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VERTIS COMMUNICATIONS UNVEILS A “DECADE OF DATA”
Ten Years of Research Reveals the Declining Impact of TV Advertising, and the Rising
Influence of Female Decision Makers, Among Other Key Trends

BALTIMORE (Jan. 14, 2008) — Vertis Communications announced today the 10th anniversary of its
proprietary Vertis Customer Focus® study, which has been analyzing the key trends behind
consumer purchasing behaviors, entertainment preferences and media usage patterns since 1998.
Spanning a decade of research, Vertis’ Customer Focus: Decade of Data study revealed that for
adult men 18 and older, TV advertising is no longer the main influencer in their purchasing
decisions, down 8 percent from 1998 to 22 percent. Conversely, advertising inserts have grown to
become the most influential medium for both adult men and all adults in America. Twenty-four
percent of men and 27 percent of total adults indicated they turn to this medium when making a
purchasing decision, compared to just 16 percent and 19 percent, respectively, 10 years ago.

“Vertis’ 10-year track record in consumer market research has allowed us to witness first-hand how
Americans’ use of new media, entertainment and information vehicles have become increasingly
more fragmented,” said Scott Marden, director, marketing research for Vertis Communications.
“With our new Decade of Data numbers, we can identify solid trends to help marketers understand
the effectiveness, and inherent need, for integrating trusted print media into their multi-channel
marketing campaigns.”

Looking deeper into the study, Vertis’ Decade of Data research also reveals young adults have
drifted away from personal interaction when choosing leisure activities. Since 1998, the number of
young adults participating in team sports has decreased from 19 percent to 13 percent, while the
amount of time spent with computers has drastically increased, from 8 percent to 21 percent in the
same 10 years. Additionally, Vertis’ study reveals the number of young adults going out to the
movies has decreased from 13 percent in 1998 to just 3 percent in 2008, while the number of
adolescents staying home to watch television or rent videos has increased from 24 in percent in
1998 to 32 percent in 2008.

“Understanding and hence targeting young adults can be a difficult task for marketers,” said
Marden. “However, tracking trends in leisure preferences and media activities arms marketers with
an acute awareness of where and when this important consumer group can be reached.”

In celebration of Customer Focus’ 10th anniversary, Vertis is offering a compelling, 20-page “Decade
of Data” report, which will provide valuable insight to marketers and is available on the company’s
newly revamped Web site www.Vertisinc.com. A full print report can also be obtained by answering a
brief questionnaire online.

The Vertis Communications Customer Focus: Decade of Data study, which surveyed 3,000
consumers via telephone, further revealed the following:
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The Rise of Single, Influential Women

In the past decade, the industry has witnessed a rising involvement of women in
purchasing decisions like never before. In 1998, only 69 percent of women ages 18-24
reported being involved in the decision-making process when purchasing home electronics;
in 2008, 91 percent report they are a part of the process, with cell phones, desktop
computers and digital cameras being some of the most popular purchases for this age
group (See Slide A)

Considered late adopters, 68 percent of women age 50 and older now have access to the
Internet, up from 30 percent in 1998 (See Slide B)

In the past 10 years, the percentage of women ages 25-34 who are single or living with
their significant others has increased 8 percent, from 30 percent in 1998 to 38 percent in
2008 (See Slide C)

Finally, because of programs such as Title 1X, the 1972 equal opportunity in education act
that allowed women access to higher education, the number of women who report having
an undergraduate or graduate degree has increased drastically in the last decade, from 28
percent to 41 percent (See Slide D)

Today’'s Consumers are Socially Responsible, More Informed

Today’s consumers rally around victims of natural disasters and are more focused on
making social connections. In 2005, when this attitude first emerged following Hurricane
Katrina, more than 85 percent of adults had responded to a charitable appeal, surpassing
the 77 percent that responded immediately after the events of 9/11 (See Slide E)

