Construction, Communications,
Electronics, Entertainment, Food Processing, Foodservice & Lodging, Jewelry, Manufacturing,
Medical & Scientific, Metals, Packaging, Printing, Retail Home Furnishings, Travel, Trucking

Purpose:

To determine whether the frequency with which buyers and specifiers look at
trade magazine advertising has changed compared to five years ago.

Methodol ogy:

Cahners New Product Information Group and Martin Akel & Associates surveyed
10,094 reader service inquirers from 120 different advertisements which ran in 20
different Cahners Product Tabloids. Magazines selected for this study represent-
ed the following industries: manufacturing, advanced technology, healthcare,
and scientific. The survey was fielded approximately 8 months after the adver-
tisements appeared in the publications. The following results are based on 3,826
completed surveys. The questionnaire included the question:

“Compared to 5 years ago, how frequently do you now look at advertising in trade
magazines?”

Conclusion:

Just over half of buyers and specifiers look at ads in trade magazines much
more/more frequently than they did five years ago. Over four in ten (43%) look
at ads with about the same frequency as they did in the past. Marketers who try
to regularly reach buyers and specifiers should continue to incorporate trade
magazine advertising into their marketing budgets.

The full report “The Blue Chip Advertisers Research Study Ill: A Report On The
Marketing Effectiveness of Cahners Product Tabloids...Based on 120 Coordinated
Research Projects” is available from Cahners New Product Information Group.
For a copy of the report, please call (973) 292-5100.
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Cahners Advertising Research Reports Index -- Advertising

Cahners Advertising Research Reports -- Advertising, Print

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that

best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report

follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This

requires the free Adobe Acrobat™Reader.)

Return to Subject List

Advertising, Print

ad recall -- 3000.9
brand awareness -- 2000.6
brand awareness -- 3000.9

brand perceptions & product usage -- 130.2
brand usage -- 130.5

builds familiarity & purchase intent -- 3000.9
characteristics of top scoring ads -- 118.5
characteristics of top scoring ads -- 118.6

contribution of return on investment -- 2000.1

effective marketing strategies -- 560.2A

frequency of looking at advertising -- 412.5 (PDF available)
headline features -- 1310.7

how much do companies spend -- 2000.10

increase profits -- 130.4

increase number of sales calls granted by buyers -- 502.1
initiate new sales relationships -- 502.0

increase sales leads -- 130.3

major goals -- 101.1

multiple magazines in same market -- 441.1A

percent of product line promoted -- 503.1

percent spent on business to business -- 510.1E (PDF available)

position, affect on readership -- 116.2B
preferred companies -- 104.1
profitability -- 2000.9

purchase of advertised products vs.non-advertised -- 103.1B

role in recession -- 2000.7
reduce selling expenses -- 534.0
selecting media -- 501.1

20 ways to improve -- 2000.2
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Cahners Advertising Research Reports Index -- Advertising

e two or more ads per issue -- 2001.17 and 2001.16

e Vvalue of trade magazine advertising -- 414.0 (PDF available)
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What Is The Primary Message And Length Most Common To Top Scoring Specialized Business Advertisements?

No. 118.6

What Is The Primary Message And Length Most Common To Top Scoring Specialized
Business Advertisements?

High scoring advertisements are those on which product benefits are stressed in the headline and the copy.
These advertisements are 2-3 times more likely to be remembered than low scoring advertisements. In
addition, advertisements using fewer words are most likely to be remembered.

RECALL SEEING SCORES

(Indexed o 100)

iy l 100% 119% I 100%

Gopy Theme (Product bemedils) Copy Lengih {undar 100 words)

Headling Theme {Product benellis) Headlime langth {under 12 wonds)

M High Scoring Ads B Low Scoring Ads

Purpose:

To determine the primary message and length common to top scoring advertisements in
specialized business publications.

Methodology:

Reed Elsevier Business Information Research analyzed 374 full page advertisements trom
advertising readership studies conducted from 1994 - 1996 to determine the characteristics of
these advertisements. Advertisements selected represented equal numbers of the highest and
lowest scoring advertisements during this period. These advertisements were taken from a
variety of Reed Elsevier Business Information publications covering a cross section of
industries. Advertising readership studies are conducted by mail - approximately two weeks
after the issue of a magazine has been mailed, a survey is mailed to randomly selected
recipients of the magazine. The recipients are asked to go through the issue again, and to
answer whether they recall seeing specific ads in the issue.

http://www.cahnerscarr.com/1186.htm (1 of 2) [2/6/2002 3:13:50 PM]



What Is The Primary Message And Length Most Common To Top Scoring Specialized Business Advertisements?

For the purposes of this report, the advertisements were reviewed to determine the length and
primary message of the advertisement.

Conclusion:

Readers are more likely to remember seeing advertisements stressing product benefits as its
primary feature in both the headline and descriptive copy. In addition, both shorter headline
length (less that 12 words) and descriptive copy (under 100 words) help to increase advertising
recall.

For more information on the characteristics of top scoring advertisements, please see CARR
Report #118.5.
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No. 510.1E

What Percentage of Business Marketing Budgets is Spent on
Specialized Business Publications?

23% of the budget is spent on specialized business publication advertising. This
figure continues to represent the largest share of the total marketing budget.

The internet/electronic media continues to increase in usage.

% OF BUSINESS MARKETING BUDGETS

Allocated For: 1999 1996 1993 1991 1989 1988 1987
Specialized Business Publication Advertising 230 27% 22% 23% 23% 22% 21%
Trade Shows 150 2%, 18% 18% 18% 16% 16%
Dirgct Mail 10% 10% 1% 12% 12% i &%
Promotion/Market Support 9% % 10 &% 105 12% 12%
Dealer/Distritutor Materials 5% 6% 13% 11% Q% 9% Q%
General magazing advenising 6% 6% pi A% 6% T 8%
Internet/E lectronic Media 9% Fa A hi& A M& /A
Directories % A% %% 9% 2% i 4%
Telemarkating/Telecommunications 3% 4% B% 7% 6% 9% Q%
Publicity/Public Relations T 5% 5% 5% 7% 7% %
Market Research 4% 1% 5% 4% 4% 5% 5%
Othar 1% * 2% 1% 2% 1% 1%
*Less than 0.5%.
Purpose...

To determine how business marketing budgets are allocated.

Methodology:

Cahners Research surveyed, by telephone, a random selection of 405 advertisers
and prospects from Cahners publications to determine how they allocate their
marketing budgets. Respondents represent the diversity of markets and job
functions covered by Cahners publications in the following industries: electronics,
building and construction, manufacturing, food & lodging, communications, printing,
automotive, and book publishing.

The survey included the question "What percentage of your company’s total 1998
marketing budget to support direct sales was spent in each of the following areas:
specialized business magazine advertising, trade shows, promotion/market support,
dealer/distributor materials, telemarketing and telecommunications, direct mail,
general magazine advertising, publicity/public relations, market research, directories

http://www.cahnerscarr.com/5101e.htm (1 of 2) [2/6/2002 3:13:52 PM]
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and the internet/electronic media?".

Conclusion:

23% of the business marketing budget was spent on specialized business
publication advertising. This figure continues to represent the largest share of the
total marketing budget. The internet/electronic media continues to increase in

usage.
CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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Cahners Advertising Research Report

No. 510.1E

Replaces 510.1D

What Percentage of Business
Marketing Budgets is Spent on
Specialized Business Publications?

23% of the budget is spent on specialized business
publication advertising. This figure continues to
represent the largest share of the total marketing budget.
The internet/electronic media continues to increase in usage.

% OF BUSINESS MARKETING BUDGETS

Allocated For: 1999 1996 1993 1991 1989 1988 1987
Specialized Business Publication Advertising 23% 27% 22% 23% 23% 22% 21%
Trade Shows 18% 22% 18% 18% 18% 16% 16%
Direct Mail 10% 10% 11% 12% 12% 9% 8%
Promotion/Market Support 9% 7% 10% 9% 10% 12% 12%
Dealer/Distributor Materials 5% 6% 13% 11% 9% 9% 9%
General magazine advertising 6% 6% 2% 5% 6% 7% 8%
Internet/Electronic Media 9% 6% N/A N/A N/A N/A N/A
Directories 5% 4% 6% 5% 5% 3% 4%
Telemarketing/Telecommunications 3% 4% 6% 7% 6% 9% 9%
Publicity/Public Relations 7% 5% 5% 5% 7% 7% 7%
Market Research 4% 3% 5% 4% 4% 5% 5%
Other 1% * 2% 1% 2% 1% 1%

*Less than 0.5%.

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.
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Purpose...

To determine how business marketing budgets are allocated.

Methodol ogy:

Cahners Research surveyed, by telephone, a random selection of 405
advertisers and prospects from Cahners publications to determine how they
allocate their marketing budgets. Respondents represent the diversity of
markets and job functions covered by Cahners publications in the following
industries: electronics, building and construction, manufacturing, food & lodging,
communications, printing, automotive, and book publishing.

The survey included the question “What percentage of your company’s total
1998 marketing budget to support direct sales was spent in each of the following
areas: specialized business magazine advertising, trade shows, promotion/mar-
ket support, dealer/distributor materials, telemarketing and telecommunications,
direct mail, general magazine advertising, publicity/public relations, market
research, directories and the internet/electronic media?”.

Conclusion:

23% of the business marketing budget was spent on specialized business
publication advertising. This figure continues to represent the largest share of
the total marketing budget. The internet/electronic media continues to increase
in usage.
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Cahners Building 1350 East Touhy Avenue 2000 Clearwater Drive 245 West 17th Street 201 King of Prussia Rd.
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275 Washington Street Des Plaines, IL 60018 630-574-6000 212-645-0067 610-964-4000

Newton, MA 02458 847-635-8800
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CARR No0.2001.17

Cahners Advertising Research Report

No.2001.17

Replaces 120.2A

Do Advertisers Run Multiple Ads In
Single Magazine | ssues?

More than one out of every seven advertisementsin a
gpecialized business magazine is placed by a company with
another ad in the same issue.

Second Ad
Run hy
Same
Company
in One
Issue
17%

Single Company
Advertisement in
Issue
83%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4637), e-mail at smulcahy@cahners.com, or contact your sales representative.

http://www.cahnerscarr.com/2001-17.htm (1 of 2) [2/6/2002 3:13:56 PM]


mailto:smulcahy@cahners.com

CARR No0.2001.17

Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.
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To determine the extent to which companies run more than one advertisement in a single issue of a specialized business
magazine.

Methodology:

Cahners Research analyzed 11,211 advertisements studied in Cahners Advertising Readership Studies. An analysis was made of

the number of companies represented by these advertisements.
Cahners Advertising Readership Studies are conducted by mail among a random sample of readers. Each study is based on 100

replies.

Conclusion:

Seventeen percent of the ads were placed by companies with another advertisement in the same issue of the magazine.

Visit Cahners Business Information on the Internet at www.cahners.com.

CARR Reports may be reproduced without prior consent. 2001.17
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CARR No0.2001.16

Cahners Advertising Research Report

No0.2001.16

Replaces 120.3A

Does “Remember Seeing”’ Increase When Two Or More
Ads Are Placed By The Same Company In A Single Issue
Of A Specialized Business Magazine?

“*Remember seeing” scores increase 26% when two or more
ads are placed by an advertiser within the same issue of a
specialized business magazine.

‘Remember Seeing” Index Score
(See reverse side for description of Index Score)

Average for Avarage for
Elngle |n3€ﬂlﬂn Multsple Insertion
Ads

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4637), e-mail at smulcahy @cahners.com, or contact your sales representative.
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Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.
Specialized Magazines for Automotive, Book Publishing, Building & Construction, Communications,
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Purpose:

To determineif “remember seeing” isincreased when two or more ads from one company are placed in the same issue of a
specialized business magazine

Methodology:

Cahners Research analyzed “remember seeing” scores of 11,211 advertisements in the 2000 and 2001 Ad Readership Studies.
Advertisements were half-page or larger and were selected from specialized business magazines representing the Building and
Construction, Electronics, Food, Entertainment, Printing and Manufacturing markets.

Conclusion:

Advertisements received higher “remember seeing” scores when two or more ads from one company were placed within the
same issue of a specialized business magazine.

* Anindex scoreis used when comparisons against “ average: are important. In thisinstance, the average score for single
insertion ads is converted to a base of 100 and multiple insertion ad scores are weighted against this average.

Visit Cahners Business Information on the Internet at www.cahners.com.

CARR Reports may be reproduced without prior consent. 2001.16
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414.0

No. 414.0

Why Do Buyers and Specifiers Value Trade
Magazine Advertisements?

Buyers and specifiers value trade magazine advertisements because they alert
them to new developments about products, technologies, and vendors. Trade
magazine advertisements also facilitate the process of requesting additional
information and allow buyers and specifiers to make more informed decisions.

REASONS READERS VALUE TRADE MAGAZINE
ADVERTISEMENTS

Alerts Them o New

Producis/Technologies 96%:

Enables Them to Send
for Product ImMormation

83%

Alerts Tham to Mew
Vendaors

76%

Alerts Them 10 Changes

al Vendors B3%

Belter Positions Individual
Vendors in Their Minds

a7e,

Purpose:

To determine the main reasons buyers and specifiers value magazine advertisements from
vendors.

Methodology:

Cahners New Product Information Group and Martin Akel & Associates surveyed 10,094
reader service inquirers from 120 different advertisements which ran in 20 different Cahners
Product Tabloids. Magazines selected for this study represented the following industries:
manufacturing, advanced technology, healthcare, and scientific. The survey was fielded
approximately 8 months after the advertisements appeared in the publications. The following
results are based on 3,826 completed surveys.

The questionnaire asked respondents to check statements they agree with about magazine
advertisements placed by suppliers in their market.

http://www.cahnerscarr.com/4140.htm (1 of 2) [2/6/2002 3:14:00 PM]
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Conclusion:

A majority of your customers value your trade magazine advertisements because they alert
them to new developments and information pertinent to their jobs.

Marketers should continue to use trade magazine advertisements to showcase new
products/technologies and to generate sales leads. In addition, this medium should be utilized
by marketers wanting to communicate a positive corporate image and position for their
company in the marketplace.

The full report "The Blue Chip Advertisers Research Study Ill: A Report On The Marketing
Effectiveness of Cahners Product Tabloids..Based on 120 Coordinated Research Projects" is
available from Cahners New Product Information Group.

For a copy of the report, please call (973) 292-5100 x 440.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800
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Cahners Advertising Research Report

No. 414.0

Why Do Buyers and Specifiers Value
Trade Magazine Advertisements?

Buyers and specifiers value trade magazine advertisements because they alert
them to new developments about products, technologies, and vendors. Trade
magazine advertisements also facilitate the process of requesting additional
information and allow buyers and specifiers to make more informed decisions.

REASONS READERS VALUE TRADE MAGAZINE ADVERTISEMENTS

Alerts Them to New
Products/Technologies

96%

Enables Them to Send
for Product information

83%

Alerts Them to New
Vendors

76%

Alerts Them to Changes
at Vendors

63%

Better Positions Individual
Vendors in Their Minds

479,

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.
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Purpose:

To determine the main reasons buyers and specifiers value magazine
advertisements from vendors.

Methodology:

Cahners New Product Information Group and Martin Akel & Associates surveyed
10,094 reader service inquirers from 120 different advertisements which ran

in 20 different Cahners Product Tabloids. Magazines selected for this study
represented the following industries: manufacturing, advanced technology,
healthcare, and scientific. The survey was fielded approximately 8 months

after the advertisements appeared in the publications. The following results

are based on 3,826 completed surveys.

The questionnaire asked respondents to check statements they agree with
about magazine advertisements placed by suppliers in their market.

Conclusion:

A majority of your customers value your trade magazine advertisements because
they alert them to new developments and information pertinent to their jobs.
Marketers should continue to use trade magazine advertisements to showcase
new products/technologies and to generate sales leads. In addition, this medium
should be utilized by marketers wanting to communicate a positive corporate
image and position for their company in the marketplace.

The full report “The Blue Chip Advertisers Research Study Ill: A Report On The
Marketing Effectiveness of Cahners Product Tabloids...Based on 120 Coordinated
Research Projects” is available from Cahners New Product Information Group.
For a copy of the report, please call (973) 292-5100 x 440.
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Cahners Advertising Research Reports Index -- Advertising Readership

Cahners Advertising Research Reports -- Advertising Readership

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Advertising Readership
(also see Readership)

e characteristics of top scoring ads -- 118.5

e compared to feature editorial -- 412.4

o from front to back or back to front -- 430.2A

o reader affinity -- 120.1 and 120.12

e position within magazine -- 116.2B

o relationship between inquiry production -- 150.1
e seasonal fluctuation -- 413.2A
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http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Readership

Cahners Advertising Research Reports -- Readership

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This
requires the free Adobe Acrobat™Reader.)

Return to Subject List

Readership
(also see Advertising Readership)

ad vs. editorial content -- 412.4
advertising position within magazine -- 116.2B
by industry decision-makers -- 442.2C (PDF available)

change in reeadership of specialized buisness magazines -- 411.2
frequency of looking at advertising -- 412.5 (PDF available)

lower and upper case type -- 1310.4
number of issues read -- 411.1C

number of times read specialized business magazine -- 412.3A
presentation of statistics -- 1320.1, 1320.2 and 1320.3
reverse type -- 1310.3
seasonal fluctuation
O advertisements -- 413.2A
O editorial content -- 413.1A
time spent per issue -- 420.1A
typesetting -- 1310.2
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442.2C

No. 442.2C

Are Specialized Business Magazines Read
More Often Than General Business/ Interest
Magazines?

79% of respondents indicated they read a specialized business magazine in their
field regularly, compared to 58% who read regularly any of ten general business/
interest magazines.

REGULAR READERSHIP

(3 or more of the last 4 issues)

Read regularly
98%

Do not read
regularly
21%

Do not read
regularly

Read Regularly
42%

79%

A Specialized Business Magazine Any of Ten General
Business/Interest Magazines

Purpose:

To determine the readership of general business/ interest and specialized business magazines
by industry decision-makers.

Methodology:

Cahners Research and Beta Research Corporation conducted the Cahners Macro Study across
3.9 million primary recipients of 67 Cahners publications, to determine the professional and
personal characteristics of a mass audience of business executives and managers.

All respondents were asked questions concerning age, level of education, title/position,
occupation, and salary. Over 13,000 surveys were mailed. 4,376 usable responses were

http://www.cahnerscarr.com/4422c.htm (1 of 2) [2/6/2002 3:14:06 PM]
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received for an overall response rate of 33.7%.

The survey asked the question, "Which of the following publications do you read or look into
regularly (that is at least 3 out of 4 issues)?"

Note: General Business Magazines included: Business Week, Forbes, Fortune, INC, Money,
Newsweek, Sports lllustrated, Time, U.S. News & World Report, Wall Street Journal.

Conclusion:

Specialized business publications are read more than general business/interest magazines.
Almost 8 out of 10 respondents read at least 3 out of 4 issues of a specialized business
magazine in their field. Only 58% read at least 3 out of 4 issues of any of ten leading general
business/ interest magazines (range from 6% to 21%).

For more information on how specialized business magazines are subscribed to more often
than general business/interest magazines, see CARR Report 410.1E.

For more information on Cahners Macro, call Phillip Buck, Director of Sales at (313) 277-1800.
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Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800
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Cahners Advertising Research Report

No. 442.2C

Replaces 442.2B

Are Specialized Business
Magazines Read More Often Than
General Business/ Interest Magazines?

79% of respondents indicated they read a specialized business
magazine in their field regularly, compared to 58% who read
regularly any of ten general business/ interest magazines.

REGULAR READERSHIP

(3 or more of the last 4 issues)

Do not read Read regularly
regularly 58%
‘l%
Do not read
regularly
42%

Read Regularly
79%

Any of Ten General
Business/Interest Magazines

A Specialized Business Magazine

SOURCE: Cahners Macro Study conducted by Beta Research Corporation

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.
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Purpose:

To determine the readership of general business/ interest and specialized business
magazines by industry decision-makers.

Methodol ogy:

Cahners Research and Beta Research Corporation conducted the Cahners Macro
Study across 3.9 million primary recipients of 67 Cahners publications, to determine the
professional and personal characteristics of a mass audience of business executives
and managers.

All respondents were asked questions concerning age, level of education, title/position,
occupation, and salary. Over 13,000 surveys were mailed. 4,376 usable responses were
received for an overall response rate of 33.7%.

The survey asked the question, “Which of the following publications do you read
or look into regularly (that is at least 3 out of 4 issues)?”

Note: General Business Magazines included: Business Week, Forbes, Fortune,
INC, Money, Newsweek, Sports lllustrated, Time, U.S. News & World Report,
Wall Street Journal.

Conclusion:

Specialized business publications are read more than general business/interest
magazines. Almost 8 out of 10 respondents read at least 3 out of 4 issues of a
specialized business magazine in their field. Only 58% read at least 3 out of 4 issues
of any of ten leading general business/ interest magazines (range from 6% to 21%).

For more information on how specialized business magazines are subscribed
to more often than general business/interest magazines, see CARR Report 410.1E.

For more information on Cahners Macro, call Phillip Buck, Director of Sales
at (313) 277-1800.

CAHNERS OFFICES

BOSTON (Corporate Headquarters): CHICAGO: NEW YORK: RADNOR:

Cahners Building 1350 East Touhy Avenue 2000 Clearwater Drive 245 West 17th Street 201 King of Prussia Rd.
Cahners Plaza P.0. Box 5080 Oak Brook, IL 60523 New York, NY 10011 Radnor, PA 19089

275 Washington Street Des Plaines, IL 60018 630-574-6000 212-645-0067 610-964-4000

Newton, MA 02458 847-635-8800

CARR Reports

617-964-3030
Visit Cahners Business Information on the Internet at http://www.cahners.com

CARR Reports may be reproduced without prior consent. 442.2C 6-99




Cahners Advertising Research Reports Index -- Black & White

Cahners Advertising Research Reports -- Black & White

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Black & White
e Vs. color -- 105.1B, 110.3B and 112.2C

http://www.cahnerscarr.com/idxbw.htm [2/6/2002 3:14:08 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Bleed

Cahners Advertising Research Reports -- Bleed

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Bleed
e readership -- 111.11

http://www.cahnerscarr.com/idxbleed.htm [2/6/2002 3:14:09 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Brand Awareness

Cahners Advertising Research Reports -- Brand Awareness

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This

requires the free Adobe Acrobat™Reader.)

Return to Subject List

Brand Awareness
e case histories:

g

O o o o

g

America's Health Network -- 3000.9
Advance Lifts, Inc -- 3000.5

Calavo Growers -- 3000.4

Federal Mogul -- 3000.1 and 3000.2
Gamewell Corp -- 3000.3

Modern Bride -- 3000.7

e conversion to brand preference -- 104.2

e importance of reputation -- 120.13

e increased by advertising exposure -- 130.2 and 130.5

e profitability -- 2000.6 and 2000.9

o Value of trade magazine advertising -- 414.0 (PDF available)

http://www.cahnerscarr.com/idxbrand.htm [2/6/2002 3:14:11 PM]


http://www.adobe.com/prodindex/acrobat/readstep.html
http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Budgets

Cahners Advertising Research Reports -- Budgets

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This
requires the free Adobe Acrobat™Reader.)

Return to Subject List

Budgets
e percent spent on business to business -- 510.1E (PDF available)

e estimating direct sales generated -- 2000.8
e how much do companies spend -- 2000.10
¢ Internet marketing -- 817.0

http://www.cahnerscarr.com/idxbudget.htm [2/6/2002 3:14:11 PM]


http://www.adobe.com/prodindex/acrobat/readstep.html
http://www.cahnerscarr.com/idxhome.htm

How Do Business-to-Business Marketing Professionals Expect to Budget for Marketing on the Internet in the Coming Year?

N.O. 817.0
How Do Business-to-Business Marketing Professionals Expect to Budget for Marketing

on the Internet in the Coming Year?

Spending on the internet as a marketing tool continues to grow. 51 % of business-to-business marketing
professionals plan to increase their expenditures on internet marketing efforts in the coming year.

PERCENT OF RESPONDENTS

Respondents plan fo...

Spend more 51% Spend the same
47%

Spend less 2%

Purpose:

To determine how business-to-business marketing professionals plan to budget for marketing
on the internet in the coming year.

Methodology:

Reed Elsevier Business Information Research surveyed, by telephone, a random selection of
300 advertisers and prospects to determine how they will allocate their budget for marketing on
the internet in the coming year. Respondents represent the diveristy of markets and job
functions covered by Reed Elsevier Business Information publications in the following
industries: foodservice, electronics, computers, building and construction and manufacturing.

The survey included the following question: "Do you expect the budget share to increase,
decrease, or remain the same for marketing on the internet in the coming year?"

Conclusion:

The internet continues to grow in importance as part of business-to-business marketing

http://www.cahnerscarr.com/8170.htm (1 of 2) [2/6/2002 3:14:14 PM]



How Do Business-to-Business Marketing Professionals Expect to Budget for Marketing on the Internet in the Coming Year?

professionals’ marketing communications strategy. 51% plan to spend more for marketing on
the internet in the coming year.

http://www.cahnerscarr.com/8170.htm (2 of 2) [2/6/2002 3:14:14 PM]



Cahners Advertising Research Reports Index -- Building Industry

Cahners Advertising Research Reports -- Building Industry

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Building Industry
e personal sales call. -- 542.2D

http://www.cahnerscarr.com/idxbi.htm [2/6/2002 3:14:15 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Business Expansion

Cahners Advertising Research Reports -- Business Expansion

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Business Expansion
¢ length and severity of business contraction periods -- 700.03A

¢ length of expansion periods -- 700.01B
e percent of growth -- 700.02A

http://www.cahnerscarr.com/idxbusexp.htm [2/6/2002 3:14:15 PM]


http://www.cahnerscarr.com/idxhome.htm
http://www.cahnerscarr.com/70003.htm

How Long Do Business Expansions Last?

No. 700.01B

Replaces 700.01A

How Long Do Business Expansions Last?

Periods of business expansion have run from as little
as 12 months to nearly 9 years.

LENGTH OF BUSINESS EXPANSIONS BY MONTHS

For the period 1945-1998

Longest

meeg
Shortest

(1680-1681) .13

Bast Recent
(1981 -present) 84 & of March 1953

{and counting)

Purpose:

A business expansion is defined as the period between a low point in total
output in the U.S. economy and the following high point in production. This
report illustrates how long periods of business expansion last.

Methodology:

Cahners Economics calculated the length and strength of post-war business expansions for
the industrial sector. Historical statistics were supplied by the Federal Reserve Board.

Conclusion:

The duration of business expansions has ranged from 12 months to 106 months. The current
expansion period (1991-present) has thus far lasted 84 months, making it the third longest in
the post-war period. If the current expansion

http://www.cahnerscarr.com/70001b.htm (1 of 2) [2/6/2002 3:14:18 PM]



How Long Do Business Expansions Last?

continues through 1998, it will equal the second longest expansion in post-war history. If it
continues until February 2000, it will become the longest expansion
of recent history.

For more information, contact Cahners Economics, Cahners Business Information, 275
Washington Street, Newton, MA 02458, 617-964-3030.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.

http://www.cahnerscarr.com/70001b.htm (2 of 2) [2/6/2002 3:14:18 PM]



Cahners Advertising Research Reports Index -- Business Reply Cards

Cahners Advertising Research Reports -- Business Reply Cards

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Business Reply Cards
e readership -- 114.2

http://www.cahnerscarr.com/idxbrc.htm [2/6/2002 3:14:19 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Buying Influences

Cahners Advertising Research Reports -- Buying Influences

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that

best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report

follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This

requires the free Adobe Acrobat™Reader.)

