A Platform Agnostic Approach: How Mobile Web
& Apps are Changing the Game for Valpak

MBO Presentation - 10/11/2011
Fred Steube, Digital Innovation Director
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s Agenda

Fred Steube
Digital Innovation Director
Cox Target Media - Valpak

A Platform Agnostic Approach:
How Mobile Web & Apps are Changing the Game for Valpak

The case for Valpak’s platform agnostic approach

QR codes are changing the game for fraditional print companies

Impact of location-based marketing in the local promotional space

Mobile innovations continue to change the traditional media space

Page 2 % Q



’ ° a g
Valpak’s Platform Agnostic Approach PUSH CLICK TAP

v




The Leader in Delivering Local Values

1) Content - Provide robust relevant content/offers to consumers
- where, when & how they want it

2) Reach - Appeal to a broader audience spectrum - Exceptional consumer
experience

3) Value - Create immense consumer value to ultimately deliver results to our
advertisers and strategic partners

4) Consumer-focused - Consumer driven & tested product suite & advertising solutions

5) Engagement - Create consumer engagement via robust content across channels
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Valpak Digital Messaging Platform

Facebook Coupon App Audiences

~50K Fans/Follows
18-45Y0's

Social A Mobile
‘ Apps
2 4

Affluent Individuals
~400K Downloads
18-40 YO's

App

Wide Consumer Base
~150 Syndicate Partners
40+MM Unique Users
25-45YO's

Networks

Mobile Savvy
18-45 YO's
Valpak -

Mobile SMS Text ‘
,’“) Messaging

YaHoo!  Syndicated Syndicated
'./alpak.com Partners | Network

oiNg
KubDzZU -
Go {t{k‘
& )
Valpak.com A QR Mobile Savvy
e . 25-45 YO's
Print & Voo el Ao Pl AT A Gread Priet
Affluent Mobile *, (], g
~1MM Unique Users I o 13
25-45YO0's ‘
A 4
Emerging Technology & Digital
( & - Business Models Envelope
Affluent ) 1.3MM Individuals
40+MM HH'’s Valpak 25.45 YO's
40-60 YO's Deals
EEHEVN

Affluent Individuals
20-45 YO's
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http://www.facebook.com/Valpak?ref=ts#!/Valpak?v=wall&ref=ts

Why Mobile?
o V4

« U.S. digital traffic currently dominated by desktop (still need web strategy)
« Smariphones & tablets drive ~7% of total U.S. traffic & growing
 U.S. smartphone adoption grew ~50+% YOY

* Increased WiFi availability & U.S. mobile broadband adoption are helping drive
connectivity

U.S. Smartphone Audience (000)
90,000 Source: comScore Mobilens, U.5., 3 mon. avg. ending Aug-

Share of Non-Computer Device Traffic in the U.5. 80,000 2010 to Aug-2011

Source: comScore Device Essentials, U.S., August 2011
70,000

60,000

50,000
Computer
40,000

Other 30,000
03.2%
H Tablet 20,000

B Mobile 10,000

Aug- Oct- Dec- Feb- Apr- Jun- Aug-
2010 2010 2010 2011 2011 2011 2011
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s What's the Opportunity?

) US Adult Mobile Coupon Users, by Segment, 2010-2013
50% of adult Internet consumers use coupons millions and % change

» Mobile coupon usage to nearly double by 2013 35.6

US Adult Online Coupon Users, 2009-2013
millions and % of adult internet users

96.8

2010 2011 2012 2013

99.0% 117.6% 65.1% 31.4%
82.2% -23.9% -18.4% -18.4%
90.8% 49.0% 44.3% 24.0%

H Adult smartphone mobile coupon users
M Adult non-smartphone mobile coupon users
% change

2009 2010 2011 2012 2013
M Adult online coupon users M % of internet users

Note: internet users ages 18+ who redeemed an online coupon/code for
online or offline shopping in the past year
Source: eMarketer, May 2011

127877 werw eMarketer.com
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Note: ages 18+, used mobile phone in the past year to redeem
coupon/code obtained from SMS, application, mobile internet and/or QR
code for online or offline shopping; includes group buying coupons
purchased via mobile phone,; numbers may not add up to total due to
rounding

Source: eMarketer, Aug 2011

130925 www.eMarketer.com
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Why are Mobile Coupons an Important Channel?