Also, since 2004, fewer shoppers visit a store without first researching their purchases,
hinting that today’s consumers are much more educated about their buying decisions. Prior
to entering a store in 2008, Vertis’ study indicates approximately 57 percent of adults will
look through advertising circulars, 50 percent will conduct research on the Internet, and 38
percent will utilize catalogs to retrieve additional information (See Slide F)

In 2004, 31 percent of adults indicated they entered a store without any prior research; this
number is down to 17 percent in 2008 (See Slide G)

Economic Impact of 9/11

Immediately before the 9/11 tragedy, Vertis’ Customer Focus data showed almost 38
percent of Americans were planning to purchase a new or used vehicle within the next 12
months. Just four months later, this number decreased to 22 percent, while the number of
Americans planning to purchase a new car only decreased by 50 percent (See Slide H)
Additionally, after 9/11, approximately 16 percent of adults reported making fewer large-
ticket purchases totaling $100 or more (See Slide |)

Interestingly, in today’s current crises in the housing and gas markets, 40 percent of
Americans indicated they're less likely to make purchases over $100 in the coming year, 24
percent more than after 9/11 (See Slide J)

Automobile Purchases on the Rise, while Vacation Auto Travel Declines

Among automobile shoppers, Vertis’ Decade of Data study shows consumers are more
likely to purchase a new car in 2008, with the percentage growing from 58 percent in 1998
to 70 percent in 2007 (See Slide K)
In addition, some growth is also seen among adults planning to buy a used car or truck,
with that group of respondents increasing from 45 percent in 1998 to 53 percent in 2007
While automobile purchases may be on the rise, adults are shifting their vacation agendas
in 2008 to include fewer trips via automobile, decreasing 5 percent since 1998
Furthermore, fewer adults are planning to take a vacation in 2008, down from 70 percent
10 years ago to 67 percent today (See Slide L)
Finally, plans to travel via air while on vacation have risen slightly in the past decade, from
40 percent in 1998 to 43 percent in the new year
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About Customer Focus

Customer Focus is Vertis Communications’ proprietary annual study tracking consumer behavior
across a wide variety of industry segments — retail, grocery, home improvement, fashion, home
electronics, sporting goods, furniture, technology, auto aftermarket — and media including advertising
inserts, direct marketing, and the Internet. The survey was first conducted in 1998 and, in subsequent
years, has been expanded and modified to identify emerging consumer behavior patterns and track
shifts in consumer practices and motivations.

To acquire a customized Customer Focus® Decade of Data study or speak to a Vertis
Communications executive, please contact Jesse Lovejoy or Kelly Hamor at (619) 234-0345.

About Vertis Communications

Vertis Communications is a premier provider of print advertising, direct marketing solutions, and
related value added services to America’s leading retail and consumer services companies. Vertis
delivers marketing programs that create strategic value for clients by using creative services, color
management technologies, proprietary research, customer targeting expertise, premedia and media
services, combined with its world-class printing expertise. Headquartered in Baltimore with over 100
locations in the U.S., Vertis Communications has been recognized as one of Fortune magazine's
"Most Admired Companies" in advertising and marketing. For more information, visit
www.vertisinc.com.

This press release may contain forward-looking statements. The words “believes, “anticipates,
“expects, “estimates, “plans, “intends,” and similar expressions are intended to identify forward-
looking statements. All forward-looking statements are subject to a number of risks and
uncertainties that could cause actual results to differ materially from projected results. Factors that
may cause these differences include fluctuations in the cost of raw materials we use, changes in
the advertising, marketing and information services markets, the financial condition of our
customers, actions by our competitors, changes in the legal or regulatory environment, general
economic and business conditions in the U.S. and other countries, and changes in interest and
foreign currency exchange rates.

Consequently, you should consider any such forward-looking statements only as our current plans,
estimates, and beliefs. Even if those plans, estimates, or beliefs change because of future events or
circumstances, we decline any obligation to publicly update or revise any such forward-looking
statements.
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Slide A
CHIEF SHOPPER-HOME ELECTRONICS

Are you the chief shopper or do you share equally in the decision to purchase home
electronic equipment?