Return to Subject List

Buying Influences

changes in location of buying power -- 501.2

formal programs for qualifying inquiries/sales -- 210.71
number involved in purchasing decision -- 551.9
supplier/product attributes -- 270.1

size, color & frequency of advertisements -- 131.0

value of trade magazine advertising -- 414.0 (PDF available)

http://www.cahnerscarr.com/idxbuyinf.htm [2/6/2002 3:14:20 PM]


http://www.adobe.com/prodindex/acrobat/readstep.html
http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Capital Equipment Industry

Cahners Advertising Research Reports -- Capital Equipment Industry

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Capital Equipment Industry
e personal sales call -- 542.2D

http://www.cahnerscarr.com/idxcei.htm [2/6/2002 3:14:21 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Card Packs

Cahners Advertising Research Reports -- Card Packs

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Card Packs
(see Postcard Packs)

http://www.cahnerscarr.com/idxcardpack.htm [2/6/2002 3:14:22 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Postcard Packs

Cahners Advertising Research Reports -- Postcard Packs

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Postcard Packs
e method for obtaining product information -- 210.93
e number of cards returned per reader -- 250.7A
e readership. -- 250.6

http://www.cahnerscarr.com/idxpostcard.htm [2/6/2002 3:14:23 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Case Histories

Cahners Advertising Research Reports -- Case Histories

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Case Histories
¢ Advance Lifts, Inc. -- 3000.5
¢ Advertising changes buyers’ perceptions -- 3000.0
e America's Health Network -- 3000.9
o Calavo Growers -- 3000.4
e Federal Mogul -- 3000.1 and 3000.2
e Gamewell Corp. -- 3000.3
e Harnischfeger Corporation -- 3000.8
e Modern Bride -- 3000.7
e Surcom Associates, Inc -- 3000.6
« World Book -- 3000.10

http://www.cahnerscarr.com/idxcasehist.htm [2/6/2002 3:14:23 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Catalogs

Cahners Advertising Research Reports -- Catalogs

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Catalogs
o availability when needed by readers -- 140.2B

http://www.cahnerscarr.com/idxcatalog.htm [2/6/2002 3:14:24 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Computers

Cahners Advertising Research Reports -- Computers

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Computers
¢ specialized business magazine readers -- 500.3A

http://www.cahnerscarr.com/idxcomp.htm [2/6/2002 3:14:25 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Construction Industry

Cahners Advertising Research Reports -- Construction Industry

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Construction Industry
¢ design and construction of commercial, industrial and institutional buildings -- 770.9
¢ spending of construction dollars -- 770.0

http://www.cahnerscarr.com/idxconind.htm [2/6/2002 3:14:26 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Consumers

Cahners Advertising Research Reports -- Consumers

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Consumers
e characteristics -- 701.3B

http://www.cahnerscarr.com/idxconsum.htm [2/6/2002 3:14:27 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Coupons

Cahners Advertising Research Reports -- Coupons

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Coupons
e readership -- 114.1B

http://www.cahnerscarr.com/idxcoupon.htm [2/6/2002 3:14:27 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Cover Position

Cahners Advertising Research Reports -- Cover Position

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Cover Position
e cover spreads -- 116.1B
o gatefold covers -- 116.1B
e readership -- 116.1B

http://www.cahnerscarr.com/idxcover.htm [2/6/2002 3:14:28 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Geographic Distribution Market

Cahners Advertising Research Reports -- Geographic Distribution Market

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Geographic Distribution Market
e manufacturing plants -- 711.1A
e OEM plants -- 711.2A and 713.0
e process industry plants -- 711.3A

http://www.cahnerscarr.com/idxgdm.htm [2/6/2002 3:14:29 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Graphics

Cahners Advertising Research Reports -- Graphics

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Graphics
o headline features -- 1310.7
o lowercase vs. all caps -- 1310.4
e presentation of statistical information -- 1320.1, 1320.2 and 1320.3
e reverse type, reading speed -- 1310.3
o typefaces- body copy -- 1310.6
o typefaces- headlines -- 1310.5
e typesetting style -- 1310.2
e usage of top scoring ads -- 118.5

http://www.cahnerscarr.com/idxgraphics.htm [2/6/2002 3:14:30 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Headlines

Cahners Advertising Research Reports -- Headlines

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Headlines
o features. -- 1310.7

http://www.cahnerscarr.com/idxheadline.htm [2/6/2002 3:14:31 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Households

Cahners Advertising Research Reports -- Households

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Households
e characteristics -- 701.3B
e projected growth -- 701.32

http://www.cahnerscarr.com/idxhouse.htm [2/6/2002 3:14:32 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- lllustrations

Cahners Advertising Research Reports -- lllustrations

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

[llustrations
(see Photographs)

http://www.cahnerscarr.com/idxillust.htm [2/6/2002 3:14:32 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Photographs

Cahners Advertising Research Reports -- Photographs

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Photographs
e usage in top scoring ads -- 118.5

http://www.cahnerscarr.com/idxphoto.htm [2/6/2002 3:14:33 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Income

Cahners Advertising Research Reports -- Income

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Income
e per capita -- 701.3B
¢ recipients of specialized business magazines -- 500.1A

http://www.cahnerscarr.com/idxincome.htm [2/6/2002 3:14:34 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Inserts

Cahners Advertising Research Reports -- Inserts

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Inserts
e readership -- 117.1D

http://www.cahnerscarr.com/idxinsert.htm [2/6/2002 3:14:35 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Internet

Cahners Advertising Research Reports -- Internet

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Internet

how Web is used to sell products -- 810.1
job functions responsible for establishing Internet sites -- 811.0

number of established internet sites -- 810.0

type of information contained on Internet sites -- 812.0A

Trade magazine Web sites

frequency of visits -- 813.2

increase in use -- 813.3

locating products and suppliers -- 813.5

to access suppliers' Web sites -- 813.7
value of -- 813.4

Manufacturing professionals

use of Web for product information and evaluation -- 824.0B1

frequency of visits to manufacturers' Web sites -- 825.0

information requests based on something seen on the Internet -- 861.0A

products purchased, types of transactions -- 810.12A
how web is used -- 824.0A
current and planned use of web -- 820.0B

future use of web -- 821.1B

frequency of use of web -- 822.0B

time per week spent on web -- 823.0B

target audience, linking home pages through magazine's web site 813.0

frequency of web site updates -- 813.1

degree to which business-to-business web sites are linked -- 814.0

current and future use of web as a marketing tool -- 815.0

how marketing professionals expect to budget for internet marketing -- 817.0

method used to obtain product information -- 826.0
influences driving traffic to a web site -- 841.0

http://www.cahnerscarr.com/idxinternet.htm (1 of 2) [2/6/2002 3:14:36 PM]


http://www.cahnerscarr.com/idxhome.htm
http://www.cahnerscarr.com/8120a.htm

Cahners Advertising Research Reports Index -- Internet

e sources internet users rely on for obtaining product information -- 850.0

o time allocation between general search engines and information-based sites -- 862.0

e reasons for using suppliers' web sites -- 863.2

http://www.cahnerscarr.com/idxinternet.htm (2 of 2) [2/6/2002 3:14:36 PM]



How to Get Editorial Coverage in Specialized Business Magazines

N.O. 811.0
Which Job Functions are Involved in Establishing the Presence of an Internet Web Site?

Just over six in ten business-to-business marketers say that they, or someone in their department, is
responsible for establishing their Internet web site.

PERCENT OF RESPONSIBLE FOR WEB SITE

61%

39%

Marketing Other Job
Media/Advertising Function
PURPOSE:

To determine which job functions are responsible for establishing the presence of an Internet web site.
METHODOLOGY:

In the fall of 1995, Reed Elsevier Business Information Research surveyed 310 business-to-business
advertisers with responsibility for making media placement decisions. Advertisers surveyed were
representative of the variety of markets served by which Reed Elsevier Business Information Publishing
Company and Gordon Publications. Included in the survey was the question:

"Are you, or is someone in your department, responsible for establishing the presence of a
web site?"

CONCLUSION:

Just over six in ten marketers who currently have an Internet site say that they personally, or someone in
their department is responsible for establishing the presence of their Internet web site. The strong
involvement of marketing and media personnel confirms its attractiveness as a marketing tool.
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N.O. 810.0
When Will Business-to-Business Marketers Get Their Internet Sites?

Thirty percent of business-to-business marketers currently have an Internet web site. Within the next 18
months, this penetration will double among business-to-business marketers.
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PURPOSE:

To establish a time frame for overall Internet adoption.
METHODOLOGY:

In the fall of 1995, Reed Elsevier Business Information Research surveyed 310 business-to-business
advertisers with responsibility for making media placement decisions. Advertisers surveyed were
representative of the variety of markets served by Reed Elsevier Business Information Publishing Company
and Gordon Publications. Included in the survey were the questions:

"Does your organization currently have an Internet web site?"
"If your company does not presently have a web site, do you plan to get one?"

CONCLUSION:
Within the next 18 months, current Internet penetration among business-to-business marketers will double.
During this time period another 30% will join the established 30% in having a web site. The content flexibility,

low cost per user, and widespread reach that the Internet provides makes it an important component as part
of an overall marketing strategy.
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Do Buyers and Specifiers Visit Trade Magazine Websites? How Often Do They Use These Sites?

N.O. 813.2

Do Buyers and Specifiers Visit Trade Magazine Websites? How Often Do They Use
These Sites?

Yes! Currently 66% of buyers and specifiers visit trade magazine websites. These professionals visit trade
magazine sites an average of 2.4 times per week.

RESPONDENTS USING ON-LINE RESOURCES FOR BUSINESS
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Average number of times on-line users visit trade magazine sites = 2.4 times per week

Objective:

To determine whether buyers and specifiers visit trade magazine websites, and if so, how
often they visit.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included in the survey were the questions: "Have you visited websites from trade magazines?"
"How many times a week do you visit trade magazine websites?"

Conclusion:

A majority of buyers and specifiers are visiting trade magazine websites several times per
week. Marketers wanting to reach this audience should advertise on and link to trade
publications' websites in order to add additional depth to their current print coverage.
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N.O. 813.3
Have Buyers and Specifiers Increased Their Use of Trade Magazine Websites? How Will
Their Use Change in the Coming Year?

During the past 12 months, 84% of buyers and specifiers increased their
use of magazine websites. In the next 12 months, 65% expect their use
of these sites to increase.
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Objective:

To determine whether buyers' and specifiers' use of trade magazine websites has changed in
the last year and how their use will change in the next year.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of

all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included on the survey was the question: "How is your use of trade magazine sites changing?"

Conclusion:

During the past 12 months, 84% of buyers and specifiers increased their use of trade
magazine websites. Almost four in ten significantly increased their use.

Two-thirds of buyers and specifiers expect their use of trade magazine websites to increase
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Have Buyers and Specifiers Increased Their Use of Trade Magazine Websites? How Will Their Use Change in the Coming Year?

over the next year. Twenty-three percent expect their use to significantly increase. One-third

expect their use to remain the same--suggesting that they have fully incorporated use of trade
magazine websites into their information search tools.

Marketers wanting to reach these professionals should incorporate trade magazine websites
into their marketing mix.
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Are Trade Magazine Websites Considered Useful for Locating Products and Suppliers?

N.O. 813.5

Are Trade Magazine Websites Considered Useful for Locating
Products and Suppliers?

Yes! Over six in ten buyers and specifiers consider magazine websites' content useful for
locating products and suppliers.

USEFULNESS OF TRADE MAGAZINE WEBSITES FOR
LOCATING PRODUCTS AND SUPPLIERS
Respondents Using On-Line Resources for Business
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Objective:

To determine how useful buyers and specifiers consider trade magazine websites to be for
looking for products and suppliers.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of

all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included in the survey was the question: "How useful do you find magazine

websites as a method of locating products and suppliers via product news,
product archives, electronic ads, buyer's guides, articles, etc.?"
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Conclusion:

Buyers and specifiers consider trade magazine websites as useful in locating products and
suppliers. Marketers wanting their products to be considered for purchase, recommendation,
or evaluation should channel their product information into these websites by purchasing
electronic ads, directory listings, logos, banners, and buttons.
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N.O. 813.7

Have Buyers and Specifiers Used a Trade Magazine's Website to Access a Supplier's
Website? How Many Times?

Yes! Eighty percent of buyers and specifiers have used a magazine's website to access a supplier's
website ("hyperlinking"). Nearly one-third say they frequently link to a supplier's site from a magazine's
website.

HYPERLINKING TO SUPPLIER WEBSITES

Respondents Using On-Line Resources for Business
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Objective:

To determine if buyers and specifiers have used a trade magazine's website to
access a supplier's website, and if so, how many times?

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market
research firm, mailed 1,500 surveys to randomly selected recipients in our
Manufacturing group (SICs 20-39) with the following job titles: Corporate
Management, Management and Engineering professionals in Design, Research
and Development, Manufacturing and Plant Operations, Engineering, Quality
Assurance, and Quality Control. Respondents surveyed represented firms of all
sizes. In addition to the mail survey, a pre-mailing announcement postcard, a
follow-up survey, and a $1 incentive were included. The survey achieved a 36%
response rate.

Included on the survey was the question: "How many times have you
used a magazine's website to access ("hyperlink" to) a supplier's
website...through product archives, product news, electronic ads,
buyer's guides, etc.?"
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Conclusion:

To date, eighty percent of buyers and specifiers have hyperlinked from trade
magazines' websites to suppliers' websites. Close to one-third characterize their
hyperlinking as frequent. Trade magazines and their websites reach targeted
communities of like-minded decision-makers, buyers, and specifiers of various
products and services. Marketers wanting to reach these professionals should
place hyperlinks to their websites throughout trade magazine sites wherever
applicable (product archives, product news, electronic ads, buyer's guides, etc.)
to maximize the number of opportunities on-line users have to access their site.

For more information, contact Cahners Economics, Cahners Business
Information, 275 Washington Street, Newton, MA 02458, 617-964-3030.

CAHNERS BOSTON (Corporate ) )
OFFICES Headquargers)IO CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 520 =25t Touhy New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.

http://www.cahnerscarr.com/8137.htm (2 of 2) [2/6/2002 3:14:51 PM]


http://www.cahners.com/

Do Buyers and Specifiers Believe Trade Magazine Websites Add Value Beyond the Printed Publications?

N.O. 813.4

Do Buyers and Specifiers Believe Trade Magazine Websites Add Value
Beyond the Printed Publications?

Yes! Buyers and specifiers perceive trade magazine websites as offering relatively exclusive
services and

information that both complement the printed publications and help to identify products and
suppliers.

HOW TRADE MAGAZINE WEBSITES ADD VALUE BEYOND THE PRINTED PUBLICATIONS
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Objective:

To determine how buyers and specifiers perceive trade magazine websites.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm, mailed
1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39) with the
following job titles: Corporate Management, Management and Engineering professionals in Design,
Research and Development, Manufacturing and Plant Operations, Engineering, Quality Assurance,
and Quality Control. Respondents surveyed represented firms of all sizes. In addition to the mail
survey, a pre-mailing announcement postcard, a follow-up survey, and a $1 incentive were
included. The survey achieved a 36% response rate.

Included in the survey was the question: "How do you believe magazine websites

complement their printed publications... i.e. ways in which the websites provide
additional value or services?"
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Conclusion:

Buyers and specifiers consider trade magazines' websites as complementing the print publications.
The websites are believed to provide additional services and value and extend and enhance the
usefulness of the publication. Marketers wanting to fully cover their target audiences should
recognize the synergy between print trade magazines and their websites and incorporate both into

their marketing channels.
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Do Manufacturing Professionals Use the World Wide Web For Product Information and Evaluation?

No. 824.0b1

Do Manufacturing Professionals Use
the World Wide Web For Product
Information and Evaluation?

Yes. Among manufacturing professionals, there is a growing
trend regarding use of the Internet for product information and
evaluation.

USE OF WORLD WIDE WEB FOR PRODUCT INFORMATION AND
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Purpose:

To determine manufacturing professionals’ leading uses of the Web.

Methodology:

In the summer of 1998, Cahners Corporate Research surveyed 23,000 readers of Cahners

Business Information’s manufacturing titles. Included in the survey was the question:
“How do you use the Web?”
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Conclusion:

Manufacturing professionals are relying more and more on the Internet as a source of product
information and evaluation. As seen in the CARR Reports, both trade publications (CARR
Report 850.0) and their websites (CARR Reports 813.2 — 813.7) play a fundamental role in

communicating product information.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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Have Readers of Specialized Business Publications Visited a Manufacturer's Web Site in the Past 12 Months?
N.O. 825.0
Have Readers of Specialized Business Publications Visited a Manufacturer's Web Site in
the Past 12 Months?

Yes! Close to half of the readers of specialized business publications have visited a manufacturer's Web site
in the past 12 months.
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Purpose

To determine the extent to which readers of specialized business publications have visited
manufacturer's Web sites in the past 12 months.

Methodology

In March, 1997, Reed Elsevier Business Information Corporate Research Department
surveyed by phone 475 readers from Reed Elsevier Business Information Publishing
Company's publications covering the following industries: building and construction,
electronics, foodservice, manufacturing and scientific. Included in the survey was the question:

"How many times have you visited a manufacturer's Web site in the past 12
months?"

Conclusion

Within the past 12 months, nearly half of all readers surveyed visited a manufacturer's Web
site. Readers' wide usage of this medium suggests its acceptance in the market as a source
for information, and makes it a vital element in a firm's marketing and communications plan.

http://www.cahnerscarr.com/8250.htm [2/6/2002 3:15:00 PM]



Have Manufacturing Professionals Ever Requested Further Information From Companies Based On Something Seen On The Internet?

No. 861.0a

Have Manufacturing Professionals
Ever Requested Further Information
From Companies Based On
Something Seen On The Internet?

Yes. Eighty percent of manufacturing professionals have
contacted a company based on something they saw on the
Internet. Contacting companies based on the Internet has
grown in acceptance over the past year.
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Purpose:

To determine whether manufacturing professionals have contacted a company for further
information based on something seen on the Internet.
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Have Manufacturing Professionals Ever Requested Further Information From Companies Based On Something Seen On The Internet?

Methodology:

In the summer of 1998, Cahners Corporate Research surveyed 23,000 readers of Cahners
Business Information’s manufacturing titles. Included in the survey was the question:

“Have you ever requested further information from a company based on something you saw
on the Internet?”

Conclusion:

The Internet can be a powerful medium when delivering useful information. Internet users will
take action to contact a company if they see something of value. Marketers wanting to

capitalize on this should include the Internet in their media selections and make it easy for the
user to contact them. Websites should contain hotlinks, e-mail links, or 1-800 phone numbers

for ease of contact.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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Do Manufacturing Professionals Purchase Products From The Web?

No. 810.12a
Replaces 810.12

Do Manufacturing Professionals
Purchase Products For Business As A
Result Of Seeing Them On The
Internet? How Are The Transactions
Made?

Manufacturing professionals are relying on the Internet now more than ever for
business purchases. Not only are these buyers learning about products on the
Internet, but they are also completing the transactions on-line. Purchases and
on-line transactions have increased since last year, suggesting growing
acceptance of the Internet and electronic commerce.
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Do Manufacturing Professionals Purchase Products From The Web?

Purpose:

To determine whether manufacturing professionals have made purchases for business based
on something seen on the Internet and if so, how the transaction was completed.

Methodology:

In the summer of 1998, Cahners Corporate Research surveyed 23,000 readers of Cahners
Business Information’s manufacturing titles. Included in the survey were the questions:

"Have you ever purchased anything (for business) as a result of seeing it on the Internet?"

"Did you complete the transaction on-line?"

Conclusion:

The Internet continues to be a valuable tool for manufacturing professionals to learn about
products to use in their work. The extent to which on-line purchases have already been made
signals a growing acceptance of electronic commerce.

Marketers wanting to serve the broadest possible audience should consider incorporating
on-line purchase options.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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Do Manufacturing Professionals Currently Use or Plan to Use the Internet/World Wide Web?

No. 820.0b

Do Manufacturing Professionals
Currently Use or Plan to Use the
Internet/World Wide Web?

Yes. Since 1996, Internet/World Wide Web usage has more than
doubled among manufacturing professionals.
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Purpose:

To determine the extent of Internet/World Wide Web current and planned usage among
professionals in the manufacturing industries.

Methodology:

In the summer of 1998, Cahners Corporate Research surveyed 23,000 readers of Cahners
Business Information’s manufacturing titles. Included in the survey were the questions:

"Do you currently use the Internet/World Wide Web?"
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Do Manufacturing Professionals Currently Use or Plan to Use the Internet/World Wide Web?

“If no, when do you expect to use the World Wide Web?"

Conclusion:

Since 1996, more and more manufacturing professionals have Internet access at work. Over
the past three years, Internet access has more than doubled. The rapid growth of this new
medium makes it an increasingly important component in a firm’s marketing and
communications strategy.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
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How Do Manufacturing Professionals Expect Their Internet Usage to Change in the Future?

No. 821.1b

How Do Manufacturing Professionals
Expect Their Internet Usage to
Change In the Future?

Internet usage is coming on strong. Over three-quarters of professionals expect
their Internet use to increase. The percent of users who expect their internet
usage to remain the same has remained constant over the past year suggesting
that their usage patterns are already becoming established.
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To determine manufacturing professionals’ expectations of their future Internet use.
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How Do Manufacturing Professionals Expect Their Internet Usage to Change in the Future?

Methodology:

In the summer of 1998, Cahners Corporate Research surveyed 23,000 readers of Cahners
Business Information’s manufacturing titles. Included in the survey was the question:

"How do you expect your Internet usage will change in the future?"

Conclusion:

Manufacturing professionals have an increasing acceptance of their future use of the Internet.
Usage patterns are already beginning to become established.
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How Frequently Do Manufacturing Professionals Access the World Wide Web?

No. 822.0b

How Frequently Do Manufacturing Professionals Access the World Wide Web?

Very frequently. Manufacturing professionals who access the
Web do so on a frequent basis. Daily usage had increased by
47% since spring 1996.

DAILY WEB USAGE

(INDEXED TO 100)
Monthly Il 6%

147
126
. Less than

1996 1997 1998 monthly B 4%

1998 Resulis
Daily I G
Weely NG 35

Purpose:

To determine the frequency of the use of the World Wide Web among professionals in the
manufacturing industries.

Methodology:

In the summer of 1998, Cahners Corporate Research surveyed 23,000 readers of Cahners
Business Information’s manufacturing titles. Included in the survey was the question:

"How frequently do you access the World Wide Web?"
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Conclusion:

Manufacturing professionals are using the World Wide Web very frequently. Daily usage has
shown strong growth since 1996. Additional literature in the field suggests marketers wanting
to take advantage of these frequent use patterns should make their web sites as easy-to-use
and informative as possible. Site traffic is often increased by frequently updating the site’s
material to encourage repeat visits.
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How Much Time Per Week Do Manufacturing Professionals Spend on the World Wide Web?

No. 823.0b

How Much Time Per Week Do
Manufacturing Professionals Spend
on the World Wide Web?

On average, users spend 2 hours per week on the World Wide
Web. Over one-third spend in excess of 90 minutes per week.
These usage patterns have nearly doubled since spring 1996.
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Purpose:

To determine the time manufacturing professionals spend per week on the World Wide Web.

Methodology:

In the summer of 1998, Cahners Corporate Research surveyed 23,000 readers of Cahners
Business Information’s manufacturing titles. Included in the survey was the question:

"How much time per week do you currently use the World Wide Web?"
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Conclusion:

Manufacturing professionals are devoting an average of two hours per week for using the
World Wide Web. This increased time commitment suggests that marketers should consider
incorporating the Internet as part of a comprehensive marketing program. CARR Report
824.0B shows that product information and evaluation is their leading use of the Internet and
marketers contemplating their site’s contents should consider incorporating this type of
information.
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What are Business-To-Business Marketers' Plans for Linking Their Home Pages Through a Magazine's Web Site?

N.O. 813.0
What are Business-To-Business Marketers' Plans for Linking Their Home Pages
Through a Magazine's Web Site?

Over one-third of business-to-business marketers currently link or plan to link their home page through a
magazine's web site.

PERCENT OF RESPONDENTS

38%
62%
33%
y .
Currently link Plan to link Do not plan to link
with magazine with magazine with magazine

PURPOSE:

To benchmark business-to-business marketers plans to link their home page through a magazine's web site.
METHODOLOGY:

In the fall of 1995, Reed Elsevier Business Information Research surveyed 310 business-to-business
advertisers with responsibility for making media placement decisions. Advertisers surveyed were
representative of the variety of markets served by Reed Elsevier Business Information Publishing Company
and Gordon Publications. Included in the survey was the question:

"Are you now, or would you consider linking your home page through a magazine's web site?"
CONCLUSION:

Although five percent of respondents currently link their home page through a magazine's web site, nearly
seven times as many plan to do so. A company linking their home page through a carefully selected
magazine's web site increases their chances of reaching their desired audience.
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How Frequently are Web Sites Updated?

N.O. 813.1
How Frequently are Web Sites Updated?

Very frequently. Half of business-to-business marketers say their web sites are updated daily (27%) or
weekly (23%).

PERCENT OF RESPONDENTS

Web Siles updated. ..

—— Waekly 23% Annually 8%

50%

——— Daily 27% Monthly 37%

Purpose:

To determine how often companies update their web sites.

Methodology:

Reed Elsevier Business Information Research surveyed, by telephone, a random selection of
300 advertisers and prospects to determine how often they update their web site on the
Internet/World Wide Web. Respondents represent the diversity of markets and job functions
covered by Reed Elsevier Business Information publications in the following industries:
foodservice, electronics, computers, building and construction and manufacturing.

Conclusion:

Web sites are constantly changing and evolving to keep up with marketing strategies. The
flexible nature of their design makes them an ideal marketing tool. 27% of the respondents
indicated they update their company's web site daily; 23% indicated they update weekly; 37%
indicated they update monthly; and 8% update their site annually.
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To What Degree are Business-to- Business Web Sites Linked To Others?

N.O. 814.0

To What Degree are Business-to- Business Web Sites Linked To Others?

A fairly high degree. Currently over six in ten business-to- business marketers say their company's web site

is linked to another site. An additional 16% plan to link their site.

PERCENT OF RESPONDENTS

My company's web site is...

Purpose:

currently linked
to another site

66°%

will be linked will not be linked
to another site to another site
16% 18%

To determine whether companies link their web sites with other sites.

Methodology:

Reed Elsevier Business Information Research surveyed, by telephone, a random selection of
300 advertisers and prospects to determine how often they update their web site on the
Internet/World Wide Web and if they are linked to other sites. Respondents represent the
diversity of markets and job functions covered by Reed Elsevier Business Information
publications in the following industries: foodservice, electronics, computers, building and

construction and manufacturing.

The survey included the question: "Are you linked to other web sites?"

Conclusion:

Linking a web site with other web sites allows business-to-business marketers to provide their
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To What Degree are Business-to- Business Web Sites Linked To Others?

customers with greater access to a wide range of important information. 66% of the
business-to-business marketers surveyed indicated that their sites contained links and an
additional 16% plan to link.
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Do Business-to-Business Marketing Professionals Find the Internet/W...As A Marketing Tool? To What Extent Will It Be Used In The Future?

N.O. 815.0

Do Business-to-Business Marketing Professionals Find the Internet/World Wide Web
Useful As A Marketing Tool? To What Extent Will It Be Used In The Future?

88% of business-to-business marketing professionals find this source a useful/somewhat useful tool in
marketing their company's products/services. Similarly, 84% expect their use of the internet to increase.

% OF TOTAL RESPONDENTS
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To determine whether business-to-business marketing professionals find the Internet/World
Wide Web useful as a marketing tool and whether their use will increase in the future.

Methodology:

Reed Elsevier Business Information Research surveyed, by telephone, a random selection of
300 advertisers and prospects to determine if they find the Internet/World Wide Web a useful
tool for marketing their company's product/services and if their use of this as a marketing tool
will increase in the future. Respondents represent the diversity of markets and job functions
covered by Reed Elsevier Business Information publications in the following industries:
foodservice, electronics, computers, building and construction and manufacturing. The survey
included the question: how useful is the Internet/World Wide Web as a marketing tool and how
do you expect your use of the Internet/World Wide Web for marketing your company will
change in the future?
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Conclusion:

88% of respondents indicated they find the Internet/World Wide Web a useful/somewhat useful
tool for marketing their company. Use of the Internet/World Wide Web as a marketing tool for
companies will be on the rise - 84% of respondents indicated they expect their use of this tool
to increase in the future. None of the respondents indicated they expected their use to
decrease.

For more research on use of the Internet/World Wide Web, please see CARR report #300
series.
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What Drives Traffic to a Web Site?
N.O. 841.0
What Drives Traffic to a Web Site?

Internet users are most likely to learn of a Web site from articles and advertisements in specialized business
publications.

Percent of Respondents

Articias in specialized
business publications

Advertizenents in specialized
busmass publications

Linkz from: speciafized business
publicetions Wb siesg

Collgaguesiyord of mouth

Fromaotions for specialized
business publications

[rect miad

Purpose

To determine what drives traffic to a Web site.
Methodology

Reed Elsevier Business Information Research surveyed, by mail, Internet users who subscribe
to Reed Elsevier Business Information publications. Respondents represented the diversity of
markets and job functions covered by Reed Elsevier Business Information publications in the
following industries: building & construction, scientific, food and lodging, furniture, printing and
publishing, entertainment, electronics,computers and manufacturing. The survey included the
guestion:

"What are the major influences driving someone to a Web site?"
Conclusion

Seventy-four percent of respondents indicated articles in publications were the major influence
of Web site traffic; 65 percent indicated advertisements in publications; 59 percent indicated
links from publications' Web sites; and 58 percent indicated colleagues or word of mouth were
the major influence. Only 35 percent indicated promotions for publications' Web sites were the
lead source, while 18 percent indicated direct mail.

See also CARR Report 840.0: "Does Print Advertising in Publications Help Build Web Site
Activity"
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Have Readers of Specialized Business Publications Visited a Manufacturer's Web Site in the Past 12 Months?

N.O. 840.0
Does Print Advertising in Publications Help Build Web Site Activity?

Yes. A review of file transmission activity for Daily Variety’'s Showbiz Expo Web site
(www.showbizexpo.com) demonstrates that the average number of “hits” nearly doubled on days when a

print advertisement appeared in the publication. In particular, the average number of “hits” is greatest when
the URL address appears in the ad copy.