« Strong growth in mobile coupon users

* Mobile coupons are an increasingly common marketing tactic
« 28MM iPads sold by June 2011 (~100+MM iPhones)

» Google activated 130MM Android devices by June 2011

US Adult Mobile Coupon Users, 2010-2013
2010 2011 2012 2013

Adult mobile coupon users (millions) 133 198 287 35.6
—9% change 90.8% 49.0% 44.8% 24.0%
—9% of adult mobile phone users 6.5% 9.5% 13.5% 16.5%

Note: ages 18+, used mobile phone (includes smartphones) in the past
year to redeem coupon/code obtained from SMS, application, mobile
internet and/or QR code for online or offline shopping,; includes group
buying coupons purchased via mobile phone

Source: eMarketer, Aug 2011

Mobile Marketing Tactics Used by US Marketers,
May 2011
% of respondents

130919 www.eMarketer.com
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53.3%
36.5%
33.8%
30.4%
29.4%
17.0% Mobile rich media ads

8.6% Brand integration into mobile games

Source: Chief Marketer, "2011 Mobile Marketing Survey," June 13, 2011
129521 www.eMarketer.com




The Case for a Platform Agnostic Approach

4

- Still fragmented mobile OS environment

- Android massive growth - 10S slower growth

- RIM fading fast, Microsoft & Palm more gradual decline
* In August 2011, iPads delivered 97.2 % of all U.S. tablet traffic

» Share of U.S. non-computer traffic rose over the past 4 mos - the percentage of that
traffic driven by tablets has risen from 20% to more than ~30%

Share of U.S. Smartphone Subscribers by Operating System

50 Source: comScore MobiLens, U.S., 3 mon. avg. ending Aug-2010 to Aug-2011
45
40 s A\ ndroid
35 Apple
= 30 e RV
E 25 e Microsoft
% 20 / Symbian
15 P alm
10 —
5
0
- Aug-2010 Oct-2010 Dec-2010 Feb-2011 Apr-2011 Jun-2011 Aug-2011
L COMDCORE
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e Valpak’s Platform Agnostic Mobile Approach

- Reach & engage consumers on as many platforms as feasible
 Provide savings offers when, where & how consumers want

PREMIERES
MONDAY
SEPT. 19

9:30/8:30c
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Valpak Mobile Optimized Sites

4 0O m

Local Savings for Seminole, Florida 33772 - Valpak.com

=

l/alpgk'

Just For You!

Purchased Deals
(&) Purchased Deal

Your Profile

X vt You History

Search

m dy & M

PREMIERES

MONDAY
SEPT. 19

9:30/8:30c

Be your own
Design Star!

Could you
$5,000tip?

Enter-You could
win $1001

Start Saving Today

Find Coupons and Savings in Seminole, FL 33772 ~

Within 25 Miles ~

| A Catogories | Restawantsisr) | Home & Office (34) | Services 26) | Automotive @1 m

R ot Fres Local Coupons

Print these coupons anytime for

savings for you and your famity

Opti - Mart

$66 TWO Pairs Of Single Vision
Eyegiasses Coupon @ Opti-Mart

+ Company infs 2 more ofters + 0.8 mite away

METABOLIC WAY

$50 OFF ANY WEIGHT LOSS PROGRAM

+ Company infe Serving your area

FANTASTIC SAMS

| Adun Style Cur Or Shampoo & Set
$1395° @Fantastic Sams

« Companyinfe  + 2more offers + 1.3 miles away

N

Nu Smile Dental

New Pationt Special FREE Limited Time

« Company info 2 more offers 1.7 mites away

ADVANCED
AUTOMOTIVE

Sorted by Distan

&,‘ Buy Local Deals

Purchase deats direct trom

How Deals Work

Vaipak for fantastic savings!