W18-24
W 1998
m 2008

91%
Yes/Share Equally
Universe: Total Adults Source: © 2007 Vertis Customer Focus®: Retail 2008

Slide B

Internet Access

Women 50+
W 1998
@ 2000
2002
| 2004

68% @ 2006

Internet Access

Universe: Total Adults Source: © 2007 Vertis Customer Focus®: Retail 2008
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Slide C
MARITAL STATUS

What is your marital status?
Women 25-34

38%

Living Together / Single

Universe: Total Adults Source: © 2007 Vertis Customer Focus®: Retail 2008

Slide D
EDUCATION

Percent of Women with College +

41%

Women

Universe: Total Adults Source: © 2007 Vertis Customer Focus®: Retail 2008
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Slide E
$ CONTRIBUTED

In the past 12 months, approximately how many dollars have you contributed to
Charities or Non-Profit Organizations, not including your local church? Would it
be...?

Total Adults
W 2002
W\ 2005
85%
23%
15%
$1 or More None
Universe: Total Adults Source: © 2007 Vertis Customer Focus®: DM 2005
Slide F
Which of the following statements describe your shopping behavior?
Total Adults
57%
50%
38%
Research by circular Research online Research by catalog

Universe: Total Adults Source: © 2008 Vertis Customer Focus®: Retail 2008
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Slide G
SHOPPING BEHAVIOR

Which of the following statements describe your shopping behavior?
Total Adults

30%
19% 17%
Just Go to The Store

Universe: Total Adults Source: © 2008 Vertis Customer Focus®: Retail 2008

Slide H
INTEND TO BUY-12 MONTHS

In the next 12 months, do you intend to...?

Total Adults Total Adults
(August (December 2001)
2001)

Total (combined) 37.6% Total (combined) 22.4%
Buy a New Car 13.7% Buy a New Car 7.1%
Buy a Used Car 12.6% Buy a Used Car 8.6%
Buy a Used Truck 7.2% Buy a Used Truck 4.5%
Buy regular sized S.U.V. 7.0% Buy regular sized S.U.V. 3.8%
107 &L (80 T 6.5% Buy a New Truck 3.8%
Buya Van/Mir.mi Van SRy Buy a Van/Mini Van 4.5%
guL)J/\a/n Oversized 3.3% Buy Oversized S.U.V. 1.9%
None/Not planning buy 50.6% None/Not planning on buy 65.6%
Don't know 11.8% Don't know 12.0%

Universe: Total Adults Source: © 2006 Vertis Customer Focus®: DM 2001 & RTS
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Slide |
CURRENT SPENDING (R)

Due to the events of Sept. 11 and the economic climate, has the number of your
major purchases of $100 or more...

Total Adults

Remained the Same 7%
Decreased 16%
Increased 8%
Universe: Total Adults
Source: © 2007 Vertis Customer Focus®: December 2001 RTS
Slide J

HIGHER GAS PRICE AFFECT

Which of the following describes your shopping habits in today's economic climate
(housing market, gas prices)?

Total Adults

Shopping closer to home 64%
I'm combining my shopping trips 59%
Cutting back on non-essentials/luxury items 51%
Making fewer major purchases of $100 or more 40%
Stocking up more 36%
Researching more products prior to shopping 25%
Buying more online 13%
None of these 9%

Universe: Total Adults Source: © 2008 Vertis Customer Focus®: Retail 2008
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Slide K

Automobile Considerations

1998 2002 2007
CAR 58% 64% 70%
USED 45% 47% 53%
NEW 44% 48% 47%
TRUCK 34% 34% 31%
Buy Sport Utility Vehicle 16% 25% 17%
TRUCK / SUV 46% 50% 42%

Universe: Auto Shoppers Source: © 2007 Vertis Customer Focus®: DM 2007

Slide L
VACATION PLANNING

In the next 12 months do you plan to. . .?
Total Adults

W 1998
@ 2008

70% 67%

Total (combined)

Plan to Vacation travel by car Plan to Vacation travel by air

Universe: Total Adults Source: © 2007 Vertis Customer Focus®: Retail 2008

Hi#