INDEX VALUE (Indexed to 100)
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100 100

(la] Advertizem ent Mo Addess Address
Avertisement
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Wiith LIRL Address s
Without URL Addre ss
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Wyith %'s. Whith out Ad
Purpose:

To determine how a print advertisement in a publication stimulates web site activity.

Methodology:

World Wide Web access statistics for Daily Variety were analyzed for the period May 15, 1996 (the day the
site was launched) to June 30, 1996 (the last day of the trade show).

Findings:

The data shows that the average number of “hits” on days when an advertisement appeared in Daily Variety
is nearly double that when there was no advertisement. Additionally, when the URL address
(www.showbizexpo.com) appeared in the print advertisement, “hits” increased by neatrly fifty percent.
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Have Readers of Specialized Business Publications Visited a Manufacturer's Web Site in the Past 12 Months?

Conclusion:

Print advertising in publications plays a key role in building web site activity. Advertisements should
prominently display the URL address of the web site to stimulate activity.
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What Sources do Internet Users Rely on for Product Information? What is the Primary Source?
N.O. 850.0

What Sources do Internet Users Rely on for Product Information? What is the Primary
Source?

Internet users most often use specialized business publications and the Internet for product information.

Specialized business publications are the primary source for product information by a 4 to 1 margin over any
other medium.
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Purpose

To determine what sources Internet users use for product information, and to identify which
one is their primary source.

Methodology

Reed Elsevier Business Information Research surveyed, by mail, Internet users who subscribe
to Reed Elsevier Business Information publications. Respondents represented the diversity of
markets and job functions covered by Reed Elsevier Business Information publications in the
following industries: building & construction, scientific, food and lodging, furniture, printing and
publishing, entertainment, electronics,computers and manufacturing. The survey included the

guestion:
"What sources do you use for product information?"

"What is your one primary source of product information?"
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What Sources do Internet Users Rely on for Product Information? What is the Primary Source?

Conclusion

Internet users rely on a variety of sources when looking for product information. Specialized
business publications are not only the most frequently mentioned source (77 percent), but are
also the leading primary source of product information among users of the Internet. Marketers
wanting to educate buyers about their products should continue to place particular emphasis
on specialized business publications and publications' Web sites to effectively deliver their

message.
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How Do Buyers and Specifiers Allocate Their Time Between General Search Engines and Specific Information-Based Sites?

N.O. 862.0
How Do Buyers and Specifiers Allocate Their Time Between General Search Engines
and Specific Information-Based Sites?

Buyers and specifiers spend close to three times more time on-line using specific
information-based sites than they do using general search engines.

OVERALL TIME SPENT ON-LINE
Respondents Using On-Line Resources for Business

Specific information-based sites (such as sites from magazines, the government,
customers, and on-line services such as AOL)

Objective:

To determine how buyers and specifiers allocate their time spent on-line between general
search engines and specific information-based sites.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included in the survey was the question: "Of the time you spend on-line for
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How Do Buyers and Specifiers Allocate Their Time Between General Search Engines and Specific Information-Based Sites?

business activities, what percent is spent with the following (excluding e-mail):
magazine websites, supplier websites, customer websites, government websites,
other business websites (i.e. trade associations), on-line services (i.e. AOL, etc.),
and WWW search engines (i.e. Yahoo, Webcrawler, etc.)"?

Conclusion:

Buyers and specifiers spend close to three times longer on-line visiting specific
information-based sites rather than general search engines. Marketers wanting to reach these
professionals should link to, advertise on, and create their own specific information-based
websites, rather than relying on more broad-based, general non-targeted search engines.
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Why Do Buyers and Specifiers Visit Supplier Websites?

N.O. 863.2
Why Do Buyers and Specifiers Visit Supplier Websites?

Supplier websites are used when buyers and specifiers are looking for comprehensive
corporate and product line information.

REASONS FOR USING SUPPLIER WEBSITES
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Objective:

To determine the reasons why buyers and specifiers access supplier websites.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included on the survey was the question: "Please check all of the reasons why you go to
supplier websites."

Conclusion:

The majority of buyers and specifiers access supplier websites for corporate and product line
information. Marketers wanting to reach these professionals should ensure that their websites
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Why Do Buyers and Specifiers Visit Supplier Websites?
contain information that is both comprehensive and well-organized in these areas.
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Cahners Advertising Research Reports -- Internet Advertising

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Internet Advertising

advertising helps to build Web site activity -- 840.0

electronic response mechanisms -- 840.1

reasons professionals respond by going to suppliers' Web sites -- 840.2

advertising drives traffic to a Web site -- 841.1
current use of the Web to market products/services -- 860.0
to obtain information about potential new suppliers -- 863.0

sources of learing about suppliers’ Web sites -- 863.1
perceptions of suppliers’ Web sites -- 863.3
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Do Buyers and Specifiers Look for Electronic Response Mechanisms in Trade Magazine Advertisements?

N.O. 840.1

Do Buyers and Specifiers Look for Electronic Response
Mechanisms in Trade Magazine Advertisements?

Yes! The majority of buyers and specifiers look for both website addresses and e-mail

addresses when they would like more information about products advertised in trade
magazines.

PERCENT OF RESPONDENTS USING ON-LINE RESOURCES FOR BUSINESS
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Objective:

To determine if buyers and specifiers look for electronic response mechanisms such as
website addresses and e-mail addresses in trade advertisements.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included in the survey was the question: "When you'd like to have more

information about products advertised in trade magazines, have you looked for
the following in ads?"
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Conclusion:

Eighty-seven percent of respondents look for website addresses in trade advertisements when
they would like to have more information about the product advertised, and sixty percent look
for e-mail addresses. Marketers should prominently place URLs and/or e-mail addresses in
their print advertisements to give readers an opportunity to obtain more information about the

product being advertised.
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Why Do Buyers and Specifiers Respond to a Magazine Advertisement Via the Supplier's Website?
N.O. 840.2

Why Do Buyers and Specifiers Respond to a Magazine Advertisement Via the Supplier's
Website?

Buyers and specifiers will respond to ads by accessing vendor websites when they need
immediate, detailed information.

REASONS PROFESSIONALS RESPOND TO ADS BY GOING TO SUPPLER WEBSITES
Respondents Using On-Line Resources for Business
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Objective:

To determine why buyers and specifiers will respond to magazine advertisements by
accessing a supplier's website as opposed to other methods of response.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included in the survey was the question: "Under what circumstances might you
respond to a magazine ad via the supplier's website as opposed to other
methods of response (reader service card, etc.)"?
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Conclusion:

Over eight in ten respondents (82%) respond to magazine ads by accessing vendor websites
when they need to obtain information fast, without speaking to a sales representative. Seven in
ten access supplier's websites to obtain information for a project right away. Marketers should
organize their websites to allow on-line users to quickly locate detailed information about
products featured in trade magazine advertisements.
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Do Buyers and Specifiers Use the Internet to Find Information About Potential New Suppliers?

N.O. 863.0
Do Buyers and Specifiers Use the Internet to Find Information About Potential New
Suppliers?

Yes! Just as many, if not more, buyers and specifiers visit potential supplier
websites/homepages as visit those of current suppliers. On average, they visit potential
supplier websites 3 times per week.

PERCENT OF RESPONDENTS USING
ON-LINE RESOURCES FOR BUSINESS

Polential Suppliers

Type of Vendor Site Number of Different Visits Per Week

Current Suppliers 3.3 Per Week

Potential Suppliers 3.0 Per Week

Total 6.3 Per Week (Unduplicated)
Objective:

To determine whether Buyers and Specifiers visit the websites of potential suppliers, and how
often they visit these websites in an average week.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included in the survey was the question: "How many times each week do you normally visit
each of these types of supplier websites/home pages?"
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Conclusion:

Buyers and Specifiers often visit the websites of vendors with whom they are not currently
doing business. Marketers should evaluate their company's website to ensure that it contains
both company information for potential customers, as well as product information required by
both current and potential customers.
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N.O. 863.3
How Do Buyers and Specifiers Perceive Suppliers Who
Have Their Own Websites?

Almost all buyers and specifiers have favorable impressions of vendors who have their own websites.
Vendors who have websites are perceived as market leaders with good customer service and broad,
contemporary product lines.

IMPRESSIONS OF VENDORS WHO HAVE THEIR OWN WEBSITES

Respondents Using On-Line Resources for Business
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Objective:

To determine how buyers and specifiers perceive suppliers that already have their own
websites.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included on the survey was the question: "What is your feeling about suppliers that already
have their own websites?"
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Conclusion:

Ninety percent of buyers and specifiers have positive impressions of suppliers who already
have their own websites. Almost seven out of ten (69%) feel that these companies are more
likely to be customer service-oriented and over half (55%) believe they are more likely to have
contemporary, up-to-date products. Marketers who do not currently support a website should
consider developing one. Marketers with websites should utilize other channels such as print
trade magazines and trade magazine websites to advertise their own sites.
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Cahners Advertising Research Reports -- Manufacturing Plants & Industry

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Manufacturing Plants & Industry

e business volume by size -- 710.2B

e capital expenditures -- 710.4B

e expenditures on materials -- 710.5B

e geographical distribution -- 711.1A
0 OEM --711.2A
0 process industry -- 711.3A

e number of plants, OEM & process industries -- 713.0

e personal sales call -- 542.2D

¢ Vvalue of shipments, by size of plant -- 720.1C
0 OEM --720.2C

¢ value of output -- 710.2B
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Cahners Advertising Research Reports Index -- Marketing Demographics

Cahners Advertising Research Reports -- Marketing Demographics

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Marketing Demographics
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Cahners Advertising Research Reports Index -- Market Share

Cahners Advertising Research Reports -- Market Share

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Market Share
(see Brand Awareness)

http://www.cahnerscarr.com/idxmarkshare.htm [2/6/2002 3:15:51 PM]
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Cahners Advertising Research Reports Index -- Meetings and Seminars

Cahners Advertising Research Reports -- Meetings and Seminars

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Meetings and Seminars
e readers who attend -- 533.1B

http://www.cahnerscarr.com/idxmeet.htm [2/6/2002 3:15:52 PM]
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Cahners Advertising Research Reports Index -- Multiple Ads in Same Issue

Cahners Advertising Research Reports -- Multiple Ads in Same Issue

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Multiple Ads in Same Issue
¢ percent of advertisements -- 120.2
e readership -- 120.3A

http://www.cahnerscarr.com/idxmultiads.htm [2/6/2002 3:15:53 PM]
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Cahners Advertising Research Reports Index -- OEM Industry

Cahners Advertising Research Reports -- OEM Industry

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

OEM Industry
e by SIC numbers -- 713.0
e characteristics of sales force -- 550.8A
o factors in specifying -- 551.6
¢ geographical distribution -- 711.1A
¢ value of shipments by SIC numbers -- 720.2C

http://www.cahnerscarr.com/idxoem.htm [2/6/2002 3:15:54 PM]
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Cahners Advertising Research Reports Index -- Pass-Along Readership

Cahners Advertising Research Reports -- Pass-Along Readership

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Pass-Along Readership
o after initial receipt -- 412.2A
e number of readers -- 412.0

http://www.cahnerscarr.com/idxpass.htm [2/6/2002 3:15:54 PM]
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Cahners Advertising Research Reports Index -- Personal Sales Calls

Cahners Advertising Research Reports -- Personal Sales Calls

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that

best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report

follows each listing.

Return to Subject List

Personal Sales Calls

average cost -- 542.1
average cost to close a sale -- 542.3
average cost by region -- 542.9B
cost of selected industries -- 542.2D
calls made to wholesalers/distributors and to ultimate users -- 542.7A
cost by product/service sold -- 542.21B
dollar amount at which customer transferred to direct sales -- 544.3
effective marketing strategies -- 560.2A
inside sales vs. direct sales, average sale -- 544.1
0 percent of sales -- 544.0
0 sales effort -- 544.7
leads from magazine card inquiries -- 210.7A
number of calls to close a sale -- 542.5D

number of people called on by industry & region -- 542.6

percent of calls by industry to wholesalers/distributors vs. ultimate users of
products/services -- 542.7A

percent of customers who receive sales calls -- 542.8A
selected industries -- 542.2D

sources of sales leads -- 560.3

to new clients -- 542.4B

http://www.cahnerscarr.com/idxpersonal.htm [2/6/2002 3:15:55 PM]
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Cahners Advertising Research Reports Index -- PIMS Research

Cahners Advertising Research Reports -- PIMS Research

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

PIMS Research
¢ (also see Case Histories) -- 2000.6, 2000.7, 2000.9, 2000.10, and 3000.1-3000.8

http://www.cahnerscarr.com/idxpims.htm [2/6/2002 3:15:56 PM]
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Cahners Advertising Research Reports Index -- Population

Cahners Advertising Research Reports -- Population

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Population
e by region. -- 701.B
e projected growth -- 701.2B

http://www.cahnerscarr.com/idxpop.htm [2/6/2002 3:15:57 PM]
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Cahners Advertising Research Reports Index -- Price

Cahners Advertising Research Reports -- Price

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Price
e mention in ads -- 115.2

http://www.cahnerscarr.com/idxprice.htm [2/6/2002 3:15:58 PM]
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Cahners Advertising Research Reports Index -- Process Industries Plants

Cahners Advertising Research Reports -- Process Industries Plants

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Process Industries Plants
e geographic distribution -- 711.3A
e number of plants & percent of total -- 713.0

http://www.cahnerscarr.com/idxpip.htm [2/6/2002 3:15:58 PM]
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Cahners Advertising Research Reports Index -- Product Information

Cahners Advertising Research Reports -- Product Information

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This

requires the free Adobe Acrobat™Reader.)

Return to Subject List

Product Information
estimate direct sales generated -- 2000.8
method of obtaining product information

u
u
u
u
u

most useful information -- 550.0
used/preferred -- 209.0A
immediate need requests -- 210.93
via service reader card -- 240.2C
via the Internet -- 826.0

postcard pack use -- 250.7A
usage, after receipt -- 210.0A
value of trade magazine advertising -- 414.0 (PDF available)

http://www.cahnerscarr.com/idxprodinf.htm [2/6/2002 3:15:59 PM]
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Cahners Advertising Research Reports Index -- Product Information Cards

Cahners Advertising Research Reports -- Product Information Cards

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Product Information Cards
(see Postcard Packs)
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Cahners Advertising Research Reports Index -- Profitability

Cahners Advertising Research Reports -- Profitability

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Profitability
(see Advertising Effectiveness, Brand Awareness)
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Cahners Advertising Research Reports Index -- Purchasing

Cahners Advertising Research Reports -- Purchasing

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Purchasing
e consult literature files -- 550.21
¢ OEM, major factors -- 551.6
e reader service inquirers -- 210.91

http://www.cahnerscarr.com/idxpurchase.htm [2/6/2002 3:16:02 PM]
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Cahners Advertising Research Reports Index -- Reach, Advertising

Cahners Advertising Research Reports -- Reach, Advertising

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This
requires the free Adobe Acrobat™Reader.)

Return to Subject List

Reach, Advertising

advertising in more than one magazine in a market -- 441.1A
awareness prior to seeing ads -- 210.6B
frequency of looking at advertising -- 412.5 (PDF available)

marketing communications channel. -- 3000.8

multiple specialized business magazines -- 441.1A, 442.1B, 442.2C (PDF available)
and 442.3A

new prospects -- 501.3
news weeklies, general business, specialized business -- 410.1E (PDF available)

two or more ads in same magazine issue -- 120.2 and 120.3A

http://www.cahnerscarr.com/idxreach.htm [2/6/2002 3:16:03 PM]
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410.1E

No. 410.1E

Do General Business/ Interest Magazines Reach Industry
Decision-Makers As Well As Specialized Business
Magazines?

No. Close to two-thirds of the readers surveyed do not subscribe to any general business/
interest magazines.

2 hours

1998 Resulis

1.2 hours 1.2 hours %gﬁrf;i-lqﬂ" ——
16-30 min. NG 107
21-5% min. NG 77
1 br-8% i I 15%:
Qi min.-
1 b 5% min. I 9%
23 hrs I 1%
3 hrs ar

1996 1997 1998 rore W 12%

Purpose:

To determine how well specialized and general business/ interest magazines are received
and read by industry decision-makers.

Methodology:

Cahners Research and Beta Research Corporation conducted the Cahners Macro Study
across 3.9 million primary recipients of 67 Cahners publications, to determine the professional
and personal characteristics of a mass audience of business executives and managers.

All respondents were asked questions concerning age, level of education, title/posi-tion,
occupation, and salary. Over 13,000 surveys were mailed. 4,376 usable responses were
received for an overall response rate of 33.7%.

The survey asked the question, “Which of the following do you, yourself, currently subscribe
to?”

http://www.cahnerscarr.com/4101e.htm (1 of 2) [2/6/2002 3:16:05 PM]
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Conclusion:

Close to two-thirds of industry decision-makers do not subscribe to general business or
general interest magazines. This indicates that considerably more decision-makers receive
specialized business magazines over general business/interest magazines.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.

01-99

http://www.cahnerscarr.com/4101e.htm (2 of 2) [2/6/2002 3:16:05 PM]


http://www.cahners.com/

Cahners Advertising Research Report

No. 410.1E

Replaces 410.1D

Do General Business Interest Magazines
Reach Industry Decision-Makers As Well
As Specialized Business M agazines?

No. Close to two-thirds of the readers surveyed do
not subscribe to any general business/ interest magazines.

PERCENT OF READERS

Newsweek - 10%
Time [ 9%
Wall Street Journal - 9%
Business Week - 8%
Money - %
Sports lllustrated - 6%
US News & World Report - 6%
Forbes . 4%
Inc. . 4%
Fortune . 3%
o ipsriesrnuger I ::'
Total Respondents = 4,249

SOURCE: Cahners Macro Study conducted by Beta Research Corporation

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.




Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.

Specialized Magazines for Automotive, Book Publishing, Building & Construction, Communications,
Electronics, Entertainment, Food Processing, Foodservice & Lodging, Jewelry, Manufacturing,
Medical & Scientific, Metals, Packaging, Printing, Retail Home Furnishings, Travel, Trucking

Purpose:

To determine how well specialized and general business/ interest magazines are
received and read by industry decision-makers.

Methodology:

Cahners Research and Beta Research Corporation conducted the Cahners
Macro Study across 3.9 million primary recipients of 67 Cahners publications, to
determine the professional and personal characteristics of a mass audience of
business executives and managers.

All respondents were asked questions concerning age, level of education, title/posi-
tion, occupation, and salary. Over 13,000 surveys were mailed. 4,376 usable
responses were received for an overall response rate of 33.7%.

The survey asked the question, “Which of the following do you, yourself, currently
subscribe to?”

Conclusion:

Close to two-thirds of industry decision-makers do not subscribe to general busi-
ness or general interest magazines. This indicates that considerably more deci-
sion-makers receive specialized business magazines over general business/
interest magazines.

For more information on Cahners Macro, call Phillip Buck, Director of Sales at
(313) 277-1800.

CAHNERS OFFICES

BOSTON (Corporate Headquarters): CHICAGO: NEW YORK: RADNOR:

Cahners Building 1350 East Touhy Avenue 2000 Clearwater Drive 245 West 17th Street 201 King of Prussia Rd.
Cahners Plaza P.0. Box 5080 Oak Brook, IL 60523 New York, NY 10011 Radnor, PA 19089

275 Washington Street Des Plaines, IL 60018 630-574-6000 212-645-0067 610-964-4000

Newton, MA 02458 847-635-8800

CARR Reports

617-964-3030
Visit Cahners Business Information on the Internet at http://www.cahners.com

CARR Reports may be reproduced without prior consent. 410.1E 6-99




Cahners Advertising Research Reports Index -- Reader Card Users

Cahners Advertising Research Reports -- Reader Card Users

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Reader Card Users
e contacted by sales representatives -- 210.5B
« how often do they see sales representatives -- 210.3
e purchasing power -- 210.91

http://www.cahnerscarr.com/idxrcu.htm [2/6/2002 3:16:07 PM]
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Cahners Advertising Research Reports Index -- Customer Satisfaction

Cahners Advertising Research Reports -- Customer Satisfaction

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Customer Satisfaction
¢ supplier/product attributes -- 270.1
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Cahners Advertising Research Reports Index -- Demographics

Cahners Advertising Research Reports -- Demographics

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This
requires the free Adobe Acrobat™Reader.)

Return to Subject List

Demographics
e readers of specialized business magazines -- 500.1C (PDF available)
¢ United States -- 701.B, 701.2B and 701.3B

http://www.cahnerscarr.com/idxdemo.htm [2/6/2002 3:16:08 PM]
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500.1C

No. 500.1C

Profile of Readers of Specialized Business
Magazines

Specialized business magazine subscribers are high-income, educated managers and
professionals who are buyers and specifiers of products and services used in their industries and
by their companies.

REPORT INCLUDES:

Age

page 2

Level of Education page 3

Size of Company

page 4

Occupation page 5

Purchasing Influence

page 6

Salary

page 7

Purpose, Methodology
and conclusion

page 8

Average Age of Readers of Specialized Business Magazines

The median age of a reader is 46 years.
The national median age is 36 years.

Percent of Readers

http://www.cahnerscarr.com/5001c.htm (1 of 6) [2/6/2002 3:16:13 PM]



500.1C

32%

29%
I |
18-24 25-H 35-44 45-54 95-64 65 and Over

Years Years Years Years Years Years

13%

7%

Total Respondents = 4,258

The Maximum Level of Education Attained by
Readers of Specialized Business Magazines

Over two-thirds of the readers have completed 16-20 years of schooling.
Twenty-four percent of the general national population has 4 or more
years of college and beyond.

PERCENT OF READERS
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500.1C

22%

10%

22%
1%

] I I
I ||||||||||

Some High Graduated Attended Graduated Post Grad Post Grad
School or High School College 4-year Without Degree

Total Respondents = 4,294

The Average Company Size of a Specialized Business
Magazine Reader

Over three in ten readers work for companies with more than 1,000
employees.

PERCENT OF READERS

Less than 10 1%,

10-24

25-99 17%

100-499

16%

500-999 6%

1.000-4,9949 11%

3,000-9,999 1%

10,000 or more 13%
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500.1C
Total Respondents = 4,105

Occupation of Readers of Specialized Business
Magazines

More than nine in ten readers are in professional, managerial, and
technical occupations.

PERCENT OF READERS

Professional,
Managerial,
& Technical

94%

Other
6%

Total Respondents = 4,113

Purchasing Decision Influence of Readers of
Specialized Business Magazines

Nearly nine out of ten respondents indicated being actively involved in
purchases for their company.

PERCENT OF READERS

http://www.cahnerscarr.com/5001c.htm (4 of 6) [2/6/2002 3:16:13 PM]



500.1C

Involved in
purchase decision

89%

Mot involved
11%

Total Respondents = 4,053

Total Personal Employment Income of Readers of
Specialized Business Magazines

The average personal employment income of a reader of a specialized
business magazine is $77,000 with the median at $62,000.

PERCENT OF READERS

ssoono-srs.o00 | -+

$75,000 - 599,999

Total Respondents = 3,907

Purpose:

To determine the personal characteristics of industry decision makers who read specialized
business magazines.
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Methodology:

Cahners Research and Beta Research Corporation conducted the Cahners Macro Study across
3.9 million primary recipients of 67 Cahners publications, to determine the professional and
personal characteristics of a mass audience of business executives and managers.

All respondents were asked questions concerning age, level of education, title/position,
occupation, and salary. Over 13,000 surveys were mailed. 4,376 usable responses were received

for an overall response rate of 33.7%.

Conclusion:

This study indicates the average specialized business magazine reader is 46 years old, with a
college degree and at least some post graduate work, and works for a company with less than
1,000 employees. This individual earns an average of $77,000 per year and most often is in a
professional, managerial, or technical position of authority and responsibility within the company
for which they work.

For more information on Cahners Macro, call Phillip Buck, Director of Sales at (313) 277-1800.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.

01-99
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Cahners Advertising Research Report

No. 500.1C

Replaces 500.1B

Profile of Readers of Specialized
Business Magazines

Specialized business magazine subscribers are high-income, educated
managers and professionals who are buyers and specifiers of products
and services used in their industries and by their companies.

REPORT INCLUDES:

Age

page 2

Level of Education page 3

Size of Company page 4

Occupation page 5

Purchasing Influence page 6

Salary page 7

Purpose, Methodology
and conclusion

page 8

SOURCE: Cahners Macro Study conducted by Beta Research Corporation

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.




Cahners Advertising Research Report

page 2

Average Age of Readers of
Specialized Business Magazines

The median age of areader is 46 years.
The national median age is 36 years.

PERCENT OF READERS

32%
29%

18%

18-24 25-34 35-44 45-54 55-64 65 and Over
Years Years Years Years Years Years

13%

1%

1%

Total Respondents = 4,258




Cahners Advertising Research Report

page 3

The Maximum Level of Education Attained by
Readers of Specialized Business Magazines

Over two-thirds of the readers have completed 16-20 years
of schooling. Twenty-four percent of the general national
population has 4 or more years of college and beyond.

PERCENT OF READERS

35%

22% 22%

10%

10%

1%

|
Some High Graduated Attended Graduated Post Grad Post Grad
School or High School College 4-year Without Degree
Less (1-3 years) College Degree

Total Respondents = 4,294




Cahners Advertising Research Report

page 4

The Average Company Size of a
Specialized Business Magazine Reader

Over three in ten readers work for companies
with more than 1,000 employees.

PERCENT OF READERS

Less than 10 21%

10-24

e
B

25-99

17%

100-499 16%

500-999

6%

1,000-4,999 11%

3
ES

5,000-9,999

10,000 or more 13%

Total Respondents = 4,105




Cahners Advertising Research Report

page 5

Occupation of Readers of
Specialized Business Magazines

More than nine in ten readers are in
professional, managerial, and technical occupations.

PERCENT OF READERS

Professional,
Managerial,
& Technical

94%

Other
6%

Total Respondents = 4,113




Cahners Advertising Research Report

page 6

Purchasing Decision Influence of Readers
of Specialized Business Magazines

Nearly nine out of ten respondents indicated being
actively involved in purchases for their company.

PERCENT OF READERS

Involved in
purchase decision
89%

Not involved

11%

Total Respondents = 4,053
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page 7/

Total Personal Employment Income of
Readers of Specialized Business Magazines

The average personal employment income of areader of a specialized
business magazine is $77,000 with the median at $62,000.

PERCENT OF READERS

unter s5.000 | "
sso.00- 75000 | 9
$75,000 - $99,999 _16%
$100,000 or more _18%

Total Respondents = 3,907




Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.

Specialized Magazines for Automotive, Book Publishing, Building & Construction, Communications,
Electronics, Entertainment, Food Processing, Foodservice & Lodging, Jewelry, Manufacturing,
Medical & Scientific, Metals, Packaging, Printing, Retail Home Furnishings, Travel, Trucking

Purpose:

To determine the personal characteristics of industry decision makers who read
specialized business magazines.

Methodol ogy:

Cahners Research and Beta Research Corporation conducted the Cahners
Macro Study across 3.9 million primary recipients of 67 Cahners publications,
to determine the professional and personal characteristics of a mass audience
of business executives and managers.

All respondents were asked questions concerning age, level of education, title/
position, occupation, and salary. Over 13,000 surveys were mailed. 4,376 usable
responses were received for an overall response rate of 33.7%.

Conclusion:

This study indicates the average specialized business magazine reader is 46
years old, with a college degree and at least some post graduate work, and
works for a company with less than 1,000 employees. This individual earns an
average of $77,000 per year and most often is in a professional, managerial, or
technical position of authority and responsibility within the company for which
they work.

For more information on Cahners Macro, call Phillip Buck, Director of Sales
at (313) 277-1800.

CAHNERS OFFICES

BOSTON (Corporate Headquarters): CHICAGO: NEW YORK: RADNOR:

Cahners Building 1350 East Touhy Avenue 2000 Clearwater Drive 245 West 17th Street 201 King of Prussia Rd.
Cahners Plaza P.0. Box 5080 Oak Brook, IL 60523 New York, NY 10011 Radnor, PA 19089

275 Washington Street Des Plaines, IL 60018 630-574-6000 212-645-0067 610-964-4000

Newton, MA 02458 847-635-8800

CARR Reports

617-964-3030
Visit Cahners Business Information on the Internet at http://www.cahners.com

CARR Reports may be reproduced without prior consent. 500.1C 6-99




Cahners Advertising Research Reports Index -- Direct Mail

Cahners Advertising Research Reports -- Direct Mail

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Direct Mail
o effective marketing strategies -- 560.2A
e number of cards returned -- 250.7A
e most effective mechanisms -- 560.1A
e postcard pack readership -- 250.6
¢ sell products/services -- 560.0

http://www.cahnerscarr.com/idxdirmail.htm [2/6/2002 3:16:16 PM]
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Cahners Advertising Research Reports Index -- Directories

Cahners Advertising Research Reports -- Directories

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Directories
o frequency of reference -- 450.2
o types of ads preferred -- 450.5
e uses by readers -- 450.4

http://www.cahnerscarr.com/idxdirect.htm [2/6/2002 3:16:17 PM]
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Cahners Advertising Research Reports Index -- Economics

Cahners Advertising Research Reports -- Economics

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Economics
¢ business expansion growth -- 700.02B

¢ length and severity of business contraction periods -- 700.03A

¢ length of business expansions -- 700.01B

http://www.cahnerscarr.com/idxecon.htm [2/6/2002 3:16:18 PM]
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How Much Growth Occurs Within a Business Expansion Period?

