Sunday Select:
Delivering consumers
to our advertisers
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Gannett identified an Opportunity

e Circulation declining, advertisers looking elsewhere for
way to connect with former subscribers

« Deliver non-newspaper readers to preprint advertisers

« Engage opt-in subscribers with an advertising package
they’ve requested to their home every week

* Increase penetration of the most important households in
the market.

o Deliver it on a strong readership and engagement day —
Sunday.
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sunday select

Making the best zip codes better.

Engage, excite, deliver.
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The concept

* |Increase household penetration to a goal of 60%
In the most desirable zip codes in each market.

— 60% Iincludes home delivery, single copy and Sunday
Select

e An opt-in process acquires subscribers.

* Pre-prints delivered in a wrap that also promotes
retention and engagement to an audience that
gives permission to be reached.
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Target Audience: Women age 25-50
non-newspaper readers



Opt in Is critical

 Non-subscribers in target zip codes only.

e Acquire only enough to fill gap between current
home delivery/single copy penetration and 60%.

e Once acquisition target is met, maintenance
program Is instituted.
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Acquiring opt-in subscribers

e Outbound telesales, subscription cancellations,
door-to-door, direct mail/email.

« Affirmative opt-in households verified and
recorded.

* 10% of list verified, opt-in status reaffirmed
weekly.

« ABC audited distribution.
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Zip Code Selection

« Commonly purchased by pre-print advertisers.
 Demographically desirable.
 Comprised of high household spending levels.

e Zip codes that drive shopping behavior in each
market.

e Delivered in a branded bag by current carrier
teams.
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Content

YES (Your Essential Shopper)
— covering shopping nationally
and locally.

 Female target.

e Seasonally adjusted, mirrors
retail seasons.

 Delivers a fast read.

 Photo heavy.

e Uses advertisers and trade
associations as sources.
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Consistency and Efficiency

o Gannett provides YES wrap to over 75 products
each week

* 53 six page wraps for as little as $1,200 per
month

 Provided 10 days in advance to maximize press
time and overall production efficiency

« Common wrap understood and appreciated by
Sunday Select advertisers
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Premium Advertising Opportunities

 Back Page of Wrap
 Post It Note on Wrap
 Front Page Spadea
e Front Page Strip Ad
 PolyBag
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Advertisers demanded scale

e 2007: Launched in 12 Gannett markets

e 2008: Washington Post

e 2009: McClatchy, Tribune, MediaNews

e« 2010: Reached 1 million distribution nationwide

e 2012: Gannett and others expand: Projected 1.5
million distribution
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50+ markets strong

* Indianapolis « Baltimore
 Des Moines « Allentown

o Detroit e Sacramento

* Phoenix « Kansas City

o Cincinnati e Columbia

» Louisville « Tacoma

* Nashville  Ft. Worth

o Greenville  Lexington
Wilmington « Modesto

* Reno  Myrtle Beach
 Brevard e Wichita

* Hartford « Bay Area, CA
* Chicago . Salt Lake City

« Los Angeles
 Ft. Lauderdale
« Orlando
 Baltimore
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The R'ght AdvertISGI‘S Off,l‘ji’;,,ﬁ,,"“
18-24 each week

SAFEWAY €Y

« Aaron Bros « Rite Aid TIME WARNER
CABLE

 Best Buy e Sears *macy’s oS ﬁu{s
e CVS » Safeway e
« Kohl's o Target
« JC Penney o Time Warner
 Lowe’s e Toys R Us
 Macy's » Valassis
* Michaels « Verizon \ %%W
* Meijer « Walgreens
 News America « Walmart
» Office Depot
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Opt in Subscriber Feedback

* 99% took Sunday Select inside their home.

e Sevenin 10 (72%) read, looked at, or browsed through the ads and coupons.
 66% look forward to receiving Sunday Select every week.

e 67% are likely to recommend Sunday Select to friends or family.

» 55% used one of the included coupons when purchasing an item.

« Sevenin 10 (69%) read or looked at the YES! Your Essential Shopper newspaper.

 Ninein 10 (89%) took Sunday Select inside their home.

« Sevenin 10 (68%) read, looked at, or browsed through the ads and coupons.
 52% look forward to receiving Sunday Select every week.

« 58% are likely to recommend it to friends or family.

o 44% used one of the included coupons when purchasing an item.

e Sixin 10 (61%) read or looked at the YES! Your Essential Shopper newspaper.

Two recent market surveys of Sunday Select opt-in subscribers



Extending the Sunday Select reach

 Digital version — YES content online with paid
links to featured products

 Coupon/Deal of Day connection



Working together for our advertisers

* Pre-shopping site featuring e-circulars

— Newco: Gannett, Hearst, Tribune, McClatchy,
MediaNews, NY Times

e |-circulars
— AP launch late summer

e \What's next??