Gnlea

Company Into

Company Info

Company Info

I

+ Company Info

ol

1100138 »

Avays Gossip
Saion [—

50% OFF Waircut

09 mie away

Saion Du Salel
Modr Spa [Rv—
120 o Couples Pnseppe Besch
M 4332 Vo

« 23 mites away

Salon Du Sl
Medi-spa [
20 or $50 Worth o HaleSurvices
Saion Du St Mk Spu

- 2.3 miles away

The Sports Bar & g
Geilt et

$10 For §20 Worth Of Food & Drinks A
The Sports Bar & Grl

« 2.8 miles wway

The Sports Bar & ;
Grilt ety
5 For $10 Worth Of Food & Drink At

The Sports Bar & Grtl

Coupons and savings for lrving, TX
-
., 4
Local Coupons Local Deals
Browse Categories o

**+ More Savings o

Q Enter Sweepstakes o

Win a Trip to Culinary Booth Camp!

Yeu

Goubd Win
F e Trip to Attend

Cutinary Boot Camp!

Just for You!

£4 Recommended
W Your Favorites
P Your Blue Envelope

Your Account Profile

Tesms of Use | Prwacy Polioy yIn | Fus Site

Copyeaghl © 10052011 Vislah Direut Markationg Sybimmm, v
AL Hygite Wovaront




e Mobile Channels Valpak Distributes Coupons Through

* Mobile web

 Mobile app

e SMS text

QR codes

 Social platforms (via mobile devices; Facebook, Twitter)

* Distribution partners (mobile web & mobile app)
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0 QR Code Opportunities

The Opportunity

e Extension - Print to digital extension of print platform

e Distribution — Harnesses the power of print distribution & extends into mobile platforms
 Engagement - Delivers a consumer engaging experience for advertisers

* New Audiences - Reaches and engages a younger demographic audience

* New Media - Now provides interactive advertising directly from print, outdoor, POS (ie, video ads)

e Data - Rich data generated from scans (time of day, location, device type)

What QR Codes Can Do (short list)

— Display web or mobile pages — Save a contact — Make a voice call

— Send an SMS/MMS — Send an e-mail — Promotion entry/data collection

— Multi-action menu — Calendar entry — Send tweets

— Display coupons/offers — Generate video — Register for/enter loyalty programs
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QR Code scans increased
by 4549% between Q1,2010
and Q1,2011

Fortune

50

Source: Queaarinc,, August 2011
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QR Code Scan Growth

comScore June 2011
14 MM US consumers scanned QR or

bar codes on their mobile phones
56% = 25-44 yo
60/40 - Male/Female

Scanning at home primarily
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What Drives QR Code Scans?

WHY HAVE YOU
SCANNED?

[T

-~ A
=== 'SCAN ME! I

OF PEOPLE HAVE SEEN QR CODES
IN MAGAZINES

43% 28% 17%

»——] THEY’VE ALSO BEEN SEEN IN: ——

RETAIL STORES 62% -
POSTERS 40%
OR BILLBOARDS

RESTAURANTS 36% A DISCOUNT CURIOSITY
MUSEUMS 25% SOvamOn
GET INFO
ON PRODUCT
OR SERVICE 1
GREAT AD

Source: Lab42, August 2011
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o Valpak Initial QR Code Test

» Sandra Lee promotion used QR codes (drove consumer registrations)

* High consumer engagement rates (67% of QR code registrants opted-in to
Valpak.com Membership)

* Most QR registrants (68%) between 25 - 44 yo’s (engaging younger audiences)

You could WIN BIG You could WIN BIG

e ith Sanrds MAGAZINE! LOOK INSIDE THE BLUE ENVELOPE® e resee
o PN 15 Pyrex' FOR MORE LOCAL SAVINGS EerOOe o
Seml -HoO Kitchen Bakeovers rs 28

Each indudes a 25-piece bal k"‘QW FIND US ON L’ @

1-year subscriptio

Sandra Lee Semi- Hom.m-d Mas"‘ﬂ'
and a signed copy of the new

Bake Sale Cookbook!

l)l) IREC!PFS
L 8T

ot ) ) Visit Valpak.com to enter and get
" a FREE trial issue
SandraLee Semi-Homemade Magazine.