No. 700.02B

Replaces 700.02A

How Much Growth Occurs Within a
Business Expansion Period?

Growth during business expansions has ranged from
1.5% to 77%, and has averaged 33.8%.

PERCENT OF GROWTH IN A BUSINESS
EXPANSION PERIOD

33.8%

Aparaige
Girowah

For the period 1945-1998

'.-'.lmngesr

[1961.19689) T7.0%

weest [l 1.5%

| 1585 1500]

Basi Recent

B, .
(19%1-present] 34.3% as of March 1998 {and counting)

Purpose:

A business expansion is defined as the period between a low point in total output in the U.S.
economy and the following high point in production. This report examines how much growth
Is experienced during periods of business expansion.

Methodology:

Cahners Economics calculated the length and strength of post-war business expansions for
the industrial sector. Historical statistics were supplied by the Federal Reserve Board.

http://www.cahnerscarr.com/70002B.htm (1 of 2) [2/6/2002 3:16:20 PM]



How Much Growth Occurs Within a Business Expansion Period?

Conclusion:

Business expansions in the post-war period have ranged from 1.5% to 77.0% growth in
industrial production, and have averaged 33.8%. The current expansion period (1991 to the
present) has thus far created growth of 34.3%.

For more information, contact Cahners Economics, Cahners Business Information, 275
Washington Street, Newton, MA 02458, 617-964-3030.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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What is the Length and Severity of Periods of Business Contraction?

No. 700.03A

Replaces 700.03

What is the Length and Severity of Periods
of Business Contraction?

Periods of business contractions have run from as little
as 7 months to 18 months. Production has declined
between -4.6% and -14.8%.

PERIODS OF BUSINESS CONTRACTION

Business Contractions Periods Length in Percent of
Months Production Decline

Most Severe/Longest 1973-1975 16 -1_B%

Shortest 1980-1981 & -4.6%

Most Recent 1950-1951 & -4.6%

Purpose:

A business contraction is defined as the period between a high point in total output in the U.S.
economy and the following low point in production. This report illustrates how long periods of
business contraction last, and the effect of these periods on the U.S. economy.

Methodology:

Cahners Economics calculated the length and strength of post-war business contractions (or
recessions) for the industrial sector. Historical statistics were supplied by the Federal Reserve
Board.

http://www.cahnerscarr.com/70003A.htm (1 of 2) [2/6/2002 3:16:22 PM]



What is the Length and Severity of Periods of Business Contraction?

Conclusion:

The longest business contraction period was from 1973-1975 (16 months), while the shortest
business contraction period was from 1990-1991 (6 months). The U.S. economy declined by
-14.8% during the longest business contraction period (1973-1975), and only declined by
-4.6% during the shortest period. The most recent recession is also the shortest.

For more information, contact Cahners Economics, Cahners Business Information, 275
Washington Street, Newton, MA 02458, 617-964-3030.

NOTE: The PIMS report (an analysis of industrial business performance under different
market conditions) shows that businesses who aggressively increased media advertising
expenditures during the last recession (just 25% of all businesses) increased their market
share 2 1/2 times the average for all businesses in the post-recession period. For a full
explanation, see CARR Report #2000.7--Media Advertising When Your Market is in a
Recession.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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Cahners Advertising Research Reports Index -- Editorial Readership

Cahners Advertising Research Reports -- Editorial Readership

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Editorial Readership
e compared to advertising -- 412.4
¢ seasonal fluctuation -- 413.1A

http://www.cahnerscarr.com/idxedread.htm [2/6/2002 3:16:23 PM]
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Cahners Advertising Research Reports Index -- Expenditures

Cahners Advertising Research Reports -- Expenditures

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Expenditures
e capital -- 710.4B
e Mmaterials -- 710.5B

http://www.cahnerscarr.com/idxexpend.htm [2/6/2002 3:16:23 PM]
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Cahners Advertising Research Reports Index -- Foodservice Industry

Cahners Advertising Research Reports -- Foodservice Industry

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Foodservice Industry
e personal sales call -- 542.2D
o sales staff -- 550.7
e size of industry -- 760.1D
e eating out habits -- 760.3A

http://www.cahnerscarr.com/idxfoodind.htm [2/6/2002 3:16:24 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Four-Color

Cahners Advertising Research Reports -- Four-Color

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Four-Color
e percent of ads -- 112.2D
e readership. -- 105.1B, 110.3B and 111.11
e increase sales -- 112.3

http://www.cahnerscarr.com/idxfourclr.htm [2/6/2002 3:16:25 PM]
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Cahners Advertising Research Reports Index -- General Business Magazines

Cahners Advertising Research Reports -- General Business Magazines

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This
requires the free Adobe Acrobat™Reader.)

Return to Subject List

General Business Magazines

vs. specialized business magazines -- 410.1E (PDF available)

audience reached -- 540.3B

by color -- 540.2D

cost of advertising- by size -- 442.1B
readership -- 442.2C (PDF available)

receivership -- 442.3A

http://www.cahnerscarr.com/idxgbm.htm [2/6/2002 3:16:26 PM]
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Cahners Advertising Research Reports Index -- Reader Inquiries

Cahners Advertising Research Reports -- Reader Inquiries

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This
requires the free Adobe Acrobat™Reader.)

Return to Subject List

Reader Inquiries
e aware of products prior to seeing ads. -- 210.6B
e buying responsibility -- 210.9A
e by size of ad -- 250.1A
e Dby size of company -- 240.4A
e by telephone -- 260.1 and 260.2
e contacted by sales representatives -- 210.5B
e costof -- 250.2A
o effective marketing strategies -- 560.2A
e how do readers obtain information -- 240.1A
o formal programs for qualifying inquiries/sales -- 210.71
o from new prospects vs. existing customers -- 220.1
o from subscribers and non-subscribers -- 211.1A
e how long to receive requested information -- 240.2C
e how long will an ad keep producing inquiries -- 240.3A
e number of cards returned -- 210.7A
e percent from subscribers vs. non-subscribers -- 211.1A
e postcard pack usage -- 250.6 and 250.7A
e purpose of -- 210.2A
e rating of information received from company -- 210.12B
e seasonal differences -- 250.22
e use of 800 numbers -- 413.6, 210.93 and 209.0A
e use of product information -- 210.0A
o Vvalue of trade magazine advertising -- 414.0 (PDF available)

http://www.cahnerscarr.com/idxreading.htm [2/6/2002 3:16:29 PM]
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Cahners Advertising Research Reports Index -- Readers

Cahners Advertising Research Reports -- Readers

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Many CARR Reports are also available in PDF format. Click the link (PDF available) to access this. (This
requires the free Adobe Acrobat™Reader.)

Return to Subject List

Readers
¢ attend meetings and seminars -- 533.1B
e costtoreach -- 541.2A

e profile: age of, level of education, occupation, salary, purchasing decision influence --
500.1C (PDF available)

e Vvalue of trade magazine advertising -- 414.0 (PDF available)

http://www.cahnerscarr.com/idxreaders.htm [2/6/2002 3:16:30 PM]
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Cahners Advertising Research Reports Index -- Receivership

Cahners Advertising Research Reports -- Receivership

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Receivership
¢ by industry decision makers -- 442.1B and 442.3A

http://www.cahnerscarr.com/idxreceive.htm [2/6/2002 3:16:30 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Recession

Cahners Advertising Research Reports -- Recession

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Recession
e advertising -- 2000.7

http://www.cahnerscarr.com/idxrecession.htm [2/6/2002 3:16:31 PM]
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Cahners Advertising Research Reports Index -- Retail Sales

Cahners Advertising Research Reports -- Retail Sales

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Retail Sales
e increasein -- 750.1B
e sources of sales leads -- 560.3

http://www.cahnerscarr.com/idxretail.htm [2/6/2002 3:16:32 PM]
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Cahners Advertising Research Reports Index -- Sales Literature

Cahners Advertising Research Reports -- Sales Literature

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Sales Literature
o frequency of buyers consulting literature files -- 550.21
e contacted by sales representatives -- 210.5B
e costof -- 250.2A
o effective marketing strategies -- 560.2A
o formal programs for qualifying inquiries/sales -- 210.71

http://www.cahnerscarr.com/idxsaleslit.ntm [2/6/2002 3:16:33 PM]


http://www.cahnerscarr.com/idxhome.htm

Cahners Advertising Research Reports Index -- Sales Representatives

Cahners Advertising Research Reports -- Sales Representatives

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Sales Representatives
o call all clients once a year -- 542.8A
o calls to new clients -- 542.4B
o cover all potential customers. -- 540.4
o frequency of visits to inquiry card users -- 210.3
« how often seen by readers of design magazines -- 550.3A
e inquirers contacted -- 210.5B
e Mmost important qualities -- 550.8A
e personal characteristics -- 550.7

http://www.cahnerscarr.com/idxsalesrep.htm [2/6/2002 3:16:34 PM]
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Cahners Advertising Research Reports Index -- Seminars & Meetings

Cahners Advertising Research Reports -- Seminars & Meetings

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Seminars & Meetings
o affect of pre-show promotion -- 533.2
e readers who attend -- 533.1B

http://www.cahnerscarr.com/idxseminar.htm [2/6/2002 3:16:35 PM]
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Cahners Advertising Research Reports Index -- Specialized Business Magazines

Cahners Advertising Research Reports -- Specialized Business Magazines

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Specialized Business Magazines
(also see Readership)

e circulation of -- 501.2
o editorial coverage in. -- 552.1
o (qualities when choosing to advertise -- 501.1
e reach--441.1A
e readership -- 411.1B and 413.3A
o time spend reading. -- 420.1A
e number of times read. -- 412.3A
e Vs. general business magazines
0 audience reached -- 410.1D
0 cost of advertising -- 540.2D and 540.3B
O readership -- 442.2B
O receivership -- 442.1B and 442.3A

http://www.cahnerscarr.com/idxsbm.htm [2/6/2002 3:16:36 PM]
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Cahners Advertising Research Reports Index -- Standard Industrial Classification

Cahners Advertising Research Reports -- Standard Industrial Classification

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Standard Industrial Classification (SIC)
o distribution -- 713.0
¢ Vvalue of shipments, U.S. OEM plants -- 720.2C

http://www.cahnerscarr.com/idxsic.htm [2/6/2002 3:16:37 PM]
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Cahners Advertising Research Reports Index -- Telephone

Cahners Advertising Research Reports -- Telephone

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Telephone
o calls to new clients -- 542.4B, 260.1 and 260.2
¢ immediate need requests for product information -- 210.93
o used/preferred methods of requesting information -- 209.0A

http://www.cahnerscarr.com/idxtelephone.htm [2/6/2002 3:16:38 PM]
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Cahners Advertising Research Reports Index -- Time Spent

Cahners Advertising Research Reports -- Time Spent

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Time Spent
¢ reading magazines -- 420.1A
e number of times read -- 412.3A

http://www.cahnerscarr.com/idxtimespent.htm [2/6/2002 3:16:38 PM]
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Cahners Advertising Research Reports Index -- Typeface & Type Style

Cahners Advertising Research Reports -- Typeface & Type Style

The purpose of this index is to help you find the Cahners Advertising Research Reports you need, as well as
those that deal with related subjects. The index is alphabetical. Each report is listed by the category that
best describes its content and subject matter. Many reports are listed under several different categories and,
where possible, reports that deal with similar subjects are listed as a group. The number of the CARR report
follows each listing.

Return to Subject List

Typeface & Type Style
e body copy -- 1310.6
o headline features --1310.7
e headlines -- 1310.5
e reading comprehension -- 1310.2
e reverse type readership -- 1310.3
e upper and lower case readership -- 1310.4

http://www.cahnerscarr.com/idxtypeface.htm [2/6/2002 3:16:39 PM]
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How Long Does it Take to See the Results of a Specialized Business Magazine Advertising Campaign?

N.O. 1123

Does the Use of Four-Color Advertisementsin a
Specialized Business Magazine Advertising Campaign
| Nncrease Sales?

When afour-color insert appeared in the middle of a black & white campaign,
product sales climbed dramatically.

PORTABLE SAFETY PRODUCT

Advertising in specialized business magazines can start to pay off in four to six months.

Portable Safety Product SALES RESPONSE ($)

Percenl Relative Incraase®
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PURPOSE:

To determine how long it takes to see the results of an advertising program in a specialized business
publication

METHODOLOGY:

The ARF/ABP study is the result of a three year study conducted to measure the impact of specialized
business publication advertising on the sales of business products.

Several different products were chosen to reflect different price points, product life spans, applications,

http://www.cahnerscarr.com/1123.htm (1 of 2) [2/6/2002 3:16:43 PM]



How Long Does it Take to See the Results of a Specialized Business Magazine Advertising Campaign?

distribution channels, and target markets. Every effort was made to limit any additional advertising or
promotion to which potential buyers might be exposed.

Each publication’s circulation list was divided into equal groups and then exposed to different advertising
frequency schedules. This created three groups: low, medium, and heavy advertising cells. In each case,
the low cell received the same amount of advertising that was being run before the test began. Each product
was advertised for a 12-month period in appropriate specialized business publications. For the portable
safety product, ads were run from November 1984 October 1985.

CONCLUSION:

It takes four to six months to see the effect of an advertising campaign. The first measurable sales increase
for the portable safety product was recorded during the fifth month of the advertising campaign.

http://www.cahnerscarr.com/1123.htm (2 of 2) [2/6/2002 3:16:43 PM]



Cahners Advertising Research Ref

No. 112.3

Does the Use of Four-Color Advertisements
In a Specialized Business Magazine
Advertising Campaign Increase Sales?

When a four-color insert appeared in the middle of a
black & white campaign, product sales climbed dramatically.

~

PORTABLE SAFETY PRODUCT

Sales Response ($) Low Cell

700

Percent ¢

Relative End of Campaign
Increase* 500

400
Sales Gain

300

200 Insertion Error

100

3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24
1985 1986

Number of Months Since First Insertion

*Percent Relative Increase indicates the increase in sales in comparison to the level of sales
before the campaign began.

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.




Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.

Specialized Magazines for Building/Construction, Communications, Electronics, Entertainment,
Foodservice/Food Processing/Lodging, Interior Design/Furnishings,
Manufacturing, Printing/Packaging, Processing/Scientific/Medical, Publishing, Travel.

Purpose:

To determine whether the use of four color in ads in specialized business publications
can increase sales.

Methodology:

The ARF/ABP study is the result of a three year study conducted to measure the impact
of specialized business publication advertising on the sales of business products.

Several different products were chosen to reflect different price points, product life
spans, applications, distribution channels and target markets. Every effort was made
to limit any additional advertising or promotion to which potential buyers might be
exposed.

Each publication’s circulation list was divided into equal groups and then exposed to
different advertising frequency schedules. This created three groups: low, medium
and heavy advertising cells. In each case, the low cell received the same amount of
advertising that was being run before the test began. Each product was advertised for
a 12 month period in appropriate specialized business publications. For the portable
safety product, ads were run from November 1984 — October 1986

Originally only black and white ads were scheduled to run in the low advertising cell for
the portable safety product. A mistake resulted in the appearance of a four color ad in
the April issue. Within 4-6 months after the appearance of the ad, product sales climbed
dramatically.

Conclusion:

Color can have a positive impact on sales. In the case of the portable safety product,
sales surged 4—6 months after a color ad mistakenly replaced a black and white

advertisement.
For more information contact: American Business Press
205 East 42nd Street, New York, NY 10017
CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:

Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.0. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.

CARR Reports may be reproduced without prior consent. 112.3 88-12



Is Advertising Readership Influenced by Ad Size?

N.O. 110.1c (Replaces 110.1b)

Is Advertising Readership Influenced by Ad Size?

As the size of the advertisement increases, so does the readership score.

MEDIAN NOTED SCORES

S6%

41%

24%

Total Ads Studied = 107,506

Fractional One-Page Two-Fage
Ads Ads Spread Ads PURPOSE:

To determine the effect of ad size on advertising readership.
METHODOLOGY:

Reed Elsevier Business Information Research analyzed, via Reed Elsevier Business Information Advertising
Performance Studies, 107,506 advertisement that appeared in 57 Reed Elsevier Business Information
publications from 1972 to 1992. Included were all ads one-half page or larger. The ads were divided into
categories by size, and comparisons were made after median noted scores were tallied. Noted scores
indicate the percentage of readers who remembered seeing the advertisement in the issue surveyed and
represent results from among 384,642 readers.

Reed Elsevier Business Information Advertising Performance Studies are conducted by mail among a
random sample of readers. Each study is based on a minimum of 100 replies.

CONCLUSION:

Typically, an advertiser can expect to receive higher readership from larger sized ads. Spread
advertisements receive 37% more readership than one-page ads. One-page ads receive 71% higher
readership than fractional ads. Readership scores have increased for one-page and spread ads since this
analysis was first conducted in 1986.
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Do Advertisements in Trade Publications Open Doors for Sales Calls to New Accounts?

NO. 2109a
Do Advertisements in Trade Publications Open Doors for Sales Calls to New Accounts?

Yes. Over nine in ten buyers are likely to grant a sales appointment if they have general knowledge of the
supplier's reputation, product line and capabilities.

PERCENT OF BUYERS WHO. ..

8%
Would not
grant an

92% appointment

Wyould grant
appointment

PURPOSE:

To determine how manufacturers and distributors can help their direct sales staff to get sales appointments
with new accounts.

METHODOLOGY:

Gordon Publications, Inc., a division of Reed Elsevier Business Information Publishing Company, surveyed
9,397 reader service inquirers from 100 different advertisements which ran in 17 different Gordon
Publications. Magazines selected for this study represented the following industries: scientific, medical,
industrial, manufacturing, construction, and advanced technology. The survey was fielded approximately six
months after the advertisements appeared in the publications. The following results are based on 4,723
completed surveys. The survey included the question:

"Are you more likely to grant an appointment to a sales rep when you already have general
knowledge of the supplier's reputation, product line and capabilities?"

The full report "The Blue Chip Advertisers Research Study Il: How Do Market Leaders Stay That Way?" is
available from Gordon Publications, Inc. or Reed Elsevier Business Information Publishing Company, Inc.,
divisions of Reed Elsevier, Inc.

CONCLUSION:

Advertising in trade publications is critical in helping to establish relationships between sales representatives
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and new accounts. Advertising sets a positive foundation for a welcome reception when sales
representatives call. Buyers are far more likely to grant an appointment to a sales representative if they
already have general knowledge of the supplier's reputation, product line and capabilities.
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No. 103.1B

Do Specialized Business Magazine Readers

Have a Preference for Specifying/Purchasing
Advertised or Non-Advertised Products?

94% of readers prefer to specify/
purchase advertised products.

PERCENT OF READERS

Select Non-
Advertised
Products
6.5% .
Select Advertised
Products
93.5%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.




Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.

Specialized Magazines for Building/Construction, Communications, Electronics, Entertainment,
Foodservice/Food Processing/Lodging, Interior Design/Furnishings,
Manufacturing, Printing/Packaging, Processing/Scientific/Medical, Publishing, Travel.

Purpose:

To determine if specialized business magazine readers specify and/or purchase
non-advertised products or services.

Methodology:

Cahners Research surveyed 4,000 readers from 10 Cahners publications to
determine preference for specifying/purchasing advertised or non-advertised
products. These publications represent the diversity of markets and job functions
covered by Cahners publications. A 21% response rate was received. The survey
included the question, “Suppose you wanted to specify/purchase a product which
was obtainable from two different manufacturers. The products were identical in
price, etc. One product was advertised; the other was not.

Which would you select?”

Conclusion:

94% of specialized business magazine readers prefer to specify/purchase
advertised products or services.

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.0. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.

CARR Reports may be reproduced without prior consent. 103.1B 90-08



Does Specialized Business Magazine Advertising Reduce Selling Expenses?

NO. 534.0
Does Specialized Business Magazine Advertising Reduce Selling Expenses?

Yes! Advertising creates initial awareness for products, generates sales leads and initiates relationships with
new customers.

PERCENT OF BUYERS SAYING. ..
Prior to seeing the add...

Buyer recently identified
nead for product type

52%

Buyer was previously
unfamiliar with the product

Buyer had not previously
discussed product with
supplier's representative

83%

When making an inguiry...

When making an inguiny to
the advertiser, buyer had a
specific application in mind
When making an inguiry,
buyer was not already a
customer of the adveriser

79%

Sales meetings...

Buyer initiates contact

with supplier’s representative,
rather than be contacted by
reprosentative

90%

PURPOSE:
To determine whether specialized business advertising reduces selling expenses.
METHODOLOGY:

Gordon Publications, a division of Reed Elsevier Business Information Publishing Company, surveyed 9,397
reader service inquirers from 100 different advertisements which ran in 17 different Gordon Publications.
Magazines selected for this study represented the following industries: scientific, medical, industrial,
manufacturing, construction, and advanced technology. The survey was fielded approximately six months
after the advertisements appeared in the publications. The following results are based on 4,723 completed
surveys. The survey included the questions:

"Prior to seeing the products in our magazine, were you familiar with this specific product?"
"Prior to seeing these products in our magazine, had you ever discussed them with a
representative of the company?"

"When you requested more information, were you already a customer of this specific division
or company?'

"Have you been in contact with a sales representative of this firm and who initiated contact?"
"Did you have a specific application or use in mind?"

http://www.cahnerscarr.com/5340.htm (1 of 2) [2/6/2002 3:16:53 PM]
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"When you requested more information at what stage of buying process was your
organization?"

CONCLUSION:

Advertising informs buyers with both current needs and specific applications in mind about your product.
New customers, as well as existing customers, who may have previously been unaware of your product,
frequently contact sales representatives on their own initiative, thus reducing selling expenses.
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"How to Improve Profitability Through Advertising”

NO. 2000.4
"How to Improve Profitability Through Advertising"

Creating Product Awareness, Preference and Share of Market

Finding the consuming industries, plants, and the important buying influences are but half of the job facing
the industrial marketer.

The next tasks facing the marketer are:
1. creating awareness for the product or service,
2. developing preference for it,
3. increasing share of market.

If these three tasks are done properly, the marketer will improve return on investment, or profitability.

In other words, the marketer will be successful in the business marketplace.

l PROFITABILITY \

SHARE OF MARKET

PREFERENCE

Awareness is the First Step in Creating
Preference

AWARENESS

The first step, obviously, in creating preference is to
make potential customers aware of your company, its products and its capabilities.

Awareness of your products or services can be created from numerous sources. Direct contacts, such as by
your salespeople, or from your exhibits at trade shows are two obvious examples.

Research shows, though, that most product awareness is created through indirect sales techniques, the four
most prominent being:

1. advertising

2. direct mail

3. catalogs

4. publicity
The reason indirect sales is a prime source of creating awareness is simple: promotional devices like those
listed above can bring your message to thousands -- even millions -- of people at an exact point in time at a
very low cost per impression. Direct sales efforts, on the other hand, are limited by the size of the sales

force, the number of calls that can be made within a given period of time, and your company's knowledge of
a potential customer's existence.

Research has proven, however, that creating awareness is not an instantaneous occurrence. Often the
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communications target must be appealed to several times before he/she will notice and remember the
message. The human mind, moreover, tends to forget most of what it is exposed to. Therefore the
communications task becomes one of continually reminding the key prospects of who one is, what one
produces, why these products are better, easier, cheaper, etc.

The Human Tendency to Forget. .. The Ebbinghaus Curve

When a message is introduced, the average person remembers only one half after the first day. . .

100% -

20% -+

Moreover, it was found that,

even when exposed to four
D% -11 4 Li L 4 ¥ | ] 4 ¥ | ] L] ¥ F L ¥ F L L ¥ L LI ¥ F L 4 F L] 4 F I
1 Ol a0 Days | Messages a year, remembrance

of the message increased to just

20%. To the manufacturer whose salesmen call on their customers an average of four times per year (and

research has shown this to be the average for industrial product sales) the message is obvious. Creating

awareness for its products requires considerably more exposures to the marketplace than can be delivered

by the salesforce alone.

Four sales messages a year will help to increase that retention.

100% =

066 T
DIRECT SALES-
AVERAGE

0% -
0%

In fact, at an average of four calls per day, the typical industrial salesman will make less than 1,000 calls per
year -- and that's assuming they make four calls each and every working day. More likely, they will make
about 800 calls per year, once office days, sales meeting days, vacation days, sick days, etc. are figured in.

Obviously, the industrial salespeople will be unable to call on all of the potential buying influences within
their territories. And many that are called on are seen just once or twice a year. Thus the marketer must
depend on other types of "indirect sales" communication if he/she hopes to increase awareness for the
company's products or services.
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Other communication tools also help to improve remembering -- reduce forgetting.

1005 +
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DIFECT SALES ¢
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The prominent way to improve awareness -- and remembrance -- of one's message is to repeat the number

of communications to the target prospect group through as many sources as possible.

Foremost among the means of creating awareness, therefore, is frequency of communication.

Retention can be improved as frequency of your message is increased.

% OF RE CALL
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Preference Leads to Market Share

Once the customer is aware of your company and its products, the next step is to create a preference for
them in his/her mind.

Of course, the product and marketing qualities the producer brings to the market are primary in creating
preference. Obviously, if your company offers an advantage in:
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e Product Quality o Delivery e Technical Help
e Price e Service e Overall Reputation

your products will be preferred.

However, these advantages must be communicated in order to obtain maximum benefit. The conclusions of
the John E. Morrill Study, as reported in the Harvard Business Review, March-April 1970, documented this
point. The study, conducted over 1000 companies at 30,000 locations, found:

o Advertising does change opinions and attitudes. These changes build up to a maximum level that
depends on the frequency (and the content) of the advertising.

¢ In most cases, share of customers and share of dollars follow a curve similar to that of the opinions
changed by the advertising.

e An adequate advertising program can significantly improve the number of closings of both distributor
and manufacturer salespeople. It is usually most helpful where the distributor's salespeople are not
able to reach the principal buyers with any regularity.

¢ Although qualitative features are doubtless of great importance to a program's success, lack of
frequency of advertising is the single most common cause of program failure. Out of several hundred
failures studied, more than 90% ran fewer than 5 pages of advertising in one magazine in a 12-month
period.

¢ Given adequate frequency, most industrial advertising appears extremely profitable. Total cost of
selling to groups exposed to the advertising often drops by 10% to 30%.

o Non-advertisers stand at a serious disadvantage in a well-advertised market. Their cost of selling to
groups exposed to their competitors' advertising may actually increase 20% to 40%.

Market Share is Linked to Profitability

Awareness leads to preference, which Morrill proved leads to market share. Two highly respected,
independent Research Organizations, The Strategic Planning Institute and the Boston Consulting Group,
have found that market share improved return on investment, or profitability.

The Strategic Planning Institute, through its PIMS program, asked the question, "Why does market position
improve profitability,” and went on to list, and prove, three theories:

1. Economies of Scale: The high-share producer benefits to a greater degree than competitors from
economies of scale in manufacturing, marketing, financing, purchasing, the use of inventories and in
various other business functions. Therefore, lower costs; therefore, higher profits.

2. The Experience Curve: According to the theory formulated most elegantly by the Boston Consulting
Group, the high-share firm, particularly if it has had a high share for a long time, has had the
opportunity to move further down the learning curve. Therefore, lower costs; therefore, higher profits.

3. Bargaining Power: The high-share business is not as easily intimidated by its competitors or by its
customers. It is more likely to be able to keep at least some of the benefits of greater efficiency,
higher quality or greater diligence. Therefore, higher profits.

The evidence lends support to all three theories, suggesting that they all play a role in the process.

Essentially, their share of market follows share of mind. Gaining share of the prospect's mind when he/she's
ready to buy is a basic function of advertising. The marketer's objective, moreover, is to increase brand
preference at the expense of the competition. If achieved, the marketer improves share of market.

Because nearly every company producing products operates according to economies of scale, increasing
share of market means improving return on investment. Simply stated, operating by economies of scale
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means it costs less to produce each successive item. Put another way, if it costs "$X" to produce one item, it
will cost less than "2 times $X" to produce two items. Thus the second item has a higher profit margin, and
the producer has a higher return on its investment.

The Name of the Game is Dominance

Thus, by improving share of market, the producer gains additional income at a disproportionately lower
expense. A simpler statement would be "the producer improves profit."

Awareness, preference, share of market, return on investment -- all are made possible when a marketer
dominates the market for that product or service.

And, of course, the first step to market dominance is communication dominance in the buyer's mind.
FREQUENCY + IMPACT = DOMINANCE

The "Case for Dominance" and the "Case for Concentration," published by the American Business Press
documents this effect.

Awareness, preference, share of market, and profitability are all linked in the marketing process.

In explaining this interaction, Reed Elsevier Business Information Advertising Research Report No. 2000.1
"How Advertising Contributes to Return on Investment" concluded:

Advertising is the final link in the marketing chain supporting increased return on investment.
Advertising of the proper frequency and quality, concentrated to give maximum exposure to
primary prospects (specialized business magazine advertising), dramatically increases brand
preference. The results are seen in increased sales dollars per call. Share of market improves
and return on investment moves right up with it.

RETURM ON I
INVESTMEMNT SHARE OF

MARKET

BRAMD
l PREFEREMNCE

FROFITAEILITY CAN BE IMPROVED THROUGH ADVERTISING,

SPECIALLZED
BUSINESS
ADVERTISING
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N.O. 2000.2

“20 Ways to Improve Advertisements In Specialized Business Magazines”

Have something to say. Say it as briefly and to the point as possible.

Set ONE obijective for the advertisement before it is written. Decide in advance the ONE
THING you want the reader to do - or to remember. Then write the advertisement for the
sole purpose of achieving that single objective.

After the advertising objective is set, try to achieve that objective with the headline alone.
For many readers, the headline is the only line read. (CARR Report #1310.7)

Then try, again, to achieve the advertising objective with the illustration alone. Some 60%
of the advertisement’s attention value is in the illustration alone. (CARR Report #118.2)

Make sure that the advertisement has one main focal point, visually. Do not clutter. Do not
compete with yourself.

If the headline or illustration makes claims, use the body copy to support those claims.
Use facts. NEVER exaggerate.

Appeal to the specialized business magazine reader in terms of his/her specific job
interest. What will your product do for the reader in the performance of his/her job
responsibility to his/her company? Will your product save time and money? Will your
product eliminate downtime, rejects, customer complaints? How can your product
contribute to sales or profits? Describe the business benefits your product can offer the
reader in carrying out his/her specific job responsibility to the company. (CARR Reports
#411.1A, #411.2, #413.3, #441.1A, and #501.1)

Do not expect the same message to appeal to readers with different job functions
receiving different specialized business magazines. Sellers want to sell, buyers want to
save, builders want to get the job done, engineers want their products to work, managers
are responsible for profit. Individuals with specialized job functions have very special
interests, which is why they are reading specialized business magazines. (CARR
Report #411.1A, #411.2, #413.3, #442.1B,#442.2B, #442.3A)
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12

|15

Look at the editorial pages of the publication in which your advertisement will appear, to
see how this particular group of business readers expect to see their business information
presented. Utilize the same type of presentation devices in your advertisement, whether
they be call-outs, cross-sections, diagrams, charts, comparisons, demonstrations,
drawings, photographs, statistics, summaries.

Use YOU not WE. Sell benefits to the user, not boasts of the seller. THEE not ME.

Use space to get attention - the larger you are the more you will be noticed. And color - it
always helps. (CARR Report #105.1A, #110.1B, #110.2, #110.3A, #111.11, #112.2B,
#112.3C, #540.1A, and #541.1A.

Avoid shouting, bragging and boasting, all black, too gray, tricks, humor, confusion,
cuteness, the plant, the boss, “me wonderful”.

Run the advertisement. No one can see it unless you run it. Advertise exactly as
consistently as you expect to sell your product. Unless you are a seasonal business,
advertise every month - if you expect to sell every month. (CARR Report #100.0, #103.1A,
#130.2, #130.3, #130.4, #413.1A, #413.2A, and #560.2A)

Reprint your advertisement. Mail copies to your target prospects. Mail it to your customers.
Mail it to your sales force. Mail copies to your internal staff. Then mail it again. You can
TRIPLE your advertising effectiveness by direct mail follow-up, with the same sales
message.

Repeat your advertising in reference directories. Buyers refer to directories when they are
looking for your product, your address, your telephone number, your local sales
representative. Directories are your point of sale. If there is something you want the buyer
to know when he is making a buying decision, then let it be known by repeating your
advertising in reference directories. (CARR Report #140.2A, #240.6, #450.2, #450.3,
#450.4, and #560.2A)

Consider your advertising program an investment, and measure your return on that
investment - in readership, recognition, brand awareness and brand preference. Measure
the return on your advertising investment exactly as you would measure the return on any
other investment you make.

When you get a winning advertisement, determined by the criteria in #16, stick with it. Run
it and run it and run it. Do not abandon a successful advertisement - they are too few and
far between.
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Surround your advertisement. Make sure that your entire marketing and management
team sees it - knows what its purpose is - and knows what kind of results it is achieving for
them. Your marketing/management team should be at least twice as aware of your
advertising as your prospects or customers. And that is your responsibility - not theirs.
(CARR Report #560.2A)

Now give yourself the “10 second test”. Look at your advertisement for 10 seconds. If the
prime objective of the advertisement does not come through to you in 10 seconds, then
start again; you’ll be happy you did when you measure the return on your advertising
investment.

Be sure you remember what you want the reader to remember... or to do. Say it in the
headline. Say it again in the illustration. Use the body copy to back it up factually, in
job-interest terms. If there is even one word in your advertisement about anything else,
take it out.

Concentrate 100% on what it is you want the reader to remember or to do - and your
advertisement will pay off in readership, awareness and preference at a higher level than 3
out of 4 of all advertisements run in specialized business magazines.
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N.O. 100.0

How Long Does it Take to See the Results of a Specialized Business Magazine Advertising
Campaign?

Advertising in specialized business magazines can start to pay off in four to six months.

Portable Safety Product SALES RESPONSE ($)
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PURPOSE:

To determine how long it takes to see the results of an advertising program in a specialized business
publication

METHODOLOGY:

The ARF/ABP study is the result of a three year study conducted to measure the impact of specialized
business publication advertising on the sales of business products.

Several different products were chosen to reflect different price points, product life spans, applications,
distribution channels, and target markets. Every effort was made to limit any additional advertising or
promotion to which potential buyers might be exposed.

Each publication’s circulation list was divided into equal groups and then exposed to different advertising
frequency schedules. This created three groups: low, medium, and heavy advertising cells. In each case,
the low cell received the same amount of advertising that was being run before the test began. Each product
was advertised for a 12-month period in appropriate specialized business publications. For the portable
safety product, ads were run from November 1984 October 1985.

CONCLUSION:
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It takes four to six months to see the effect of an advertising campaign. The first measurable sales increase
for the portable safety product was recorded during the fifth month of the advertising campaign.
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No. 100.0

How Long Does it Take to See the
Results of a Specialized Business
Magazine Advertising Campaign?

Advertising in specialized business magazines
can start to pay off in four to six months.

PORTABLE SAFETY PRODUCT

Sales Response ($)
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n Low Advertising Cell: Six black & white ads plus one two page four-color insert
n Medium Advertising Cell: Six black & white ads plus four two page four-color inserts
n High Advertising Cell: Six black & white ads plus eleven two page four-color inserts

*Percent Relative Increase indicates the increase in sales in comparison to the level of sales before
the campaign began.

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.




Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.

Specialized Magazines for Building/Construction, Communications, Electronics, Entertainment,
Foodservice/Food Processing/Lodging, Interior Design/Furnishings,
Manufacturing, Printing/Packaging, Processing/Scientific/Medical, Publishing, Travel.

Purpose:

To determine how long it takes to see the results of an advertising program in a
specialized business publication.

Methodology:

The ARF/ABP study is the result of a three year study conducted to measure the
impact of specialized business publication advertising on the sales of business
products.

Several different products were chosen to reflect different price points, product
life spans, applications, distribution channels and target markets. Every effort was
made to limit any additional advertising or promotion to which potential

buyers might be exposed.

Each publication’s circulation list was divided into equal groups and then exposed
to different advertising frequency schedules. This created three groups: low,
medium and heavy advertising cells. In each case, the low cell received the same
amount of advertising that was being run before the test began. Each product
was advertised for a 12 month period in appropriate specialized business publi-
cations. For the portable safety product, ads were run from November 1984 —
October 1985

Conclusion:
It takes four to six months to see the effect of an advertising campaign. The first
measurable sales increase for the portable safety product was recorded during
the fifth month of the advertising campaign.

For more information contact: Association of Business Publishers
205 East 42nd Street, New York, NY 10017
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Does an Increase in Advertising Frequency Result in Higher Profits?

No. 130.4

Does an Increase in Advertising Freguency
Result in Higher Profits?

When profits were measured for a portable safety
product after 16 months, it was clear that more
advertising had resulted in higher profits.

COMMERCIAL TRANSPORTATION COMPONENT PACKAGE

Indexed Cumulative Profit*

i'

Mo Ads T Ads 1 0dyds 17 fts

*Measured profits are defined as estimated sales revenues minus advertising costs (full-rate cost of media
placement) and factory product cost. Index of 100 represents pre-campaign profit level.

Purpose:

To determine if higher advertising levels in specialized business magazines result in higher
profits.

Methodology:

The ARF/ABP study is the result of a three year study conducted to measure the impact of
specialized business publication advertising on the sales of business products.

Several different products were chosen to reflect different price points, product life spans,
applications, distribution channels and target markets. Every effort was made to limit any
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additional advertising or promotion to which potential buyers might be exposed.

Each publication's circulation list was divided into equal groups and then exposed to different
advertising frequency schedules. This created three groups: low, medium and heavy
advertising cells. In each case, the low cell received the same amount of advertising that was
being run before the test began. Each product was advertised for a 12 month period in
appropriate specialized business publications.

Conclusion:

Increased specialized business publication advertising resulted in more sales and higher
profits.

Sixteen months after the first ad insertion, the highest level of profit was still in the advertising
cell originally exposed to the highest amounts of product advertising.

For more information contact:

American Business Press
205 East 42nd Street
New York, NY 10017

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.O. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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Does an Increase in Advertising
Frequency Result in Higher Profits?

When profits were measured for a portable safety
product after 16 months, it was clear that more
advertising had resulted in higher profits.

COMMERCIAL TRANSPORTATION COMPONENT PACKAGE

Indexed Cumulative Profit*

No Ads 7 Ads 10Ads 17 Ads

*Measured profits are defined as estimated sales revenues minus advertising costs (full-rate cost of media
placement) and factory product cost. Index of 100 represents pre-campaign profit level.

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.
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Purpose:

To determine if higher advertising levels in specialized business magazines result
in higher profits.

Methodology:

The ARF/ABP study is the result of a three year study conducted to measure the
impact of specialized business publication advertising on the sales of business
products.

Several different products were chosen to reflect different price points, product
life spans, applications, distribution channels and target markets. Every effort
was made to limit any additional advertising or promotion to which potential
buyers might be exposed.

Each publication’s circulation list was divided into equal groups and then exposed
to different advertising frequency schedules. This created three groups: low,
medium and heavy advertising cells. In each case, the low cell received the same
amount of advertising that was being run before the test began. Each product
was advertised for a 12 month period in appropriate specialized business publi-
cations.

Conclusion:

Increased specialized business publication advertising resulted in more sales and
higher profits.

Sixteen months after the first ad insertion, the highest level of profit was still in the
advertising cell originally exposed to the highest amounts of product advertising.

For more information contact: American Business Press
205 East 42nd Street
New York, NY 10017

CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
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Do Reader Service Card Inquirers Have Buying Responsibility for Their Company?

NO. 3000.0
Advertising Quickly Changes Buyers' Perceptions of A Supplier

An instrument manufacturer increased the perception of its corporate reputation for product reliability by
35% among purchase influencers using nine single-theme corporate positioning ads over one year.

% OF CHANGE
Ferceptions Targeted For Change:
Paiceived Industry 32 5%
Reputation 42 0%

Perceived Pradugt |
Apciiacy

Peeceived Fradud ;.
ot I ot

Farceptions Mot Targeted:

Paresiad [;Lfﬂﬂ%
Eaco of s 5%
Penceived Value 28.5%
Far Cost | 28.4% ] 1931
Perceivad Technical 26,5% 1E0
Saippor

The Company. ..

An Instrument Manufacturer
Strategic Objective. ..

The company needed to enhance corporate awareness among engineering and corporate managers
because increasingly complex product technology was driving up the average selling price and purchase
sign-off level. Purchase decisions, which had been made by engineering users who were familiar with the
company, now involved senior managers who were not familiar. The goal was to establish the company as a
"safe buy" by building on its established industry reputation as the benchmark for accuracy and reliability.

Results. ..

The company benchmarked the pre-campaign market perceptions with a mail survey to 1,711 instrument
buyers who received a leading industry publication for engineering and corporate managers. Then a
three-ad campaign was developed with a single, simple message- "this company's products are the industry
standard for accuracy". The ads ran 9 times over 11 months. The benchmark study was then repeated to a
sample of 1,525. Perception of the company's reputation increased from 32.5% to 42%. Perception of
product accuracy increased from 36.8% to 42%, and perception of product reliability increased from 39.3%
to 53.1% of the respondents.

Other measured perceptions about the company which were not targeted by the ads remained virtually
unchanged over the year.

Focused advertising can quickly change perception among buyers.
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Does Advertising Exposure Have a Positive Influence On Brand Perceptions and the Likelihood of Future Product Usage?

N.O. 130.2

Does Advertising Exposure Have a Positive Influence On Brand Perceptions and the
Likelihood of Future Product Usage?

A direct and positive relationship exists between claimed advertising exposure and "likelihood to use product in the
future." In addition, the greater the claimed advertising exposure, the more positive a product was rated on each of the
eight brand attributes studied.

% "LIKELY TO USE PRODUCT IN THE FUTURE" AND HAVING SEEN ITS ADVERTISING

100.0
20.0 1
a0.0 7
T0.0 7

B0

% HAVING
SEEN a0,
ADVERTISING 400

20,0
20.0

10.0 7

0.0 f f t i
0.0 20.0 A40.0 E0.0 0.0

% "LIKELY TO USE PRODUCT IN FUTURE"
Base: 6301 respondents ranking 15 major brands in 5 major product categories (frozen baked goods, prepared salsa, frozen poultry, cheese sauce,
serving/storage supplies)

% RATING FAVORABLY THE PRODUCT AS A % RATING FAVORABLY A PRODUCT AS A
"QUALITY BRAND" AND HAVING SEEN ITS "PREMIUM BRAND" AND HAVING SEEN ITS
ADVERTISING ADVERTISING
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to 10)
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http://www.cahnerscarr.com/1302a.htm (2 of 4) [2/6/2002 3:17:17 PM]

0.0 7
20.0 1
T0.0 7
E0.0 1

% HAVING 007

SEEN

ADVERTISING
30.0 1

20.0 7

0.0

on 2.0 40.0 E0.0 a0.0 100.0
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Purpose:
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To provide a definitive measurement of the relationship between advertising frequency and brand awareness,
advertising recall, favorable brand image, willingness to buy and actual product purchase.

Methodology:

Restaurants & Institutions (R&I) undertook a 15 month, two-phase research study with Simmons Market Research

Bureau, Inc. on advertising effectiveness.

The first phase, a benchmark study, was designed to gather baseline measures of awareness, usage and attitudes
towards two participating advertisers' test products and thirteen additional brands in five different product categories,
both food and non-food categories. Respondents were asked to rate each brand on eight key attributes, rating them 0
to 10 -- where "a 0 rating means you feel the brand is the worst and a 10 rating means you feel the brand is the best".

The attributes listed were :

¢ Overall brand rating
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e A quality brand

e A premium brand

¢ A good value for the money
¢ A well known brand

e A widely used brand

e Abrand | trust

o Suitable for my operation

The second phase was a 48 week tracking study wherein foodservice operators were exposed to four different levels
of advertising frequency for each of two test products. The two brands tested were Nabisco's Ortega Salsa and
Nestle's Chef-Mate Cheese Sauce.

The study was conducted on a national basis employing the R&I controlled circulation list as the sample base.

Over a period of 15 months, from January 1993 through March 1994, surveys were mailed to 20,700 foodservice
operators. In total, 6,301 completed surveys were received for analysis. Results are accurate + or - 1.3% at the 95%
confidence level.

Conclusion:

The data reveal that for the fifteen brands studied there is a direct and positive relationship between claimed
advertising exposure and rating of the product on eight brand attributes. In addition, the greater the claimed
advertising exposure, the more likely respondents are to use the product in the future.
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Is Brand Usage Driven by Advertising Exposure?
N.O. 130.5

Is Brand Usage Driven by Advertising Exposure?

The greater the number of advertising exposures, the higher the actual and planned usage of a brand. Most
significantly, current brand usage increases proportionately as advertising frequency increases ... by a factor
of one-third between no exposures and 13 or more ads.

% CURRENTLY USING TEST BRANDS

44.0%

33.0% 34.0% 36.0%

Number of Advertisements Run in 12 Month Period
Average Ortega and Chef-Mate, 4634 Respondents

Higher Ad Exposure Leads to Higher Brand Usage in Past 4 Weeks.

% USING BRANDS IN PAST 4 WEEKS
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48.5%
44.5%

40.1%

37. 7"

Number of Advertisements
Run in 12 Month Period

Respondents in the
highest advertising
exposure cell had
almost 30% higher
usage than those not

exposed to ads from the two test brands.

Product Consideration Is Influenced by Advertising Frequency.

% WHO WOULD CONSIDER USING TEST BRANDS

71.2% 73.7%

67.4% 67.9%

% WHO WOULD CONSIDER USING TEST BRANDS

When compared to no ad exposure, there
Is a 10% increase in consideration in the
highest ad exposure group for the two test
brands.

Future Brand Use Is Strongly Influenced by Advertising Frequency.

% INDICATING "EXTREMELY LIKELY" AND "VERY LIKELY" TO USE TEST BRANDS IN FUTURE
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44.9% 47. 7%

40.7%

38.4%

Number of Advertisements Run in 12 Month Period

As advertising exposure to the two test brands increased, so did the number of respondents who indicated
they were "extremely likely" or "very likely" to use the brand in the future-- almost 25% higher than the no
exposure cell.

PURPOSE:

To provide a definitive measurement of the relationship between advertising frequency and brand
awareness, advertising recall, favorable brand image, willingness to buy and actual product purchase.

METHODOLOGY:

Restaurants & Institutions (R&I) undertook a 15 month, two-phase research study with Simmons Market
Research Bureau, Inc. on advertising effectiveness.

The first phase, a benchmark study, was designed to gather baseline measures of awareness, usage and
attitudes towards two participating advertisers' test products and thirteen additional brands in five different
product categories, both food and non-food categories prior to advertising.

The second phase was a 48 week tracking study wherein foodservice operators were exposed to four
different levels of advertising frequency for each of two test products. The appropriate number of
advertisements for each of the two brands were inserted into each issue of R&I. The two test brands tested
were Nabisco's Ortega Salsa and Nestle's Chef-mate Cheese Sauce. The advertising frequencies tested
were as follows:

o No advertising insertions over 48 week period
Six insertions

Twelve insertions

Twenty-four insertions

During the course of the test, each of the two test advertisers agreed to the following:
o To refrain from advertising the test brands in other trade-related publications;
e To not inform their regional sales representatives of the different levels of advertising support;
e To keep promotional activity during the test uniform across the country.

Each of the above specifications, done to assure that the only advertising that could influence attitudes
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and/or behaviors toward the test products was the advertising in the research, was met.

The study was conducted on a national basis employing the R&I controlled circulation list as the sample
base.

In total, 6,301 completed surveys were received for analysis. Results are accurate + or - 1.3% at the 95%
confidence level.

CONCLUSION:

Brand usage is indeed driven by advertising exposure. The greater the number of ad exposures, the higher
the actual and planned usage. Most significantly, advertising frequency has an immediate impact on current
usage which increased by a factor of one third from no exposures to 13 or more ads.
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Is Brand Usage Driven by
Advertising Exposure?

The greater the number of advertising exposures, the higher the
actual and planned usage of a brand. Most significantly, current
brand usage increases proportionately as advertising frequency increases..
by a factor of one-third from no exposures to 13 or more ads.

PERCENT CURRENTLY USING TEST BRANDS

0 1-5 6-12 13+
Number of Advertisements Run in 12 Month Period

Average Ortega and Chef-Mate, 4,634 Respondents

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.




HIGHER AD EXPOSURE LEADS TO HIGHER
BRAND USAGE IN PAST 4 WEEKS

Percent Using Brands in Past 4 Weeks

0 1-5 6-12 13+
Number of Advertisements Run in 12 Month Period

Respondents in the highest advertising exposure cell had almost 30% higher usage
than those not exposed to ads from the two test brands

Average Ortega and Chef-Mate, 4,634 Respondents

PRODUCT CONSIDERATION IS INFLUENCED
BY ADVERTISING FREQUENCY

Percent Who Would Consider Using Test Brands

0 1-5 6-12 13+
Number of Advertisements Run in 12 Month Period

When compared to no ad exposure, there is a 10% increase in
consideration in the highest ad exposure group for the two test brands.

Average Ortega and Chef-Mate, 4,634 Respondents




FUTURE BRAND USE IS STRONGLY INFLUENCED
BY ADVERTISING FREQUENCY
Percent Indicating “Extremely Likely” and “Very Likely”
To Use Test Brands In The Future

0 1-5 6-12 13+
Number of Advertisements Run in 12 Month Period

As advertising exposure to the two test brands increased, so did the number of respondents who indicated they
were “extremely likely” or “very likely” to use the brand in the future—almost 25% higher than the no exposure cell.

Average Ortega and Chef-Mate, 4,634 Respondents

Purpose:

To provide a definitive measurement of the relationship between advertising
frequency and brand awareness, advertising recall, favorable brand image,
willingness to buy and actual product purchase.

Methodology:

Restaurants & Institutions (R&I) undertook a 15 month, two-phase research
study with Simmons Market Research Bureau, Inc. on advertising
effectiveness.

The first phase, a benchmark study, was designed to gather baseline measures
of awareness, usage and attitudes towards two participating advertisers’ test
products and thirteen additional brands in five different product categories,

both food and non-food categories prior to advertising.

The second phase, was a 48 week tracking study wherein foodservice operators
were exposed to four different levels of advertising frequency for each of two test
products. The appropriate number of advertisements for each of the two brands
were inserted into each issue of R&I. The two test brands tested were

Continued on page 4
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Continued from page 3

Nabisco’s Ortega Salsa and Nestle’s Chef-mate Cheese Sauce. The advertising
frequencies tested were as follows:

n No advertising insertions over 48 week period
n Six insertions

n Twelve insertions

n Twenty-four insertions

During the course of the test, each of the two test advertisers agreed to the
following:

n To refrain from advertising the test brands in other trade-related publications;

n To not inform their regional sales representatives of the different levels of
advertising support;

n And, to keep promotional activity during the test uniform across the
country.

Each of the above specifications, done to assure that the only advertising that
could influence attitudes and/or behaviors toward the test products was the
advertising in the research, was met.

The study was conducted on a national basis employing the R&I controlled
circulation list as the sample base.

In total, 6,301 completed surveys were received for analysis. Results are
accurate + or - 1.3% at the 95% confidence level.

Conclusion:

Brand usage is indeed driven by advertising exposure. The greater the number of
ad exposures, the higher the actual and planned usage. Most significantly, adver-
tising frequency has an immediate impact on current usage which increased by a
factor of one-third from no exposures to 13 or more ads.
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How Do Size, Color and Frequency of Advertisements Influence Buyers' Impressions of a Supplier?

N.O. 131.0
How Do Size, Color and Frequency of Advertisements Influence Buyers' Impressions of
a Supplier?

Size, color and frequency of advertising signal to buyers that a firm is a solid, experienced leader in its field.

PERCENT SAYING. ..

Company has more resources ifinancial backing, staffing)

7%

Company is probably a leader in the field

33%

Company is probably more experienced
21%

Company probably providas better support & services

6%

PURPOSE:

To determine the influence of larger, more colorful, more frequent advertising on buyers' impressions of
suppliers.

METHODOLOGY:

Gordon Publications, Inc., a division of Reed Elsevier Business Information Publishing Company, surveyed
9,397 reader service inquirers from 100 different advertisements which ran in 17 different Gordon
Publications. Magazines selected for this study represented the following industries: scientific, medical,
industrial, manufacturing, construction, and advanced technology. The survey was fielded approximately six
months after the advertisements appeared in the publications. The following results are based on 4,723
completed surveys. The survey included the question:

"What is your impression of a company that runs larger, more colorful, more frequent
advertising about their products?"

The full report "The Blue Chip Advertisers Research Study Il: How Do Market Leaders Stay That Way?" is
available from Gordon Publications, Inc. or Reed Elsevier Business Information Publishing Company, Inc.,
divisions of Reed Elsevier, Inc.
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CONCLUSION:

The dynamics of an advertising campaign, beyond just its content, can have a distinct influence on buyers'
impressions of the firm. Those suppliers seeking the advantages of being perceived as having greater
resources, being a leader and being more experienced should utilize the strategy of larger, more colorful,
more frequent advertising.
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How Do Size, Color and Frequency
of Advertisements Influence
Buyers’ Impressions of a Supplier?

Size, color and frequency of advertising signal to
buyers that a firm is a solid, experienced leader in its field.

PERCENT SAYING...

Company has more resources
(financial backing, staffing)

67%

Company is probably a
leader in the field

33%

Company is probably
more experienced

21%

Company probably provides
better support & services

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.




Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.

Specialized Magazines for Building/Construction, Communications, Electronics, Entertainment,
Foodservice/Food Processing/Lodging, Interior Design/Furnishings,
Manufacturing, Printing/Packaging, Processing/Scientific/Medical, Publishing, Travel.

Purpose:

To determine the influence of larger, more colorful, more frequent advertising on
buyers’ impressions of suppliers.

Methodology:

Gordon Publications, Inc., a division of Cahners Business Information, surveyed
9,397 reader service inquirers from 100 different advertisements which ran in 17
different Gordon Publications. Magazines selected for this study represented the
following industries: scientific, medical, industrial, manufacturing, construction,
and advanced technology. The survey was fielded approximately six months after
the advertisements appeared in the publications. The following results are based
on 4,723 completed surveys. The survey included the question:

“What is your impression of a company that runs larger, more colorful, more
frequent advertising about their products?”

The full report “The Blue Chip Advertisers Research Study II: How Do Market
Leaders Stay That Way?” is available from Gordon Publications, Inc. or Cahners
Business Information, divisions of Reed Elsevier, Inc.

Conclusion:

The dynamics of an advertising campaign, beyond just its content, can have a
distinct influence on buyers’ impressions of the firm. Those suppliers seeking the
advantages of being perceived as having greater resources, being a leader and
being more experienced should utilize the strategy of larger, more colorful, more
frequent advertising.
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No. 701.1C

Replaces 701.1B

What |Is the Regional Distribution of the
270.3 Million People in the United States?

The South continues to be the most heavily populated region, with 35.3%
of the total U.S. population. The West continues to experience a high growth
rate, now accounting for 22.3% of the population. The Northeast, with a
population representing 19.1% of the total, continues to be the smallest.

POPULATION BY REGION

July 1998"
North Central 23.3%
West 22.3% - North West Central North East Central - Northeast
Mountain 18.7 million 44.2 million 19.1%
16.8 million :
New England
13.4 million
Pacific
43.4 million . )
Middle Atlantic
38.3 million

South West Central South East Central South Atlantic
30.0 million 16.5 million 48.9 million

South 35.3%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.
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Purpose:

To determine the population distribution in the United States by region.

Methodology:

Cahners Research collected information from the U.S. Census Bureau to identify
important changes in U.S. population distribution that impact the location of industry.

Conclusion:

The population center of the U.S. continues to move South and West.

The southern region of the United States continues to have the largest population at
35.3% (up 2.6% since 1990). The western region has the highest growth rate at 5.2% for
this same period (1990-1998) with the mountain sub-region experiencing particularly
high growth at 12.7%. The U.S. Census Bureau has projected that it is these 2 regions
which will continue to experience exceptional growth through the next three decades?. In
particular, California, Texas and Florida will each gain more than 6 million people,
accounting for 45% of the net population change in the U.S. through 2025.

Although the North Central region currently has the second largest population it
continues to experience a reduction in people, losing 2.9% of its population since
1990. The most dramatic shift in population has occurred in the Northeast where the
population has decreased by 6.4%. The U.S. Census Bureau has projected that the
populations of these 2 areas will increase during the next 3 decades but at a much
slower rate than the South and West.

Sources: 1. U.S. Census Bureau, selected data from State Population Estimates: Annual Time Series, July 1, 1990 to July 1, 1998,
(www.census.gov) 2. U.S. Census Bureau, selected data from Population Projections: States, 1995 - 2025, (www.census.gov).
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Cahners Advertising Research Report

No. 701.3C

Replaces 701.3B

How 1s the American
Population Changing?

The American population changed significantly over the past decade, both in
number and population characteristics. The number of American households has
increased from 91.1 million in 1988 to 102.5 million in 1998 (an increase of 12.5%)'.
The composition of the American population has most significantly changed
in terms of formal education, per capita income and Internet usage.