FIRST NAME

LAST NAME

311800676.8878  such as sikars ars not 100%

ADDRESS

COOKING SOLVED:

k)
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® Print to Digital - QR Codes

GET THE LOOK
TO DIE FOR / )
e o et i  Soppsng Spev i The i Apriet SIS x /INGS |/ GO TO
alpak.comr
PaFOR MORE
WAYS TO

SAVE

LOOK INSIDE THE BLUE ENVELOPE
FOR MORE LOCAL SAVINGS

-~ @F WAYS TO

TO ADVERTISE IN |/alpak'

TO ADVERTISE IN |/alpak'
CALL 1.800 8766878 -

CALL 1.802===

i DESIGN STAR wit

5,000 FakEcver

October

September

PREMILPES MONDAY SEFT 19 9308:20¢
DOK INSOL ThE B 1
FOR MOSE LOCAL

MOOK PEOE 2 UL tvRIOee
FOR MO 1OCAL Sl

TO KNG N

CALL 1.800.676.6878 CALL 1.800.676,6878



http://www.youtube.com/watch?v=DuE6bXL6ADA

Location Based Marketing (LBM) = o
PUSH CLICK TAP

THE ENVELOPE YOUR CUSTOMERS ~ INTO YOUR MARKET
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pu What is Location Based Marketing (LBM)?

SW 4tst St 0 2 2 swastst ¥
e _°L® SW azEd St g SW 42nd St
A Definition: T -l
g s ‘
“The act of transforming consumers’ shared s

location information info engagement &
vltimately, transactions”

Coral Lake

any UIBS NS
S any WBG MS T

& £ Sw 48

ClAL ARYh QF

Most Popular Location-Based Application

SCVN‘g;e;(; --------------- Location based marketing is a growing
O .
Whrrl 2% market opportunity
Footfeed 3%........ - LBM = $200MM market in 2010
Google Latitude 3% ......
Yelp 3%...-..  Projected $6B market in 2015
Gowalla 3% ... . o ‘
Facebook Places 4%..... foursquare Source: Borrell Proximity Marketing, Nov. 2010
. 51%
TriOut 6%......

Source: The Location Based Marketing Association &
SocialWayne.com, August 2011
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What are Some Common Examples?

—

1. Local SMS Text - Text users with self-identified JEr— o
geography in proximity to a business gmms;mﬂ 257\

4

2. QR Codes - Outdoor and point of purchase display y, \ @
drive content & transactions
3. Nearfield Communications (NFC) — Mobile swipes drive 6:35am LG oy
content & transactions
- Google Wallet, AMEX & VISA Digital Wallets =

4. Social Check-in - Offers served in proximity to where people check-in

- FourSquare, Facebook Places, Gowalla, Yelp

5. Geofencing - Virtual perimeter - Message displayed to nearby users to draw them in

- Placecast, Shopkick, Loopt

6. GPS-based Functionality in Apps - Displays content/offers with geo-relevant context
via mapping interface

- Google Maps, SCVNGR, Valpak
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Location Based Marketing Still Early, But Effective

4

Technologies That Will Impact LBS in 2011

(o)
Yo QR Codes
220/0 Accurate Location Data

150/0 Better GPS in Smartphones
— NFC - Near Field Communication
6 - 0 Augmented Reality
RFID
Other

Bar Codes

What have LBS Users Done?
Received Something Free

Used check-in coupon

Never received anything free or discounted

Source: The Location Based Marketing Association &
SocialWayne.com, August 2011

Page 22

» 65% of customers who were part of initial LBM
programs made purchases as a result of
location-driven notifications & messaging

Source: Primary Impact Study, 2011

* Nearly 1in 5 smartphone owners access
check-In services via their mobile device

* 18-34 yo’'s account for nearly 60% of check-
In service users

Source: comScore, March 2011

« 55% of smartphone owners use their phones
for location based directions or
recommendations

Source: Pew Internet Project, Sept. 2011
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pu Why is Content Important in LBM?