AVERAGE SIZE OF HOUSEHOLD?

Decreased from an average of 2.64
persons in 1988 to 2.62 persons

1% ERE:

PERCENT OF ONE-PERSON
HOUSEHOLDS?

Up Increased from 24% of total
0
11%

households in 1988 (21.9 million)
to 25.7% of total households in

PERCENT OF WOMEN IN THE LABOR

FORCE*

Down

1998 (26.3 million).

U Increased from 46.0% of total
P workers in 1987 (59.4 million)
20/0 in 1987 to 46.9% of total workers
in 1997 (67.7 million).

PERCENT OF REGULAR

INTERNET USERS®

Increased from 20.2% of the total
population (over 18) in 1998 to
oL 7/ 42.2% of the total population
(over 18) in 1999.

Up

PERCENT OF COLLEGE GRADUATES?®
U Increased from 20.3% of the

P population aged 25+ in 1988 (30.8
oft B/ million) to 24.4% of the population
aged 25+ in 1998 (42.0 million).

PER CAPITA INCOME’
U Increased from $17,507 in 1987

p to $19, 241 in 1997 (dollar figures
9_90/0 are adjusted and reflected in 1997
dollars).

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.
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Purpose:

To determine how the American population has changed over the past decade or so.

Methodology:

Cahners Research collected information from the U.S. Census Bureau and Mediamark Research,
Inc. to identify some of the most important changes in consumer demographics that have an
impact on leading industries, including automotive, books, communications, durable goods,
electronics, entertainment, food, housing and related furnishings, luxury goods and travel.

For all metrics the most recent data was used and (where available) was measured over the

past 10 years.

Conclusion:

The American population changed significantly over the past decade, both in sheer number

(from 242.3 million in 1987 to 267.6 million in 1998)" and population characteristics. Although the
average household size has remained relatively constant, the percent of one-person households
has increased 7.1% since 1988. This is due in part to delayed marriages® and longer life spans'.
During the same period, the percent of college graduates has increased by more than 20%. This
higher level of formal education has had a positive effect on per capita income. Per capita income
has risen to a new high of $19,241 in 1997 (nearly 10% more than in 1987). Over the last
decade, a new technology - the Internet - has impacted the way America communicates, learns
and shops!. In only 1 year (from 1998 to 1999) 20% more adults have become regular Internet
users (have used the Internet in the last 30 days), currently accounting for 42.2% of the adult
population (18+).

Sources: 1. U.S. Census Bureau, selected data from Households, by Type: 1940 to Present, (www.census.gov). 2. U.S. Census Bureau, selected data from
Average Population per Household and Family: 1940 to Present, (www.census.gov). 3. U.S. Census Bureau, selected data from Households by Size: 1960 to
Present, (www.census.gov). 4. U.S. Census Bureau, selected data from Work Experience - Workers by Median Earnings and Gender: 1967 to 1997,
(www.census.gov). 5. Mediamark Research, Inc., selected data from 64.2 Million US Adults Regular Internet Users, (www.nua.ie). 6. U.S. Census Bureau,
selected data from Years of School Completed by People 25 years Old and Over, by Age and Sex: Selected Years 1940 to 1998, (www.census.gov). 7. U.S.
Census Bureau, selected data from Total CPS Population and Per Capita Money Income: 1967 to 1997, (www.census.gov). 8. U.S. Census Bureau, selected data
from Resident Population of the United States: Estimates, by Age and Sex, (www.census.gov). 9. National Center for Health Statistics, selected data from Median

and Mean Age of Bride and Groom by Previous Marital Status: Marriage-Registration Area, 1964 to 1990, (www.cdc.gov). 10. 5 U.S. Census Bureau, selected
data from Statistical Brief: Sixty-Five Plus in the United States, (www.census.gov). 11. CARR Reports, 800 Series.
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Cahners Advertising Research Ref

No. 700.01B

Replaces 700.01A

How Long Do Business
Expansions Last?

Periods of business expansion have run from
as little as 12 months to nearly 9 years.

LENGTH OF BUSINESS EXPANSIONS BY MONTHS

Average
Length 45

For the period 1945-1998

Longest

Shortest
(1980-1981) .12
Most Recent

(and counhng

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.
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Purpose:

A business expansion is defined as the period between a low point in total
output in the U.S. economy and the following high point in production. This
report illustrates how long periods of business expansion last.

Methodology:

Cahners Economics calculated the length and strength of post-war business
expansions for the industrial sector. Historical statistics were supplied by the
Federal Reserve Board.

Conclusion:

The duration of business expansions has ranged from 12 months to 106 months.
The current expansion period (1991-present) has thus far lasted 84 months,
making it the third longest in the post-war period. If the current expansion
continues through 1998, it will equal the second longest expansion in post-war
history. If it continues until February 2000, it will become the longest expansion
of recent history.

For more information, contact Cahners Economics, Cahners Business
Information, 275 Washington Street, Newton, MA 02458, 617-964-3030.
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Do Sales Leads From Advertising In Specialized Business Publications Help Identify New Sales Opportunities?

No. 210.8

Do Sales Leads From Advertising In
Specialized Business Publications Help
ldentify New Sales Opportunities?

Nearly 3/4 of sales representatives and distributors
frequently or occasionally identified new sales
opportunities from sales leads generated from

advertising.

PERCENT OF RESPONDENTS

ldentify Mew Sales Leads

Yes 715%

No 25%

How often did new sales opportunities help identify

Mew CLsiomers in
Present Markets

11%

Hew Prospects in
New Margels

Mew Product Opportunities
Among Existing Customers

3

o

Purpose:

To determine whether sales leads originating from advertising in specialized business
publications help identify new sales opportunities.
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Do Sales Leads From Advertising In Specialized Business Publications Help Identify New Sales Opportunities?

Methodology:

The TF Club of Detroit (advertising sales representatives) commissioned Erdos and Morgan,
Inc., a major market research firm to survey 2,500 manufacturer's sales staff, independent
sales representatives and distributors about the value of advertising for the products they sell.

1,288 respondents in a sample of 2,481 indicated the frequency with which sales leads from
advertising help identify new customers in present markets; new prospects in new markets;
and new product opportunities among existing customers.

Conclusion:

Sales leads from advertising help sales representatives and distributors identify new sales
opportunities with existing customers, new customers in present markets and new prospects

in new markets.

Also see CARR Report 210.7A for more information on sales leads from advertising.
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Cahners Advertising Research Ref

No. 210.8

Do Sales Leads From Advertising In
Specialized Business Publications Help
ldentify New Sales Opportunities?

Nearly 3/4 of sales representatives and distributors
frequently or occasionally identified new sales
opportunities from sales leads generated from advertising

PERCENT OF RESPONDENTS

Identify New Sales Leads

Yes 75%

No 25%

How often did new sales opportunities help identify

New Customers in
Present Markets

1%

New Prospects in
New Markets

60%

New Product Opportunities
Among Existing Customers

66%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.
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Purpose:

To determine whether sales leads originating from advertising in specialized busi-
ness publications help identify new sales opportunities.

Methodology:

The TF Club of Detroit (advertising sales representatives) commissioned Erdos
and Morgan, Inc., a major market research firm to survey 2,500 manufacturer’s
sales staff, independent sales representatives and distributors about the value of
advertising for the products they sell.

1,288 respondents in a sample of 2,481 indicated the frequency with which sales
leads from advertising help identify new customers in present markets; new
prospects in new markets; and new product opportunities among existing cus-
tomers.

Conclusion:

Sales leads from advertising help sales representatives and distributors identify
new sales opportunities with existing customers, new customers in present mar-
kets and new prospects in new markets.

Also see CARR Report 210.7A for more information on sales leads from

advertising.
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Inquiries Generated By Advertisements Are Usually From New Prospects.

No. 220.1

Inquiries Generated By Advertisements Are
Usually From New Prospects.

The majority of all inquirers have not been contacted
by a sales representative prior to their inquiry.

DID A SALES REPRESENTATIVE CALL ON YOU PRIOR TO YOUR
INQUIRY?

Percent of Total Respondents

94%

6%
I
Yes

Purpose:

To find out if inquiries generated by advertisements are from current prospects.

Methodology:

Cahners Research analyzed the results of studies mailed to 9,200 inquirers to 53 separate
companies who were asked whether a sales representative had called on them prior to their

inquiry.
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Inquiries Generated By Advertisements Are Usually From New Prospects.

Conclusion:

Based on more than 3,200 replies, over 90% of the respondents indicated that they had not
been contacted by a sales representative of the company prior to their inquiry.
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Are Fewer Inquiries Received When Ads Are In Larger Issues of a Specialized Business Magazine?

No. 240.22

Are Fewer Inquiries Received When Ads
Are In Larger Issues of a Specialized
Business Magazine?

No. Inquiries per ad are slightly higher in larger issues

of magazines. The slight increase in inquiries per ad
as the number of ads increases is not statistically

significant.

250
= 200
2
£
Z 150
=
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= 100

&0

100 150 20 250 300 50 400
Mumber of Ads in Magazine

Purpose:

To determine if advertisers should expect less, the same, or more inquiries
for an ad in a thick issue of a magazine than in a thinner issue of the same
magazine.
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Are Fewer Inquiries Received When Ads Are In Larger Issues of a Specialized Business Magazine?

Methodology:

A simple linear regression was used to determine the relationship between inquiries received
per ad and the number of ads in the issue. Results are based on a total of 124 issues

representing eight Cahners magazines in 1987. Buyers Guides and Directories issues were
excluded. The sample included 19,903

display ads which received 2,000,000 inquiries.

Conclusion:

Inquiries received per ad increase as the number of ads in the magazine
increases, although the increase is not statistically significant.

Note: The range of folio sizes were 118 pages to 614 pages.
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Cahners Advertising Research Ref

No. 240.22

Are Fewer Inquiries Received
When Ads Are In Larger Issues
of a Specialized Business Magazine?

No. Inquiries per ad are slightly higher in larger
iIssues of magazines. The slight increase in inquiries per
ad as the number of ads increases is not statistically significant.
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Purpose:

To determine if advertisers should expect less, the same, or more inquiries
for an ad in a thick issue of a magazine than in a thinner issue of the same
magazine.

Methodology:

A simple linear regression was used to determine the relationship between
inquiries received per ad and the number of ads in the issue. Results are based
on a total of 124 issues representing eight Cahners magazines in 1987. Buyers
Guides and Directories issues were excluded. The sample included 19,903
display ads which received 2,000,000 inquiries.

Conclusion:

Inquiries received per ad increase as the number of ads in the magazine
increases, although the increase is not statistically significant.

Note: The range of folio sizes were 118 pages to 614 pages.
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What is the Average Number of Inquiries Generated by Ad Size?

No. 250.1A

What is the Average Number of Inquiries
Generated by Ad Size?

On average, as ad Size increases, so do inquiries.
AVERAGE NUMBER OF INQUIRIES PER AD SIZE

Epread 1 pags 213 page 1|'E|:laga 1Wapage 1M paga
Pl Al Al Ayl Al

Purpose:

To determine the average number of inquiries generated by ad size.

Methodology:

Cahners Research analyzed 8,854,932 inquiries recently generated by 86,002 display ads in
34 Cahners publications. The inquiries were classified by ad size.

Conclusion:

Inquiries, on the average will increase as the size of the advertisement increases. The type of
audience reached and the content of the advertisement play a major role in the number of
inquiries generated, as well. Certain audiences do not inquire at all. This data sheet makes no
attempt at analyzing the qualitative aspects of audience or advertisement.
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What is the Average Number of Inquiries Generated by Ad Size?
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Cahners Advertising Research Ref

No. 250.1A

What is the Average Number of
Inquiries Generated by Ad Size?

On average, as ad size increases, so do inquiries.

AVERAGE NUMBER OF INQUIRIES PER AD SIZE

107

Spread 1 page 2/3 page  1/2page  1/3 page  1/4 page
Ads Ads Ads Ads Ads Ads

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
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Purpose:

To determine the average number of inquiries generated by ad size.

Methodology:

Cahners Research analyzed 8,854,932 inquiries recently generated by 86,002
display ads in 34 Cahners publications. The inquiries were classified by ad size.

Conclusion:

Inquiries, on the average will increase as the size of the advertisement increases.
The type of audience reached and the content of the advertisement play a major
role in the number of inquiries generated, as well. Certain audiences do not
inquire at all. This data sheet makes no attempt at analyzing the qualitative
aspects of audience or advertisement.
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No. 810.12B

Replaces 810.12A

Do Manufacturing Professionals Purchase Products
For Business As A Result Of Seeing Them On The
Internet? How Are The Transactions Made?

Manufacturing professionals are relying on the Internet now more than ever for business
purchases. Not only are these buyers learning about products on the Internet, but they are
also completing the transactions on-line. Purchases and on-line transactions have increased
since 1997, suggesting growing acceptance of the Internet and electronic commerce.

WEB INFLUENCE ON BUSINESS PURCHASES
AND RESULTING ELECTRONIC COMMERCE
(INDEXED TO 100)

170
138

1997 1998 1999 1997 1998 1999
Learned About Business Purchased Business
Purchases on Web Products On-line
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Purpose:

To determine whether manufacturing professionals have made purchases for
business based on something seen on the Internet and if so, how the transaction
was completed.

Methodol ogy:

In the summer of 1999, Cahners Corporate Research surveyed 11,000 readers
of Cahners Business Information’s manufacturing titles. Included in the survey
were the questions:

“Have you ever purchased anything (for business) as a result of
seeing it on the Internet?”

“Did you complete the transaction on-line?”

Conclusion:

The Internet continues to be a valuable tool for manufacturing professionals to
learn about products to use in their work. The extent to which on-line purchases
have already been made signals a growing acceptance of electronic commerce.
Marketers wanting to serve the broadest possible audience should consider
incorporating on-line purchase options.
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No. 824.0C

Replaces 824.0B1

Do Manufacturing Professionals
Use the World Wide Web For
Product Information and Evaluation?

Yes. Among manufacturing professionals, use of the Internet for
product information and evaluation continues to increase.

USE OF WORLD WIDE WEB FOR
PRODUCT INFORMATION AND EVALUATION

(Indexed to 100)
115 118
100 i I I
1996 1997 1998 1999
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Purpose:

To determine manufacturing professionals’ leading uses of the Web.

Methodol ogy:

In the summer of 1999, Cahners Corporate Research surveyed 11,000 readers
of Cahners Business Information’s manufacturing titles. Included in the survey
was the question:

“How do you use the Web?”

Conclusion:

Manufacturing professionals are relying more and more on the Internet as a
source of product information and evaluation. As seen in the CARR Reports, both
trade publications (CARR Report 850.0) and their websites (CARR Reports
813.2 — 813.7) play a fundamental role in communicating product information.
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No. 820.0C

Replaces 820.0B

Do Manufacturing Professionals
Currently Use or Plan to Use the
|nternet/World Wide Web?

Yes. Since 1996, Internet/World Wide Web usage has
more than doubled among manufacturing professionals.

INTERNET/WORLD WIDE WEB USAGE
(INDEXED TO 100)

1999 Results

Currently

Internet/WWW NN 85%

236
211
Plan to use B 8%
DK/never B 7% 1 69

1996 1997 1998 1999
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Purpose:

To determine the extent of Internet/World Wide Web current and planned usage
among professionals in the manufacturing industries.

Methodology:

In the summer of 1999, Cahners Corporate Research surveyed 11,000 readers
of Cahners Business Information’s manufacturing titles. Included in the survey
were the questions:

“Do you currently use the Internet/World Wide Web?”
“If no, when do you expect to use the World Wide Web?”

Conclusion:

Since 1996, more and more manufacturing professionals have Internet access at
work. Over the past four years, Internet access has more than doubled. The
rapid growth of this new medium makes it an increasingly important component
in a firm’s marketing and communications strategy.
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No. 822.0C

Replaces 822.0B

How Frequently Do
Manufacturing Professionals
A ccess the World Wide Web?

Very frequently. Manufacturing professionals who access
the Web do so on afrequent basis. Daily usage
has increased by 84% since spring 1996.
monthly 1%
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For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.
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Purpose:

To determine the frequency of the use of the World Wide Web among
professionals in the manufacturing industries.

Methodology:

In the summer of 1999, Cahners Corporate Research surveyed 11,000 readers
of Cahners Business Information’s manufacturing titles. Included in the survey
was the question:

“How frequently do you access the World Wide Web?”

Conclusion:

Manufacturing professionals are using the World Wide Web very frequently.
Daily usage has shown strong growth since 1996. Additional literature in the
field suggests marketers wanting to take advantage of these frequent usage
patterns should make their web sites as easy-to-use and informative as
possible. Site traffic is often increased by frequently updating the site’s
material to encourage repeat visits.
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No. 823.0C

Replaces 823.0B

How Much Time Per Week
Do Manufacturing Professionals
Spend on the World Wide Web?

On average, users spend 2.3 hours per week on the World Wide
Web. Over one-third spend in excess of 90 minutes per week.
These usage patterns have nearly doubled since spring 1996.
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Purpose:

To determine the time manufacturing professionals spend per week on the World
Wide Web.

Methodology:

In the summer of 1999, Cahners Corporate Research surveyed 11,000 readers
of Cahners Business Information’s manufacturing titles. Included in the survey
was the question:

“How much time per week do you currently use the World
Wide Web?”

Conclusion:

Manufacturing professionals are devoting an average of 2.3 hours per week

to using the World Wide Web. This increased time commitment suggests that
marketers should consider incorporating the Internet as part of a comprehensive
marketing program. CARR Report 824.0C shows that use of the Internet for
product information and evaluation continues to increase. Marketers contemplat-
ing their site’s contents should consider incorporating this type of information.
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No. 821.1C

Replaces 821.1B

How Do Manufacturing Professionals
Expect Their Internet Usage to
Change in the Future?

Internet usage is coming on strong. Over three-quarters of professionals
expect their Internet use to increase. The percent of users who expect their
Internet usage to remain the same has remained constant over the past two

years suggesting that usage patterns are already becoming established.
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Purpose:

To determine manufacturing professionals’ expectations of their future Internet
use.

Methodology:

In the summer of 1999, Cahners Corporate Research surveyed 11,000 readers
of Cahners Business Information’s manufacturing titles. Included in the survey
was the question:

“How do you expect your Internet usage will change in the future?”

Conclusion:

Manufacturing professionals have an increasing acceptance of their future use
of the Internet. Usage patterns are already beginning to become established.
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How Are Manufacturing Professionals Using the World Wide Web?

N.O. 824.0
How Are Manufacturing Professionals Using the World Wide Web?

7 in 10 of manufacturing professionals are using the World Wide Web for product information and
evaluation.

PERCENT OF RESPONDENTS
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PURPOSE:
To determine manufacturing professionals' leading uses of the Web.
METHODOLOGY:

In the spring of 1996, Reed Elsevier Business Information Corporate Research Department surveyed 2,800
readers of Reed Elsevier Business Information Publishing Company's and Gordon Publications'
manufacturing titles. Included in the survey was the question:

"How do you use the Web?"

CONCLUSION:

The major use of the Web among manufacturing professionals is to obtain product information and
evaluation. Marketers wanting to communicate this type of information should include this in their Web sites.
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No. 810.0a

When Did Business-to-Business Marketers Get Their
Internet Sites?

Since January 1996, the growth of business-to-business Internet web sites has
tripled. On average, these web sites first went on-line 2 years and 4 months ago.

INDEX SCORE
(Indexed to 100

January 1996 June 1999

297
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website website
Purpose:

To determine the growth patterns of business-to-business Internet websites.
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Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business marketers
with responsibility for making media placement decisions. Marketers surveyed were
representative of the variety of markets served by Cahners Business Information. Included in
the survey were the questions:

“Does your organization currently have an Internet website?”

“When did your site first go on-line?”

Conclusion:

The content flexibility, low cost per user, and widespread reach that the Internet provides
makes it an important component as part of an overall marketing strategy. The past three
years have seen a three-fold increase in the growth of business-to-business Internet

websites.
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What Information Is/Will Be Contained in Business-to-Business Internet Web Sites?

N.O. 812.0
What Information Is/Will Be Contained in Business-to-Business Internet Web Sites?

In addition to company identifiers, such as name, logo, company history and listings of office locations,
product, catalog and ordering information are/will be included in a majority of web sites.
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PURPOSE:

To examine the information that business-to-business marketers include/will include in their web site.
METHODOLOGY:

In the fall of 1995, Reed Elsevier Business Information Research surveyed 310 business-to-business
advertisers with responsibility for making media placement decisions. Advertisers surveyed were
representative of the variety of markets served by Reed Elsevier Business Information Publishing Company
and Gordon Publications. Included in the survey was the question:

"Which of the following items are in/will be in your web site?"
CONCLUSION:

In addition to company name and company logo, strong components of brand and company recognition
strategies, product, catalog and ordering information are/will be included in web sites. This suggests that the
Internet is and will continue to become an active and integral part of product and sales strategies.
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How Frequently Do Manufacturing Professionals Access the World Wide Web?

N.O. 822.0

How Frequently Do Manufacturing Professionals Access the World
Wide Web?
Very frequently. Manufacturing professionals who access the Web do so on a frequent basis. Nearly

half access the Web daily, while an additional forty percent access it weekly. Daily usage has
increased by 26% since spring 1996.

PERCENT OF RESPONDENTS WHO USE THE WEB

| use the Internet...

Daily 48%
Weekly 40%
Monthly 8%

Less than monthly 4%

Purpose:

To determine the frequency of the use of the World Wide Web among professionals in the
manufacturing industries.

Methodology:

In the summer of 1997, Cahners Corporate Research surveyed 13,000 readers of Cahners

Publishing Company's and Gordon Publications' manufacturing titles. Included in the survey
was the question:

"How frequently do you access the World Wide Web?"

Conclusion:;

Manufacturing professionals using the World Wide Web access it on at least a weekly basis,
close to half visit the web daily. Additional literature in the field suggests marketers wanting to
take advantage of these frequent use patterns should make their web sites as easy-to-use and
informative as possible. Site traffic is often increased by frequently updating the site's material
to encourage repeat visits.
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Are Companies Using the Internet/World Wide Web To Market Their Products/Services?

N.O. 860.0
Are Companies Using the Internet/World Wide Web To Market Their Products/Services?

73% of companies indicated they advertise their products/services via their own web site and/or other sites
on the Internet/World Wide Web. Over half of those without a web site will have one in the coming year.

% OF TOTAL RESPONDENTS
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Purpose:

To determine the extent of use of the Internet/World Wide Web as a marketing channel for
advertising products/services.

Methodology:

Reed Elsevier Business Information Research surveyed, by telephone, a random selection of
300 advertisers and prospects to determine how they allocate their marketing budgets.
Respondents represent the diversity of markets and job functions covered by Reed Elsevier
Business Information publications in the following industries: foodservice, electronics,
computers, building and construction and manufacturing.

Respondents were asked - is your company currently on the Internet/World Wide Web; do you
advertise on other sites; and do you plan to have a site in the future.

Conclusion:

The Internet/World Wide Web is becoming a major element in a company's marketing arsenal.
73% of companies indicated they advertise via the Internet/World Wide Web either at their own
web site or on other sites; 27% have a web site and advertise on other sites; 42% only have
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Are Companies Using the Internet/World Wide Web To Market Their Products/Services?

their own web site; and 4% only advertise on other sites. 27% do not currently have a web site,
but 56% of these companies indicated they have plans to have one in the next twelve months.
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Cahners Advertising Research Report

No. 810.0A

Replaces 810.0

When Did Business-to-Business
Marketers Get Their Internet Sites?

Since January 1996, the growth of business-to-business
Internet web sites has tripled. On average, these web
sites first went on-line 2 years and 4 months ago.
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Purpose:

To determine the growth patterns of business-to-business Internet websites.

Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business
marketers with responsibility for making media placement decisions.

Marketers surveyed were representative of the variety of markets served by
Cahners Business Information. Included in the survey were the questions:

“Does your organization currently have an Internet website?”
“When did your site first go on-line?”

Conclusion:

The content flexibility, low cost per user, and widespread reach that the Internet
provides makes it an important component as part of an overall marketing
strategy. The past three years have seen a three-fold increase in the growth

of business-to-business Internet websites.

CAHNERS OFFICES
BOSTON: CHICAGO: NEW YORK: RADNOR:
Cahners Building 1350 East Touhy Avenue 2000 Clearwater Drive 245 West 17th Street 345 & 350 Hudson Street 201 King of Prussia Rd.
275 Washington Street  P.0. Box 5080 Oak Brook, IL 60523 New York, NY 10011 4th Floor Radnor, PA 19089
Newton, MA 02458 Des Plaines, IL 60018 630-574-6000 212-645-0067 New York, NY 10014 610-964-4000
CARR Reports 846-635-8800 212-519-7200

617-964-3030

Visit Cahners Business Information on the Internet at http://www.cahners.com/.

L
CARR Reports may be reproduced without prior consent. 810.0A 8/99



810.1a

No. 810.1a

Do Companies Sell Their Products Via the Internet/World Wide
Web?
Do They Plan To?

Over the past two years, electronic commerce has increased by sixty percent among
business-to-business firms.
This growth is expected to continue in the future.

INDEX SCORE
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Purpose:

To determine the growth of electronic commerce.

Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business marketers with
responsibility for making media placement decisions. Marketers surveyed were representative of the
variety of markets served by Cahners Business Information. Included in the survey were the
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guestions:
“Can someone buy your products on-line?”
“Do you plan to sell your products on-line?”

Conclusion:

On-line commerce has increased by 60% since August 1997 and is expected to grow in the future.
Nearly twice as many marketers plan to include electronic commerce in their sales efforts than do
currently.
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No. 810.1A

Replaces 810.1

Do Companies Sell Their Products
Via the Internet/World Wide Web?
Do They Plan To?

Over the past two years, electronic commerce has
increased by sixty percent among business-to-business firms.
This growth is expected to continue in the future.
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Purpose:

To determine the growth of electronic commerce.

Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business
marketers with responsibility for making media placement decisions. Marketers
surveyed were representative of the variety of markets served by Cahners
Business Information. Included in the survey were the questions:

“Can someone buy your products on-line?”
“Do you plan to sell your products on-line?”

Conclusion:

On-line commerce has increased by 60% since August 1997 and is expected to
grow in the future. Nearly twice as many marketers plan to include electronic
commerce in their sales efforts than do currently.

CAHNERS OFFICES
BOSTON: CHICAGO: NEW YORK: RADNOR:
Cahners Building 1350 East Touhy Avenue 2000 Clearwater Drive 245 West 17th Street 345 & 350 Hudson Street 201 King of Prussia Rd.
275 Washington Street P.0. Box 5080 Oak Brook, IL 60523 New York, NY 10011 4th Floor Radnor, PA 19089
Newton, MA 02458 Des Plaines, IL 60018 630-574-6000 212-645-0067 New York, NY 10014 610-964-4000
CARR Reports 846-635-8800 212-519-7200
617-964-3030

Visit Cahners Business Information on the Internet at http://www.cahners.com/.

L
CARR Reports may be reproduced without prior consent. 810.1A 8/99



812.0b

No. 812.0b

What Elements Are Included In A Company's Website?

Nearly all websites include an e-mail mechanism to contact
sales/marketing/customer service representatives. More than three-quarters list
their corporate offices, company history, new products, product specs and sales

offices.

% OF TOTAL RESPONDENTS
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Purpose:

To determine what features are included in a company's website on the Internet/World Wide
Web.
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Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business marketers
with responsibility for making media placement decisions. Marketers surveyed were
representative of the variety of markets served by Cahners Business Information.
Included in the survey was the question: "Which of the following are contained in your

website?"

Conclusion:

Web sites on the Internet/World Wide Web always include the company name and logo. Most
include a contact mechanism for sales, marketing, and customer service. Greater than 75%
include a listing of both corporate offices and sales offices, as well as information on new
products, product specs, and company history. Marketers wanting successful, high-trafficked
websites should include contact information and mechanisms; specific, detailed product
information; specs; and catalogs in their sites.
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No. 812.0B

Replaces 812.0A

What Elements Are Included
In A Company’s Website?

Nearly all websites include an e-mail mechanism to contact
sales/marketing/customer service representatives. More than
three-quarters list their corporate offices, company history,
new products, product specs and sales offices.
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Purpose:

To determine what features are included in a company’s website on the
Internet/World Wide Web.

Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business
marketers with responsibility for making media placement decisions.

Marketers surveyed were representative of the variety of markets served by
Cahners Business Information.

Included in the survey was the question: “Which of the following are contained
in your website?”

Conclusion:

Web sites on the Internet/World Wide Web always include the company name
and logo. Most include a contact mechanism for sales, marketing, and customer
service. Greater than 75% include a listing of both corporate offices and sales
offices, as well as information on new products, product specs, and company
history. Marketers wanting successful, high-trafficked websites should include
contact information and mechanisms; specific, detailed product information;
specs; and catalogs in their sites.
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No. 813.1a

How Frequently is the Information on a Company Website
Updated?

Just over one-third of business-to-business marketers say their websites are
updated daily (16%) or weekly (19%).

PERCENT OF RESPONDENTS
Websites updated. ..

— Weekly 1 Annually 13%

Tied to specific
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9%
35%

| Daily 16% Monthly 43%

Purpose:

To determine how often companies update their websites.

Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business marketers
with responsibility for making media placement decisions. Marketers surveyed were
representative of the variety of markets served by Cahners Business Information. Included in
the survey was the question:

"How often do you update the information on your website?"
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Conclusion:

Websites are constantly changing and evolving to keep up with marketing strategies. The
flexible nature of their design makes them an ideal marketing tool. 16% of the respondents
indicated they update their company's website daily; 19% indicated they update weekly; 43%
indicated they update monthly; 13% update their site annually; 9% tie their website update to
specific events such as new product introductions and trade shows.
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Replaces 813.1

How Frequently 1s the Information
on a Company Website Updated?

Just over one-third of business-to-business

marketers say their websites are
updated daily (16%) or weekly (19%).

PERCENT OF RESPONDENTS
Websites updated...
—— Weekly 19% Annually 13%
Tied to specific
9%
35%

— Daily 16% Monthly 43%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.
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Purpose:

To determine how often companies update their websites.

Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business
marketers with responsibility for making media placement decisions.

Marketers surveyed were representative of the variety of markets served by
Cahners Business Information. Included in the survey was the question:

“How often do you update the information on your website?”

Conclusion:

Websites are constantly changing and evolving to keep up with marketing
strategies. The flexible nature of their design makes them an ideal marketing
tool. 16% of the respondents indicated they update their company’s website
daily; 19% indicated they update weekly; 43% indicated they update monthly;
13% update their site annually; 9% tie their website update to specific events
such as new product introductions and trade shows.
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No. 815.0a

Do Business-to-Business Marketing Professionals Find the
Internet/World Wide Web Useful As A Marketing Tool?
To What Extent Will It Be Used In The Future?

92% of business-to-business marketing professionals find this source a very or
somewhat useful tool in marketing their company’s products/services. Similarly,
84% expect their use of the internet to increase.

% OF TOTAL RESPONDENTS

Find the Internetorld VWide Web as a marketing tool. .
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Do not know yet . 6%

Expected use of the internet as a marketing tool in the future. .

Do not know yet

9%
Hemin?Lh_e same
f -
’ Increased use
Decreased use 84%
P
Purpose:

To determine whether business-to-business marketing professionals find the Internet/World
Wide Web useful as a marketing tool and whether their use will increase in the future.
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Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business marketers
with responsibility for making media placement decisions. Marketers surveyed were
representative of the variety of markets served by Cahners Business Information. Included in
the survey were the questions:

How useful is the Internet/World Wide Web as a marketing tool? How do you expect your use
of the Internet/World Wide Web for marketing your company will change in the future?

Conclusion:

92% of respondents indicated they find the Internet/World Wide Web a useful/somewhat
useful tool for marketing their company. Use of the Internet/World Wide Web as a marketing
tool for companies will be on the rise — 84% of respondents indicated they expect their use of
this tool to increase in the future. None of the respondents indicated they expected their use
to decrease.

For more research on use of the Internet/World Wide Web, please see CARR report #800

series.
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Do Business-to-Business Marketing Professionals Find the
Internet/World Wide Web Useful As A Marketing Tool?
To What Extent Will It Be Used In The Future?

92% of business-to-business marketing professionals
find this source a very or somewhat useful tool in marketing
their company’s products/services. Similarly, 84%
expect their use of the internet to increase.

% OF TOTAL RESPONDENTS
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For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.
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Purpose:

To determine whether business-to-business marketing professionals find the
Internet/World Wide Web useful as a marketing tool and whether their use will
increase in the future.

Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business
marketers with responsibility for making media placement decisions. Marketers
surveyed were representative of the variety of markets served by Cahners Business
Information. Included in the survey were the questions:

How useful is the Internet/World Wide Web as a marketing tool? How do you expect
your use of the Internet/World Wide Web for marketing your company will change in
the future?

Conclusion:

92% of respondents indicated they find the Internet/World Wide Web a useful/somewhat
useful tool for marketing their company. Use of the Internet/World Wide Web as a
marketing tool for companies will be on the rise — 84% of respondents indicated they
expect their use of this tool to increase in the future. None of the respondents indicated
they expected their use to decrease.

For more research on use of the Internet/World Wide Web, please see CARR report

#800 series.
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No. 817.0a

How Do Business-to-Business Marketing Professionals
Expect to Budget for Marketing on the Internet in the
Coming Year?

Spending on the Internet as a marketing tool continues to grow. 65% of
business-to-business marketing professionals plan to increase their expenditures
on internet marketing efforts in the coming year. As compared to 1997, 27% more
business-to-business marketers plan to increase their spending for marketing on

the Internet.

PERCENT OF RESPONDENTS

Respondents plan to. ..

Seend more 65%

‘Web Trends 1997 19549
spend more % E5%
Spand tha sama T 3%
Spend less o 3%

Spend less 3%

Purpose:

To determine how business-to-business marketing professionals plan to budget for marketing
on the Internet in the coming year.
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Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business marketers
with responsibility for making media placement decisions. Marketers surveyed were
representative of the variety of markets served by Cahners Business Information. Included in

the survey was the question:

“Do you expect the budget share to increase, decrease, or remain the same for marketing on
the Internet in the coming year?”

Conclusion:

The Internet continues to grow in importance as part of business-to-business marketing
professionals’ marketing communications strategy. 65% plan to spend more for marketing on

the Internet in the coming year.
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Replaces 817.0A

How Do Business-to-Business Marketing
Professionals Expect to Budget for Marketing
on the Internet in the Coming Year?

Spending on the Internet as a marketing tool continues to grow. 65% of
business-to-business marketing professionals plan to increase their
expenditures on internet marketing efforts in the coming year. As
compared to 1997, 27% more business-to-business marketers
plan to increase their spending for marketing on the Internet.

PERCENT OF RESPONDENTS

Respondents plan to...

Spend more 65% Spend the same
32%
Web Trends 1997 1999
Spend more 51% 65% Spend less 3%
Spend the same 47% 32%
Spend less 2% 3%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.
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Purpose:

To determine how business-to-business marketing professionals plan to budget
for marketing on the Internet in the coming year.

Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business
marketers with responsibility for making media placement decisions.

Marketers surveyed were representative of the variety of markets served by
Cahners Business Information. Included in the survey was the question:

“Do you expect the budget share to increase, decrease, or remain the same for
marketing on the Internet in the coming year?”

Conclusion:

The Internet continues to grow in importance as part of business-to-business
marketing professionals’ marketing communications strategy. 65% plan to spend
more for marketing on the Internet in the coming year.
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No. 827.0

How Do Business-to-Business Marketers Generate
Awareness of Their Company’s Websites?
Which Technique is Most Effective?

Business-to-business marketers use a variety of techniques to generate
awareness of their company’s website. Advertising in trade publications is second
only to marketers’ own promotional materials in both usage and effectiveness.

FERCEMT OF RESFONDENTS

Including veeb
addresz on all printed
materials!promaotions

91 %

AdvertiEing in
Registering with

for "Weyor "

Furchasing banners
on other sites

25%

Purpose:

To determine the population distribution in the United States by region.

Methodology:

Cahners Research collected information from the U.S. Census Bureau to identify important
changes in U.S. population distribution that impact the location of industry.

Conclusion:

Advertising in trade publications is a frequently used and effective method of generating
awareness for business-to-business websites. Marketers wanting to maximize exposure for
their site should incorporate advertising in trade publications in addition to their own
promotional and marketing materials.
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No. 828.0

How Many Times Have Business-to-Business Websites
Been Re-Designed?
What Were the Reasons for the Re-Design?

On average, business-to-business websites have been re-designed twice in
nearly 2 1/2 years. The leading reasons for the re-designs were to incorporate
new features into the site (i.e.: electronic commerce) and the desire for a new

“IOOk.”

FERCENT OF RESFOMNDEMNTS
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fedures into the site
[i.e. eledronic commerce)

33%

Wanted a
"nesny look"
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Re-designed pages

u}
to load faster 10%

Broadenecd
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Purpose:

To determine the number of re-designs for business-to-business websites and the reasons for
the change.

Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business marketers
with responsibility for making media placement decisions. Marketers surveyed were
representative of the variety of markets served by Cahners Business Information. Included in
the survey were the questions:
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“How many times has your website been re-designed?” “What was the primary reason for the
re-design?”

Conclusion:

Business-to-business websites have been in existence for an average of 2 years and 4
months (see CARR Report 810.0A). In that time, these sites have had an average of two
re-designs (beyond updating time-sensitive copy). Marketers wanting to increase awareness
of their company’s products and services and increase traffic to their website should take
advantage of the dynamic nature of websites.
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No. 860.0a

Are Companies Using the Internet/World Wide Web to Market
Their Products/Services?

Yes! In just over two years, there has been a 74% increase in the number of
business-to-business firms who both have a website and advertise on other websites.

INDEX SCORE
(Indexed to 100)

June 1999
174
May 1997
100
Web Trends lay 1997 Jun
1999
Have a website and
advertise on other sites 27% 47%
_ , Only have a website 42% 42%
Have a website Have a website Only adverti ra— 2 T
and advertise on and advertise on Ty e A e T - -
other sites other sites Don't have a website or
advertise on other sites 27"% 10%

Purpose:

To determine the extent of use of the Internet/World Wide Web as a marketing channel for advertising
products/services.
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Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business marketers with
responsibility for making media placement decisions. Marketers surveyed were representative of the
variety of markets served by Cahners Business Information. Included in the survey were the questions:
“Is your company currently on the Internet/World Wide Web?”

“Do you advertise on other sites?”

Conclusion:

The Internet/World Wide Web is a major element in a company’s marketing arsenal. In just over two
years, there has been a rapid increase in the number of firms who both have their own site and
advertise on other sites. Marketers wanting to make the most of their web investment should heavily
promote their web address on their marketing materials and in their advertisements.
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Replaces 860.0

Are Companies Using the Internet/
World Wide Web to Market Their
Companies Products/Services?

Yes! In just over two years, there has been a 74% increase
in the number of business-to-business firms who both
have a website and advertise on other websites.

INDEX SCORE
(Indexed to 100)

June 1999

174
May 1997

Web Trends May 1997  June 1999
Have a website and
advertise on other sites 27% 47%
Only have a website 42% 42%
Have a website Have a website Only advertise on other sites 4% 1%
and advertllse on and adver’qse on Don't have a website or
other sites other sites advertise on other sites 27% 10%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), e-mail at carr@cahners.com, or contact your sales representative.
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Purpose:

To determine the extent of use of the Internet/World Wide Web as a marketing
channel for advertising products/services.

Methodology:

In the summer of 1999, Cahners Research surveyed 405 business-to-business
marketers with responsibility for making media placement decisions. Marketers
surveyed were representative of the variety of markets served by Cahners
Business Information. Included in the survey were the questions:

“Is your company currently on the Internet/World Wide Web?”
“Do you advertise on other sites?”

Conclusion:

The Internet/World Wide Web is a major element in a company’s marketing
arsenal. In just over two years, there has been a rapid increase in the number
of firms who both have their own site and advertise on other sites. Marketers
wanting to make the most of their web investment should heavily promote their
web address on their marketing materials and in their advertisements.
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Are Buyers and Specifiers Aware of Suppliers' Ads When They

N.O. 813.6
Are Buyers and Specifiers Aware of Suppliers' Ads When They Visit
Magazine Websites?

Yes! Eighty-five percent of buyers and specifiers are aware of suppliers'
ads (logos, "banners", "buttons", etc.) when they visit a magazine's
website.

AWARENESS OF SUPPLIERS' ADS
Respondents Using On-Line Resources for Business

Aware of
suppliers’ ads
5%

Not aware of
~ suppliers’ ads
15%

Objective:

To determine whether Buyers and Specifiers are aware of ads from suppliers when they visit a
trade magazine's website.

Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included on the survey was the question: "Most magazine websites contain ads
from suppliers (logos, "banners”, "buttons”, etc.). When you visit a magazine's
site, are you usually aware of these ads?"
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Are Buyers and Specifiers Aware of Suppliers' Ads When They
Conclusion:

Almost all buyers and specifiers are aware of suppliers' ads when they explore a trade
magazine's website. Trade magazines and their websites reach targeted communities of
like-minded decision-makers, buyers, and specifiers of various products and services.
Marketers wanting to reach this audience should continue to place prominent, eye-catching
ads throughout these sites in the form of logos, "banners", and "buttons”.
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How Do Buyers and Specifiers First Learn About Suppliers' Websites?

N.O. 863.1
How Do Buyers and Specifiers First Learn About Suppliers' Websites?

By far, buyers and specifiers first learn about suppliers' websites from trade magazine
advertisements.

SOURCES OF LEARNING ABOUT SUPPLIERS' WEBSITES
Respondents Using On-Line Resources for Business

( Un-duplicated responses)
04% Maparines M apar ne Websites
M5 Magarine Ads Editorial

Trade Trade Trade All ather sources
magas ine ma gazin e magazine ocombined (direct mail,
ads mewsfarticles  websites  cataleps, directories,
general search engin s,
el
Objective:

To determine how buyers and specifiers first learn about suppliers' websites.
Methodology:

To achieve this objective, Martin Akel & Associates, an independent market research firm,
mailed 1,500 surveys to randomly selected recipients in our Manufacturing group (SICs 20-39)
with the following job titles: Corporate Management, Management and Engineering
professionals in Design, Research and Development, Manufacturing and Plant Operations,
Engineering, Quality Assurance, and Quality Control. Respondents surveyed represented firms
of all sizes. In addition to the mail survey, a pre-mailing announcement postcard, a follow-up
survey, and a $1 incentive were included. The survey achieved a 36% response rate.

Included in the survey was the question: "From what sources are you likely to first learn about
suppliers' websites?"

Conclusion:

Ninety-four percent of respondents first learn of suppliers' websites in trade magazines or trade
magazine websites. Over eight out of ten respondents first learn solely from advertisements in
trade magazines. Marketers should extensively employ both of these media when promoting
their websites to buyers and specifiers.
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How to Estimate the Direct Sales Generated by Your Product Advertising

N.O. 2000.8
How to Estimate the Direct Sales Generated by Your Product Advertising

There is a direct connection between print advertising, sales leads, and product sales.

In 1988 the American Business Press conducted a landmark study in which they traced the connection
between advertising and sales for three different products. Using a laborious and expensive process which
involved the cooperation of both magazines and advertisers, they literally traced every sale of these
products during a specified period of time back to the individual responsible for buying the product.

They then used circulation lists of participating publications to find out whether the individuals doing the
buying had been exposed to a low, medium, or high level of advertising. With this information in hand, they
were able to show actual dollars of sales per dollar invested in advertising, and were even able to calculate
a return on investment for the advertiser. A complete report of this study is available from the American
Business Press in New York City.

The study proved that an increase in advertising means greater sales, more profits and higher return
on investment. And that's good. It would be even better, however, if each of us could calculate these
figures for our own advertising programs. This would prove to corporate management just how much
they are getting back, right now, for their advertising investment -- to say nothing of the future returns which
result from the increased levels of awareness created in prospects’ minds.

Unfortunately, the cost of doing this for one product or one ad campaign is too great for it to be a practical
procedure in most cases. There is, however, a way we can estimate these numbers with reasonable
accuracy. The key is inquiries and what we know about the people who make them.

m After six months, 20% of the people who send in an inquiry about an advertised product will have
bought that product from someone. 15% more are planning to buy soon. And many of the rest are
interested but have not yet decided to buy. (Source: CARR Report #210.0)

m After a year, 45% will have bought the advertised product from someone. (Source: Inquiry Handling
Service)

The worksheet on the following pages shows you how to use these facts to analyze an ad campaign and
estimate the sales that resulted directly from that advertising.

Worksheet Instructions

1. Period of time in which the ad is run. Include only advertisements for a single product or related
set of products.

2. Number of advertisements. Use either a single ad or a campaign.
Number of reader service inquiries. Provided by the publication.

4. Telephone and FAX inquiries generated by the print advertisements. This comes from your
tracking records, or use of a survey of a random sample of inquirers to see what percentage were
responding to your ad. Remember the step does not count those who called a local sales office or
sales representative directly.

5. Total number of leads generated. Line 3 plus line 4.

6. Percentage of leads followed up. Should be 100% but 6% of inquirers are never contacted (CARR
Report # 210.5A) and 11% do not receive your information in time (CARR Report #240.23).

7. Total number of prospects from leads. Line 5 times line 6.

w

http://www.cahnerscarr.com/20008.htm (1 of 3) [2/6/2002 3:18:56 PM]



How to Estimate the Direct Sales Generated by Your Product Advertising

8.

9.
10.

11.
12.

13.

14.

1. Period of time being evaluated
2. Number of advertisements being evaluated

3. Total number of leads from reader service cards during period under
evaluation

4. Total number of leads from telephone inquiries during period under
evaluation

5. Total number of leads generated (line 3 plus line 4)

6. Percentage of leads followed up (should be 100%)

7. Total number of prospects from leads (line 5 times line 6)

8. Estimated percentage of these prospects who will buy within one year
9. Total number of sales to be made within one year (Line 7 times line 8)
10. Your share of market advertised

12. Estimated total sales realized by your company for this product as a
result of this advertising (line 10 times line 9)

13. Average revenue per sale for the product being advertised.

Estimated percentage of these prospects who will buy within one year. 45% is the average. Or
estimate from a survey of inquirers.

Total number of sales to be made within one year. Line 7 times line 8.

Your share of market for the product being advertised. If you don’t know your product’s share of
market, you need to make an estimate -- domestic only if your advertisements run only in U.S.
circulated publications. Define your market from your customers’ perspective. If another product
meets the same need your product attempts to meet, then it is part of the market -- even if technically
different from your product. Some publications have brand awareness or preference studies which
are a good estimate of market share. (See CARR Reports #2000.6, #2000.9, and #3000.5).

Your estimated sales from this advertising. Line 10 times line 9.

Average revenue per sales for the product being advertised. This comes from your accounting or
marketing records.

Estimated revenue by your company from this advertising. Line 12 times line 11. This does not
include sales prompted by your advertisements but made directly with your representatives at local
sales offices or through distributors.

Average revenue per ad. Line 13 divided by line 2.

Ad Sales Worksheet

%

%

%
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How to Estimate the Direct Sales Generated by Your Product Advertising

14. Estimated partial revenue realized by your company as a direct result of
this advertising does not include sales that will result from prospects who
saw the advertising but did not respond directly to you via reader service
card or telephone (line 12 times line 11)

15. Average revenue per ad (line 13 divided by line 2) -

http://www.cahnerscarr.com/20008.htm (3 of 3) [2/6/2002 3:18:57 PM]



How Frequently Do Buyers Rely on Their Literature Files When Making Purchasing Decisions?

NO. 550.21
How Frequently Do Buyers Rely on Their Literature Files When Making Purchasing
Decisions?

A majority of all buyers consult their literature files at least once a month.

PERCENT OF BUYERS WHO CONSULT THEIR LITERATURE FILES . ..

Once a month or more

frequently 51%

Every 3 months

Every 6 months

Every 12 months S
Every 18 months 7o
Never @ 2%
PURPOSE:

To determine the extent to which buyers actively use their literature files when making purchasing decisions.
METHODOLOGY:

The Gordon Publications, a division of Reed Elsevier Business Information Publishing Company, surveyed
9,397 reader service inquirers from 100 different advertisements which ran in 17 different Gordon
Publications. Magazines selected for this study represented the following industries: scientific, medical,
industrial, manufacturing, construction, and advanced technology. The survey was fielded approximately six
months after the advertisements appeared in the publications. The following results are based on 4,723
completed surveys. The survey included the question:

"When you respond to an ad to obtain literature "for file,". . . how often do you use those files to
purchase products or services?"

CONCLUSION:
A majority of buyers consult their literature files frequently when making purchasing decisions. Therefore,
suppliers whose literature is in the right place at the right time are likely to close more sales. Suppliers

should seek out opportunities to distribute literature to qualified buyers. An additional bonus is that an
advertisement's "shelf life" becomes longer when part of a literature file.

http://www.cahnerscarr.com/55021.htm [2/6/2002 3:18:58 PM]



Do Reader Service Card Inquirers Have Buying Responsibility for Their Company?

NO. 210.9A
Do Reader Service Card Inquirers Have Buying Responsibility for Their Company?

95% of inquirers have buying responsibility for their company. Most often, they are involved in
determining the need and recommending suppliers.

% INVOLVED

Have & buge responsaliy 5%

3%

Cietermine the necd

Recommicnd supplics

Sel gpacfications

teat wilh suppligs

530
3%
52%

Specilgseled wpplisr

Evaluatafest

Flace the ordar

:

Agnrowa experdiure 39%

PURPOSE:

To determine if reader service cards inquirers have responsibility for the purchase, specification and/or
selection of supplies for their company.

METHODOLOGY:

Cahners Research surveyed 4,000 inquirers who requested additional information from advertisers in 8
Cahners publications. These publications represent the diversity of markets and job functions covered by
Cahners publications. A 27% response rate was received. The survey included the question: “How are
you involved in the purchase, specification and/or selection of equipment, services, or supplies for your
company?”

CONCLUSION:

The average reader service card inquirer is involved in six out of eight steps in the purchase, specification
and/or selection process. Typically, inquirers are most heavily involved early in the buying process by
determining the need, recommending suppliers and setting specifications.

http://www.cahnerscarr.com/2109a.htm [2/6/2002 3:19:00 PM]



What is the Purchasing Power of Reader Service Inquirers?

NO. 210.91
What is the Purchasing Power of Reader Service Inquirers?

The purchasing power of reader service inquirers is great. In fact, buyers returning the most cards represent
the largest sales potential.

MEDIAN NUMBER OF READER SERVICE CARDS RETURNED

BY COMPANY SIZE BY BUDGET
2.0 5.0
2.8 2.8 I 2.8 2.5 I
UNMDER A0-249 250+ LMDER a0-244 290+
a0 a0
Number of Employees Annual amount spent on equipment and supplies

PURPOSE:
To determine the purchasing power of reader service inquirers.
METHODOLOGY:

Reed Elsevier Business Information Research contracted with Zeldis Research Associates, a New
Jersey-based independent research firm, to survey readers from seventeen representative Reed Elsevier
Business Information publications in 1995.

The fieldwork was conducted by telephone. A total of 342 interviews were completed, uniformly distributed
among these publications. The survey included the questions:

"How many reader service cards have you returned in the past 12 months?"

"How many people are employed at your company, or the unit of your company for which you
have buying responsibility?"

"Which of the following categories includes the total dollar amount you spent last year for
equipment and supplies?"

http://www.cahnerscarr.com/21091.htm (1 of 2) [2/6/2002 3:19:04 PM]



What is the Purchasing Power of Reader Service Inquirers?

CONCLUSION:

Those who work for bigger companies and have larger budgets are twice as likely as other to use a reader
service card. A program of consistent advertising with a built-in response mechanism is essential for
reaching high-profile reader service inquirers.

http://www.cahnerscarr.com/21091.htm (2 of 2) [2/6/2002 3:19:04 PM]



Does Advertising Readership Fluctuate Seasonally?

N.O. 413.2A (Replaces 413.2)

Does Advertising Readership Fluctuate Seasonally?

Recent studies show that advertising readership remains constant throughout the year.

‘REMEMBER SEEING” INDEX SCORE*

102
97

100 102
Januan- April- JUby- iJectaber-
March June September December
PURPOSE:

To determine the readership of advertisements throughout the year and the degree to which it fluctuates.
METHODOLOGY:

Reed Elsevier Business Information Research regularly analyzes advertising readership via CAPS (Reed
Elsevier Business Information Advertising Performance Studies). An analysis of the level of readership was
completed for 73,329 ads from 1973-1987 across 21 publications.

Reed Elsevier Business Information Advertising Performance Studies are conducted by mail among a
random sampling of 300-550 readers per issue.

CONCLUSION:

There is a very consistent level of advertising readership throughout the year.

* An index score is used when comparisons against “average” are important. In this instance, the average for all advertisements has been
converted to a base of 100, and scores for advertisements are weighted against this average.

http://www.cahnerscarr.com/4132a.htm [2/6/2002 3:19:06 PM]



Has Readership of Specialized Business Publications Changed Over the Last Decade?

NO. 411.2
Has Readership of Specialized Business Publications Changed Over the Last Decade?

Readership of specialized business publications has remained strong and largely unchanged over the last
decade.

% OF TOTAL RESPONDENTS

100 - 2L3% 293% 991 % gg 2wIFR TIOK IYTN 99 % gerw 100 -
Al T - L rdw L rulv.qru x ”LH rdn% rea%
8% 1 T I N i S e
T 4 T 4
B0 4 B0 4
Rl 4 RO 4
405 4 405 4
a0 4 a0 4
203 4 205 4
103 4 103 4
0 . 0
BT T -E " -S| B S I - . BT T -2 - IS | B~ S I - N
Docasional Readership Fegular Readership
(1 ar moare izsues) (3 ordafdizsues)
Purpose:

To determine whether readership of specialized business publications has changed over the last decade.
Methodology:

Once a year, Reed Elsevier Business Information Corporate Research conducts mail surveys that sample an
Nth name selection (total sample of 600) from the circulation lists of all Reed Elsevier Business Information
publications. The questionnaire asks respondents to provide receivership, readership, and preference
information about the Reed Elsevier Business Information publications and each of its major competitors. The
surveys are mailed on blind letterhead to ensure an unbiased response. Results are based on over 12,000
replies for each year.

Conclusion:

Readership of specialized business publications continues to be strong and largely unchanged over the last
decade despite new and emerging technologies and an increase in the number of information sources.

For copies of this or other CARR reports, place your order online.
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Can Sales Representatives Adequately Cover All Potential Customers?

NO. 550.4
Can Sales Representatives Adequately Cover All Potential Customers?

No. In fact seven out of ten buyers say that when a purchasing need arises it is unlikely that a sales
representative would have recently called.

PERCENT OF BUYERS WHO SAY A SALES REPRESENTATIVE
WOULD HAVE RECENTLY CALLED. ..

Unlikely 5 1%

70%

Highly Unlikely

Likely

Wery Likely

PURPOSE:
To determine whether sales representatives alone can adequately cover all potential customers.
METHODOLOGY:

Gordon Publications, a division of Reed Elsevier Business Information Publishing Company, surveyed 9,397
reader service inquirers from 100 different advertisements which ran in 17 different Gordon Publications.
Magazines selected for this study represented the following industries: scientific, medical, industrial,
manufacturing, construction, and advanced technology. The survey was fielded approximately six months
after the advertisements appeared in the publications. The following results are based on 4,723 completed
surveys. The survey included the question:

"When a need arises for a product, system or service, how likely is it that a related sales
representative would have recently met with you?"

CONCLUSION:

Since buyers are not likely to have recently met with a sales representative, a firm's communication program
(advertisements, sales literature, publicity, etc.) is essential to inform large numbers of potential buyers
about a company and its products.

http://www.cahnerscarr.com/5504.htm [2/6/2002 3:19:09 PM]



How to Get Editorial Coverage in Specialized Business Magazines

N.O. 5521

How to Get Editorial Coverage in Specialized Business Magazines

1.

10.

11.
12.
13.
14.

Get to know the Chief Editor and the editorial staff who write about your product. Editors are often
short of time, and will frequently call people they know for information before making a cold call.

Study the editorial calendar. Your product will be a natural for some issues. But plan ahead, editors
may be working on a story up to 4 months before the issue date.

Be helpful to editors. Become one of their sources on technology trends, people changes, company
news, regulatory developments, etc. Then they won't forget you under the pressure of a deadline.

When an editor calls, provide quick access to company staff who can answer any technical questions.
Have staff avoid referring questions to other departments, such as legal and PR.

In a press release, tell editors how your product solves their readers' problems. Your release is
discarded if the editor doesn't spot this information quickly.

Provide full information in your press releases: technical specs, price, availability, typical applications.
Busy editors may not call to get missing information.

Determine the type of information editors use. For example, some want company news - some do
not. Some want "breaking news"- some do not.

Try to find case history examples of your product being used by customers. Such examples lend
credibility to your product and are often welcomed both for news and features.

Recommend experts and top officers of your company or client company for magazine interviews and
other "expert opinions."

Be willing to partner with a magazine in developing fresh editorial approaches, such as sponsoring
panel discussions, and profile stories on companies or key people.

Find out what type of photo your editor uses: black & white, or color.
Know the magazine format, focus, deadlines, editorial assignments calendar.
Rely on your advertising sales representative to connect you to editors.

Be sure you are listed in industry directories. Editors writing on new topics often look here first for
sources.

http://www.cahnerscarr.com/5521.htm [2/6/2002 3:19:10 PM]
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No. 552.1

How to Get Editorial Coverage In
Specialized Business Magazines

1. Get to know the Chief Editor and the editorial staff who write about your product.
Editors are often short of time, and will frequently call people they know for infor-
mation before making a cold call.