 Consumers expect content that is relevant to where they are

e Geographical context is a powerful factor in driving consumer
engagement

 Engagement/transaction rates are highest when consumers are
presented with relevant offers when and where they want it

 Technology is making it easier to serve up relevant content

k)
1]

Page 23



Mobile Innovation = L

- Looking Forward PUSH CLICK TAP
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Mobile Augmented Reality (AR)

COLE HARDWARE

Y. 'MISSION TIRES INC.

4 \

\
. ' |/ i
|
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e Mobile Use & Video = Massive Growth

Smartphones driving video explosion

* Web users watched 30.3 billion videos online during April (comScore, 2011)

e # of mobile video users will rise by 34% annually o 95MM in 2015
(Coda Research Consultancy, 2010)

* Mobile video revenue set to exceed $2B in 2013, thanks fo 4G (ABI Research, 2010)

* Mobile video increasingly indexed higher in search results (eg, Google: YouTube)

2,500

Millions

2,000 -

1,500

1,000 -

500 -

Quantcast Observed Mobile Pageviews / Month

2007 2008 2009 2010
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Other Important Mobile Solutions to Consider

e e

5
A 1
satena |
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http://venturebeat.com/2010/07/30/placepop-launches-mobile-loyalty-programs/screen-shot-2010-07-30-at-3-35-47-pm/

Future Direct Marketing Trends

Video

in Print
Pattern

Recognition
Advertising . Social
Augmented
‘ / Reality

CPA — Rev
Share
Models

in Print

Semantic

Web

l\ Advertising

3D Mobile,
Social Web & TV
Media Ads NFC- Digital
Commerce Wallet &
Mobile
Commerce
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Augmented Reality - Print Interactivity

http://youtu.be/AsDODUPT1GI


http://youtu.be/AsD0DuPT1GI

Thank You!
4

Fred Steube

Digital Innovation Director

Cox Target Media - Valpak
727-399-3000, ext. 3260

Email: Fred Steube@valpak.com

"
Twitter: @steube Scan to Watch Valpak's
Linkedin: http://www.linkedin.com/in/steube Push, Click, Tap Video

)
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Location Based Marketing - Example 1

Tesco case study — Location targeted

Objective:

» Tesco wanted to raise awareness of customers’ nearest
Catalogue Shop or Order and Collect Store and to dnive
these customers in store to take up the offer of £5 off a
£50 spend

Solution:

« 02 looked up all customer postcodes and selected those
who lived within a 10 mile radius of one of the stores

= Customers were sent an SMS detailing the offer and the
street address of where their nearest store is

Page 31
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Location Based Marketing - Example 2

Marks and Spencer case study

Objective:
= M&S wanted to drive customers in store to | p - - EVS
take up the 15% off clothing offer A(Gpnsian ' 3ale
and gat the iatest summer

styles as seen on TV.
A Simply show the coda
Solution: Q1757212 ot the bl to
receem, Ends 30th March,
For T&Cs chck > Women
bt/ sonve marksandspan

» 02 sent location based messages to e » Men
customers within %2 a mile of any M&S store, Wm : ::: o
providing the details of the offer and a code -

to redeem the offer

HOMEPAGE SEARCH BASKEY (0)

» Shoes

)

» Customers were able to show the message
in store with the code, to redeem the offer
and staff at M&S were able to track
redemptions.

Page 32
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Location Based Marketing — Example 3

The Co-operative Food/Coca Cola case study

Objective:

« Co-op wanted to inform customers of where their nearest
store was and to drive customers in store to collect their
free product

+ Coca Cola wanted to offer customers a free bottle of Dr
Pepper on request after receiving the message

Solution:

+ 02 sent location based messages to customers within ¥z a
mile of any Co-operative Food, providing the street
address of their nearest Co-op and details of the free gift.

+ Customers were able to show their message in store to a
member of staff to collect their free bottle of Dr Pepper.
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