2. Study the editorial calendar. Your product will be a natural for some issues. But plan
ahead, editors may be working on a story up to 4 months before the issue date.

3. Be helpful to editors. Become one of their sources on technology trends, people
changes, company news, regulatory developments, etc. Then they won't forget you
under the pressure of a deadline.

4. When an editor calls, provide quick access to company staff who can answer any
technical questions. Have staff avoid referring questions to other departments, such
as legal and PR.

5. In a press release, tell editors how your product solves their readers’ problems. Your
release is discarded if the editor doesn’t spot this information quickly.

6. Provide full information in your press releases: technical specs, price, availability,
typical applications. Busy editors may not call to get missing information.

7. Determine the type of information editors use. For example, some want company
news — some do not. Some want “breaking news” — some do not.

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.
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10.

11.

12.

13.

14.

Try to find case history examples of your product being used by customers. Sug
examples lend credibility to your product and are often welcomed both for news
and features.

Recommend experts and top officers of your company or client company for
magazine interviews and other “expert opinions”.

Be willing to partner with a magazine in developing fresh editorial approaches,
such as sponsoring panel discussions, and profile stories on companies or key
people.

Find out what type of photo your editor uses: black & white, or color.

Know the magazine format, focus, deadlines, editorial assignments calendar.

Rely on your advertising sales representative to connect you to editors.

Be sure you are listed in industry directories. Editors writing on new topics often
look here first for sources.
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Evaluating the Costs of Sales Calls in
Business-to-Business Markets

By Susan Mulcahy

compensated for the goods and/or services they pro-

vide to their customers. To negotiate for that fair value,
companies rely on their sales representatives. Businesses trust
their sales representatives to be the link between their cus-
tomers and their profitability. But as this study reveals, sales
representatives need to listen more to the wants and needs of
their customers.
Our survey finds that the costs of a sales call continues to rise
and it takes more calls to close a sale than ever before.
Therefore, sales representatives need to make the most of the
time they spend with customers. We found seventy-six per-
cent of customers are currently frustrated with their vendor
sales representatives. Lack of product knowledge, listening to
my needs, and understanding my business, topped the list of
grievances customers currently have about their sales repre-
sentatives.

As we become more creative with our products and servic-
es, and search for more effective ways and methods to sell
our products, it is important for us to make sure that we are
adequately training and enhancing our sales people. Over half
of the companies in this study admit to being too busy or too
concerned about other issues to educate, evaluate, or update
their sales force.

Each year it becomes more difficult to reach our target
audiences. The most effective and profitable companies real-
ize that it takes many different approaches and solutions to

E ach year companies face the challenge of being fairly

reach their customers in an ever-changing and highly competi-
tive world. A closer look into the sales channel and making the
most of your sales personnel will eventually make an impact
on your business. This report provides some insight into sales
strategies we hope you can use to make your business grow
and prosper in the years ahead.

Methodology:

The sample for this research was selected from the Cahners
database of businesses. More than 88,000 businesses were
selected for this research. Results are based on the responses
of 23,341 businesses who participated in this survey and stat-
ed they were involved in the recommendation, selection,
specification and/or purchase of goods and services for their
business. The businesses all described themselves as one of
the following; building/construction, communications, elec-
tronics, entertainment, food, manufacturing, packaging, print-
ing, retail and/or science. Cahners Research conducted this
survey from July-September of 2001. For more information
about this report or questions, please contact Susan Mulcahy
at smulcahy@cahners.com

CARR Reports & Technical Notes:

The Cahners Advertising Research Reports are a continuing
series of media research reports that study business-to-busi-
ness marketing and trends. For more information or to view
additional CARR reports see www.cahnerscarr.com




Do sales representatives
personally call on every
customer at least once a year?

Percentage of Customers Who Received
at Least One Personal Sales Call in 2001

o 5.8%
[ 12.7%

10% to 24% ‘?'?'1’/"7% . 2001

| 1991
25% to 49% 9|-11Z°9%

o o, N 34.7%
50% to 74% 117.9%

o o, N 27.4%
75% to 99% I 28.7%
o, I 15.5%
100% [ 16.1%

| 64.7%
| 59.4%

Less Than 10%

Industry Average

ales representatives personally call on roughly two-thirds of
Stheir customer base per year. Not surprisingly, sales repre-
sentatives call most frequently on customers who have made
purchases within the last 3 months. Sales efforts are most often
targeted to frequent buyers of goods and services rather than
sporadic purchasers.

What percent of personal
sales calls are made to
new clients?

2%
60% - 2001
Y 1993
30%
18%
. 10% 10%

Follow-Up Call Calls to Call to New Buying
to Current New Prospective Influences Among
Customers Clients Current Customers

and Prospects

he average sales representative spends almost
Tthree-quarters of his/her active selling time with
existing customers. Less than 20% of sales efforts are
being focused on new prospective clients.




Evaluating te costor Sales Cg
IN BUSINESS-TO-BUSINESS

What is the average cost of a
personal sales call by selected
industries?

communications [ $340
Publishing [ §342
Entertainment | $352
Electronics [ $354
Retail [ 5291
Food | $276
Building/Construction [ NG $293
Manufacturing [ $330
Science [N 5297

Printing/Packaging | $315

Industry Average [N $329

n 2001, only 15.5% of sales

personnel called on their

entire customer base (see
page 2). This can be primarily
attributed to the increasingly
high cost of sales calls. The
average business-to-business
sales call currently costs
$329.00. Costs vary by industry
sector, but almost all markets
are currently over the $295
average cost from 1993.




ince 1993 the average cost of a

What is the average cost of s personal sales call has increased

personal sales call?

Cost of a Personal Sales Call
$329

$292  $295

s2a0 20

1980 1984 1988 1989 1992 1993 2001

by 10%. As costs for calling on
customers increase, businesses in this
study reveal that making the most of a
sales call is imperative. Targeting the
most influential and frequent buyers
and purchasers are where companies
are trying to focus their resources. To
hold down sales costs, nearly two-
thirds of businesses studied in this
research believe that they will be
increasing their use of conference calls

and video-conferencing.
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What percentage of sales are made by n average, eighty
inside sales and by direct (in person) percent of sales calls are
sales and how are selling budgets made by direct sales
.. efforts. Consequently, direct
divided between them? !

sales have the majority of the

Share of Share of Company i
Sales Made Sales Expense Budget sales expense budget. Inside

sales, or sales efforts made by
telephone, email and/or direct
mail solicitations, account for
one-fifth of a company's sales
revenue.

N Direct Sales
I Inside Sales




How effective are direct sales and
inside sales efforts?

% of Accounts Called on in the Last Year Who Made a Purchase

62.1%
96.9% 56.4%

Inside Sales Inside Sales Direct Sales Direct Sales
2001 1993 2001 1993

58.9%

oth direct sales and inside
B sales efforts have been

effective in 2001. Over half
of the customers called on by
inside sales methods have made
a purchase. Almost two-thirds of
sales accounts that were seen by
sales representatives in person
made a purchase.




Evaluating e costor Sales
IN BUSINESS-TO-BusINESS M

How many sales calls does It take
to close a sale?

Communications [ 5-25
Publishing [ 6 33
Science [ 4.23
Electronics [ 6.50
Food [ 550
Building/Construction NG 334
Manufacturing [ 4.01
Retail [ 5. 71
Entertainment [ ¢ 72

Printing/Packaging | 4.89

Industry Average [ 5.12

typical business-to-business

sale that exceeds $35,000

takes an average of 5.12 calls
to close. This number has increased
20% since 1989. Over 75% of
companies in this study stated that a
sale over $35,000 now needs a com-
bination of direct and indirect sales
efforts. Over the next five years,
businesses believe they will continue
to struggle with increasing costs to
close sales.




At what dollar amount is a
customer transferred to an outside
sales representative?

Transition of a Sale from Inside Sales to Direct Sales

$50,000 Direct Sales

$40,000

$35,695

330,000 Inside Sales

Sales

$20,000

$10,000

$0

nce a customer reaches
$35,695 in sales, they are
typically transferred to an
outside sales representative who
begins to call on them in person.
Most organizations believe they
can handle their customers, who
have sales totalling under
$35,695 by using remote or
non-direct sales methods.
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What is the amount of an average he average sale made by
sale made by inside sales and a personal sales call is
direct sales $82,741. This amount is
substantially more than the
Average Sale of Outside vs. Inside Sales $17,894 average sale typically
$82.741 generated by inside sales

methods. However, the cost of
an outside sale is significantly
greater than inside sales
methods.

$17,894

Direct Sales Inside Sales
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What is the cost per recipient for
a specialized business magazine
advertisement?

Cost of Reaching a Prospect
$329

$0.24

Specialized Business
Magazine Advertisting

Personal Sales Call

Note: The median score indicates the percentage of readers who
remembered seeing the ad in the issue they surveyed. Calculations
for specific publications can be done by using the same methods
and calculations.

he cost of reaching a potential prospect
or customer by using a
specialized business magazine advertisement is
significantly less than the cost of a personal
sales call. Specialized business publications can
be an efficient and cost effective way to reach
buyers.

The average cost of a specialized business
publication is based on calculations done by
Cahners Research. The cost is calculated by
using the averages yollowing categories: the
average circulation (74,116) was multplied by
the average current issue readership (93%).
This figure (68,928) was multiplied by the
median noted score for a one-page 4-color
advertisement (50%). Lastly, this figure
(34,463) was divided by the average rate for a
one page 4-color advertisement placed one
time ($8,119) which equals $0.24.

11



Valuating te cost or Sal

B ss-To-Bu IARICETS

Average number of sales
representatives customers speak
with on the telephone per week.

Manufacturing [ 5.18
publishing [ 5.0
Retai! [ : o6
Food | 4 .38
Building/Construction || NNEGEEEEE .78
Printing/Packaging | 4.66
Communications [N 4.12
Entertainment [ 3.0
Electronics [ 3.56
Science [ 3.15
verage [ :

n 2001, customers spoke with less

sales representatives than they

have in the past on the telephone.
The average number of sales calls
taken by customers over the phone is
4.61 per week. The number of calls
may vary by industry sector, but sixty-
eight percent of customers say they
would like fewer telephone calls from
sales representatives in 2002. Simply
stated, customers have less time to
speak with sales people.

12



Average number of sales
representatives customers
see in person per week

Printing/Packaging | 2.21

Manufacturing [ 2.18
Retail [ 2.01
Communications [N .99
Building/Construction [ NG 1.59
Entertainment [ 1.65
Publishing [ 1.0
Food [ 156
Science [N 1 .51
Electronics [ 1.47
Average [N 1.81

In addition to talking with

sales representatives on the

telephone less each week,
customers are spending less
time with sales people in per-
son. On average, customers
have only two in person sales
calls each week. This means
that any personal time sale
representatives spend with
their customers needs to be
effective and productive.

13



Evaluating e costor Sales Ca

IN BUSINESS-TO-BUSINESS

. ffective and productive time with
Company sales representatlves can
. customers means sales represen-
usually answer my questions?

tatives need to devote time to adequately

58% answering their customer’s questions.

Over half of customers state that sales
representatives cannot answer their
guestions. This has added to many
customers' unwillingness to see and
speak with sales representatives on a
regular basis (see pages 11+12). Sales
representatives need to be better pre-
pared for questions on calls by listening
more to their customers' needs.

No

42%

Yes

14



Company sales representatives
understand my needs and are
not merely just trying to sell

their product?
61%

39%

Yes

ver ninety-percent of

customers state they

would like their sales
representatives to be more of
a resource to them. Sales
representatives who under-
stand the business, needs and
pressures of their customers
are sixty-nine percent more
likely to come away with
a sale.

15
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Cahners Advertising Research Report

No.2001.11

What Causes Design Engineersto
Return or Not Return to a Website?

More than three-fourths of respondents said that if awebsite has catalogs
or specification sheets, they are likely to return to that website. Over half
said thisistheir number one criteria. Lack of useful content and navigation
difficulty rank one and two on thelist of factors that turn design engineers
away from awebsite.

REASONS FOR RETURNING

FE%E S0 %
Easwy to nawvigate 50% 14%
Feagularhy updated inForm ation 0% 11%
Fast response to =-m ails 31% 5 Ta
Contact infoermatizn/flnk 30% 5%
Pricing 2H% 2%
Downlkbadablk CAD drawings 23% % %4
Int=ractive productfsupplier selactors 2321% 1%
Links te other websites 18% 1%
MNews or updated softwars 12% 1%
Other 2% 1%

REASONS FOR NOT RETURNING

Lack ofF useful content 7A% 4 4%
Difficuk to nawvigate Fl% 23%
Requring regiztration B39 269
Slow downloading 4526 E %
Unnattractive graphics 109 025
Other 2% 1%
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For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4637), e-mail at smulcahy@cahners.com, or contact your sales representative.

Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.
Specialized Magazines for Automotive, Book Publishing, Building & Construction, Communications,
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Purpose:

To determine the reasons design engineers will or will not return to awebsite.

Methodology:

Cahners Research mailed 5,000 surveys to subscribers of Design News. Results are based on 1,049 respondents. Included in the
survey were the questions:

“What factors make you return to a website? What is the most important factor?’
“What factors make you turn away from awebsite? What is the most important factor?’

Conclusion:

More than three-fourths of respondents said that if awebsite has catalogs or specification sheets, they are likely to return to that
website. Over half said thisis their number one criteria.

Lack of useful content and navigation difficulty rank one and two on the list of factors that turn design engineers away from a
website.

Visit Cahners Business Information on the Internet at www.cahners.com.

CARR Reports may be reproduced without prior consent.
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What Drives Design Engineersto
Supplier Websites?

Advertisements and articles in engineering magazines top the list of
Influences guiding design engineers to supplier websites.

% of Respondents
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Purpose:

To determine the factors that drive design engineers to supplier websites.

Methodology:

Cahners Research mailed 5,000 surveys to subscribers of Design News. Results are based on 1,049 respondents. Included in the
survey were the questions:

“What are the major influences driving you to supplier websites?’

Conclusion:

Advertisements and articles in engineering magazines top the list of influences guiding design engineers to supplier websites.

Visit Cahners Business Information on the Internet at www.cahners.com.

CARR Reports may be reproduced without prior consent.
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What Methods do Design Engineers Use to Request
Information from Suppliers?

For thelr immediate high-priority needs, design engineers most often
phone a manufacturer. A reader service card is used most frequently for
non-immediate needs.

Methods
Immediate Mon-
High-Priarity Immediate
Meeds Meeds
Phone manufacturer 80 % 21%
Consult vendor's wehsite 83% 43%
Contactdistributor 47 % 19%
E-mail manufacturer 4% 24%
Fax manufacturer 21% 8 %
lse magazine anline reponse program 18% 23%
Circle reader service card 11 % T3%
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Purpose:

To determine the methods design engineers use to get information from suppliers when they see a product in an engineering
magazine.

Methodology:

Cahners Research mailed 5,000 surveys to subscribers of Design News. Results are based on 1,049 respondents. Included in the
survey were the questions:

“When you see a product in an engineering magazine that interests you, which methods do you typically use to request
information from suppliers?’

Conclusion:

For their immediate high-priority needs, design engineers most often phone a manufacturer. A reader service card is used most
frequently for non-immediate needs.

Visit Cahners Business Information on the Internet at www.cahners.com.

CARR Reports may be reproduced without prior consent.
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No.2001.14

Characteristics of Supplier Salesperson Visits with Design
Engineers

On average, desgin engineers visit with 3 supplier salespeople per month.
Design engineers initiate meetings with supplier salespeople an average of
25% of thetime.

NUMBER OF SALESPEOPLE DESIGN ENGINEERS SEE IN AN
AVERAGE MONTH
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For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4637), e-mail at smulcahy@cahners.com, or contact your sales representative.
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Purpose:

To determine the frequency and source of initiation of supplier salesperson meetings with design engineers.

Methodology:

Cahners Research mailed 5,000 surveys to subscribers of Design News. Results are based on 1,049 respondents. Included in the
survey were the questions:

“During an average month, how many supplier salespeople do you see?’
“ Approximately what percentage of the time that you see a supplier salesperson do you initiate the meeting?’

Conclusion:

On average, design engineers visit with 3 supplier salespeople per month.

Design engineers initiate meetings with supplier salespeople an average of 25% of the time.

Visit Cahners Business Information on the Internet at www.cahners.com.
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How Much of Their Time At Work Do Design Engineers
Spend Searching for Technical/Engineering Information?

On average, design engineers spend 21% of their work day in search of
technical/engineering information.

% of Time
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For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
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Purpose:

To determine the amount of time on the job design engineers spend searching for technical/engineering information.

Methodology:

Cahners Research mailed 5,000 surveys to subscribers of Design News. Results are based on 1,049 respondents. Included in the
survey were the questions:

“ Approximately how much of your time at work is spent searching for technical/engineering information?’

Conclusion:

On average, design engineers spend 21% of their work day in search of technical/engineering information.

Visit Cahners Business Information on the Internet at www.cahners.com.

CARR Reports may be reproduced without prior consent.
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How Do Businesss Professionals use Trade
Publications and the Internet?

The relationship between trade magazines and the Internet is complementar
Trade magazines are used to discover new opportunities and products
and are more enjoyable to read. On the other hand, the Internet provides

a quick means to follow up for specific needed information.

SEARCHING THROUGH TRADE PUBLICATIONS

Searching through Trade Publications

Searching through the Internet

When | use the Internet to search for . . .
project information I just want to find 39% 42% 80%
information and get off.

Using the Internet is more efficient than . > 0
searching through trade publications 35% N% 6%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.

Trade publications provide opportunities
to discover information that | wouldn’t
have searched for.

It is more enjoyable to read a trade
publication than to use the Internet.
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Purpose:

To determine the relationship between trade magazines and the Internet.

Methodology:

In early 2000 Cahners Research surveyed, by telephone, a radom selection of 636 read-
ers from Chaners publications to determine action taken after seeing advertisements in
trade publications and how this product information search is changing as a result of the
Internet. Respondents represent the diversity of markets and job functions covered by
Cahners publications in following industries: manufacturing, electronics, building/con-
struction and foodservice.

Included in the survey were the following statements to which respondents were asked
to provide four levels of agreement: 1) strongly agree, 2) somewhat agree, 3) somewhat
disagree of 4) strongly disagree:

“Trade publications provide opportunities for me to discover business

information that | would not have searched for.”

“It is more enjoyable to read a trade publication than to use the Internet.”

“Using the Internet is more efficient than searching through trade

publications.”

“When | use the Internet to search for product information | just want to find

the information and get off-line.”

Conclusion:

Professionals enjoy reading trade publications and this affords them the opportunity to find
new information and products they would not have specifically searches. This newly discov-
ered information will drive traffic to the Internet for more specialized searches. The Internet
and trade magazines work together as the Internet is place to find specific and current infor-
mation quickly and trade magazines is the place to build a broad base of industry knowl-

edge.
CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.0. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800
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How are Business Professionals
Using the World Wide Web?

Over 8 out of 10 business professionals are using
the World Wide Web for product information and evaluation.
Searches for all types of information, including technical and company
information, are dominating the use of the Web.

PERCENT OF RESPONDENTS

| use the Web for...

Product information & evaluation _33%
Technical information _55%
Company infromation _
Product prices _ 38%
Business news & information _33%
Software updates & patches _31%
Trade news _ 29%,

Access newspapers & magazines _23%
Newsletters — 19%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.
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Purpose:

To determine how business professionals' use the Web.

Methodology:

In early 2000 Cahners Research surveyed, by telephone, a random selection of
636 readers from Cahners publications to determine actions taken after seeing
advertisements in trade publications and how this product information search is
changing as a result of the Internet. Respondents represent the diversity of mar-
kets and job functions covered by Cahners publications in the following indus-
tries: manufacturing, electronics, building/construction and foodservice.

Included in the survey was the question: "How do you use the Web?"

Conclusion:

Business professionals use the Web to gather information. Business Web sites
should have product, technical and company information easily accessible to

users.
CAHNERS OFFICES BOSTON (Corporate Headquarters) CHICAGO: NEW YORK:
Cahners Building Cahners Plaza 245 West 17th Street
275 Washington Street 1350 East Touhy Avenue New York, NY 10011
Newton, MA 02458 P.0. Box 5080 212-645-0067
CARR Reports Des Plaines, IL 60018
617-964-3030 847-635-8800
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What Drives Business Web Site Traffic?

The top three influences driving professionals to business-related
web sites are articles and advertisements in specialized
business publications and search engines.

PERCENT OF RESPONDENTS

Articles in specialized business publications 48%

Search engines 18%

Advertisements in specialized

business publications 42%

Links from specialized

business publications 32%

Colleagues/word of mouth

29%

Direct mail 14%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.
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Purpose:

To determine what drives new traffic to business-related web sites.

Methodology:

In early 2000 Cahners Research surveyed, by telephone, a random selection of 636
readers from Cahners publications to determine actions taken after seeing advertise-
ments in trade publications and how this product information search is changing as a
result of the Internet. Respondents represent the diversity of markets and job func-
tions covered by Cahners publications in the following industries: manufacturing, elec-
tronics, building/construction and foodservice.

Included in the survey was the question: "What are the major influences driving you
to business-related web sites?"

Conclusion:

Both articles and advertisements in specialized business publications drive many
professionals to business-related web sites. Once on the Web search engines
and links from business publications' web sites also direct people to specific web
sites of interest.
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Do Professionals Purchase Business Products
After Seeing Them On the Internet? Are the
Transactions Completed On-line?

Yes. More than half of professionals have purchased products
for business as a result of seeing them on the Internet. Of these
buyers, close to half completed their transaction on the Internet.

7

INTERNET INFLUENCE ON BUSINESS PURCHASES
AND RESULTING ON-LINE TRANSACTIONS

46%
Completed the

YA transaction on-line
Purchased

a business

product

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4782), or contact your sales representative.
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No0.2001.02

Do Professionals Use the Internet In
Their Work?

Eighty-eight percent of those surveyed use the Internet in
their work.

Percent of Respondents

No, do not use
the Intemet
12%

Yes, do use
the Intemet
88%
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For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4637), e-mail at smulcahy@cahners.com, or contact your sales representative.
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Purpose:

To determineif professionals use the Internet in their work.

Methodology:

Cahners Research mailed 2,000 surveys to subscribers of Cahners publications. Results are based on 577 management-level
respondents who are evenly spread among the following functions: materials handling, logistics, warehousing, and industrial

distribution. Included in the survey was the question:

“Do you use the Internet in your work?’

Conclusion:

Eighty-eight percent of those surveyed currently use the Internet in their work.

Visit Cahners Business Information on the Internet at http://www.cahners.con/.
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How Often Are Inquirers Contacted By Sales

Representatives?

Fifteen percent of respondents say they are amost always contacted by a

sales representative after requesting information.

Percent of Respondents

Very Rarely
18%

Less Than Half
The Time
34%

Almost Always
16%

More Than
Half The Time
33%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,

Newton, MA 02458 (617-558-4637), e-mail at smulcahy@cahners.com, or contact your sales representative.
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Purpose:

To determineif inquirers are contacted by a sales representative after requesting information.

Methodol ogy:

Cahners Research mailed 2,000 surveys to subscribers of Cahners publications. Results are based on 581 management-level
respondents who are evenly spread among the following functions: materials handling, logistics, warehousing, and industrial
distribution. Included in the survey was the question:

“Regardless of which inquiry method you utilize, how often does a sales representative from the supplier contact you
after your inquiry?’

Conclusion:

Fifteen percent of inquirers are almost always contacted by a sales representative.

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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Replaces 240.1A

How Professionals Gain Additional Information on
Products Seen in Trade Magazine Ads or Editorials?

Calling a supplier on the phone is the most common means used to gain
additional information on products when professionals are inquirying for
priority projects. Use of magazine reader service cardsis the most popular
way to inquire when it relates to future needs.

Percent of Respondents

Telephone supplier 2

Visit supplier's website

E-mail request to supplier

= J1%
Fa= request to supplier = Priority Projedts
ne O Future Heeds

se magazine reader semvice card | 304

Check ovwmn files of supplier literature #ﬂ% A

Check company's centralized files of + 162,
supplier literature < 1%,

1%

Other e

e 10% 20% 30% 40% S50% 60% T0% 80%

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4637), e-mail at smulcahy@cahners.com, or contact your sales representative.
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Purpose:

To determine what means professionals use to gain additional information on products seen in trade magazine ads or editorials.

Methodology:

Cahners Research mailed 2,000 surveys to subscribers of Cahners publications. Results are based on 508 management-level
respondents who are evenly spread among the following functions: materials handling, logistics, warehousing, and industrial
distribution. Results add to more than 100% due to multiple response. Included in the survey was the question:

“When you see an ad or editorial item in a trade magazine for a product that interests you, what means do you use to gain
additional information for priority projects and future needs?’

Conclusion:

Calling a supplier on the phone is the most common means used to gain additional information on products when professionals
areinquirying for priority projects. Use of magazine reader service cardsis the most popular way to inquire when it relates to
future needs.

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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No0.2001.05

Do You Read Ads For Companies You Already Do
Business With?

An overwhelming 97% of those surveyed read ads for companies they
already do business with.

Percent of Respondents

Read Ads
97 %

Do Not Read
Ads
3%
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For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4637), e-mail at smulcahy@cahners.com, or contact your sales representative.
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Purpose:

To determine if respondents read ads for companies they already do business with.

Methodology:

Cahners Research mailed 2,000 surveys to subscribers of Cahners publications. Results are based on 578 management-level
respondents who are evenly spread among the following functions: materials handling, logistics, warehousing, and industrial
distribution. Included in the survey was the question:

“Do you read ads for companies you aready do business with?’

Conclusion:

Virtually all of those surveyed read ads for companies they already do business with.

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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What isthe Level of Interest in Responding to
Advertisements on Products Featured in Trade Magazines?

Seventy-nine percent of respondents inquire more or just as often as they
did 5 years ago.

Percent of Respondents

Inguire just as
Inguire More often
37% 42%

Inquire less
21%
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For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4637), e-mail at smulcahy@cahners.com, or contact your sales representative.
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Purpose:

To determine the level of interest in responding to advertisements on products featured in trade magazines.

Methodology:

Cahners Research mailed 2,000 surveys to subscribers of Cahners publications. Results are based on 563 management-level
respondents who are evenly spread among the following functions: materials handling, logistics, warehousing, and industrial
distribution. Included in the survey was the question:

“No matter what method you use to inquire (phone, fax, web, or reader service card), how would you describe your level
of interest in responding to advetisements on products featured in trade magazines?’

Conclusion:

Over three-quarters of those surveyed inquire more or just as often as they did 5 years ago.

Visit Cahners Business Information on the Internet at http://www.cahners.con/.
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How Often is Information Recelved From a Supplier?

Over half of those surveyed almost always receive the information they
requested from a supplier.

Percent of Respondents

Almost always
58%

More than half
the time
36%

Less than half
the time
6%
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For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4637), e-mail at smulcahy@cahners.com, or contact your sales representative.
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Purpose:

To determine how often information requested from a supplier is received.

Methodology:

Cahners Research mailed 2,000 surveys to subscribers of Cahners publications. Results are based on 582 management-level
respondents who are evenly spread among the following functions: materials handling, logistics, warehousing, and industrial

distribution. Included in the survey was the question:

“Regardless of which inquiry method you utilize, how often do you receive the information you requested from a
supplier?’

Conclusion:

Fifty-eight percent of those surveyed almost always receive the information they requested

Visit Cahners Business Information on the Internet at http://www.cahners.com/.
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How to Increase Awareness?

Advertisements in trade magazines are the most effective means of
Increasing professionals’ awareness of suppliers.

Percent of Respondents

Ads in Trade
Magazines

word of voutr |
Editorials in Trade
Magazines

For additional copies, write CARR, Cahners Business Information, 275 Washington Street,
Newton, MA 02458 (617-558-4637), e-mail at smulcahy@cahners.com, or contact your sales representative.
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Cahners Business Information
A DIVISION OF REED ELSEVIER, INC.
Specialized Magazines for Automotive, Book Publishing, Building & Construction, Communications,
Electronics, Entertainment, Food Processing, Foodservice & Lodging, Jewelry, Manufacturing,
Medical & Scientific, Metals, Packaging, Printing, Retail Home Furnishings, Travel, Trucking

Purpose:

To determine the most effective means of increasing supplier awareness.

Methodology:

Cahners Research mailed 2,000 surveys to subscribers of Cahners publications. Results are based on 376 management-level
respondents who are evenly spread among the following functions: materials handling, logistics, warehousing, and industrial
distribution. Included in the survey was the question:

“In terms of increasing your awareness of suppliers, how effective are each of the following influences: Adsin trade
magazines, editorials in trade magazines, trade shows, directories, supplier websites, word of mouth?’

Conclusion:

On average, those surveyed felt ads in trade magazines (7.3) were the most effective in terms of increasing their awareness of
suppliers, followed by word of mouth (7.1), editoriasin trade magazines (6.7), suppliers websites (6.6), trade shows(6.3), and
directories (5.2).

Visit Cahners Business Information on the Internet at http://www.cahners.con/.
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