3.1 DIRECT MARKETING TRENDS

The consumers surveyed can be classified into three categories on the
basis of their response to mailings:

Those with an affinity for mailings read themn at least their mailings. A pleasing aspect is that almost every second
occasionally, regular readers far more frequently, and the Spanish mailing recipient regularly reads his or her mail-
tesponsive readers reacted at least once in 12 months to ings.

Almast half of all those surveyed (49 %) receive mailings at least once a week - and enly 16% rarely or never. The pre-
portion of recipients in Europe is 67 %.
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90 % of consumers surveyed have an affinity for mailings. Alrmost half (48 %) read them regularly and 32 % respond
actively to them, That means the response behavior of Spanish consumers has to be encouraged even mare strongly.
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90 % of Spanish mailing recipients read them last year and are thus <lassified as having an affinity for them, An above-
average number of consumers among those aged 30 to 50 (92 %) and Z-persan households (94 %) have an affinity for

them.
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Alrmost half (48 %) of all Spaniards read mailings regularly. 53 % of fernale consumers consider themselves regular readers
- compared with 44 % of men, In addition, an above-average number of persons aged 30 to 50 and those with a medium

length of education belong to this group (35 % each),
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Almest every third Spanish mailing recipient (32 %) says he or she responds at least once a year to them. An above-
average number of responsive persons can be found in the young and middle age groups (36 % and 41 % respectively),
as well as among female consumers (40 %) and highest earners (42 %),

Responsive persons
Basis: Respondents who Gender

recerved matlings N = 419
Female 4%
Hale 5%

Age
Under 30 % School education
i to under 50 AN Na school degres (m school 5%
50 and aboye 194% Stutbed less than 19 years A%
Stusddied more than 10 years 2%
Type of household
Single househald 19% Met household income
Fperson household 1 Lowses third 0%
Zpegsom housetold 30 % WMiddie thisd 3%
Mousehold of 4 o1 more % Uppres thisd A%
Basis: Respondants from the target group who raceivad mailings (Searcer THS Indratest ) MRSE, 2006}

Of the 32 % of responsive persons, 51% respond by reply card (frequently and rarely), the channel that leads the popular-
ity ratings. The phone follows in second (46 %) and email ranks with just 21 % in the third ahead of the fax (10%).

In the course of the past 12 months, how often have you responded in the way
indicated to an advertisement recaived in the mail?
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Anyone wishing to persuade Spanish consumers to respond to their mailings should set great store by overall design -
the priority for 71 % of responsive persons. A second focal aspect is the form of address: the right tone strikes a chord
among 60 % of all recipients and 64 % of responsive persons. A total of 47 % trust a well-known company - compared
with a figure of just 35 % among their Eurepean neighbors,
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Awell-known company plays an important role for persons with an affinity for mailings - the figure is 45 % among men
and as high as 52 % among women, 70% of the under-30s attach weight to the right address and 72 % of this group set
store by the creative features of a mailing. Samples (3% %) and raffles (41 %) are liked mainly by female respondents.
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Iailing (15 %) takes second place in terms of overall popularity = almost level with TV advertising {16 %). They even
meet with above-average approval and are preferred to all ether media ameong those aged 30 to 50 {18 %), Emails and
internet advertising find very little appeal in any age group.
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3.2 CONSUMER TRENDS

age of every third person is interested in this topic.

Spain is not just an extremely popular vacation destination for fereign tourists. Spanish consumers alse have a weakness
for travel. 36 % of all those surveyed and 43 % of responsive persons are “ready for a vacation”. In Europe, only an aver-
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Health and wellness products are equally popular among all those surveyed (57 %) and responsive persons (64 %).
It is alse no surprise that the proportion of women here is higher than that of men (80 % versus 40 9%). Of particular
emphasis is the great interest amang those aged over 50 (43 % of interested men, 40% of interested women).
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The group of consumers interested in hi-fi and electronics is dominated by young men, with women only accounting for
ashare of 17 % in this target group. The ratios here are not as evenly balanced as in the fields of entertainment/culture

er DIY/gardening, for example.

Interest in
Hi-fif electronics
Al vespondents 0%
Responsive persons 1%
Comparison:
furape 20%
Furniture/ furnishings /
dacoration
Al vespondents 20%
Reesponsive persons. 3%
Comparison:
Evirnpi B%

Entertainment | culture

Al responidints E
Responsive persons ESS
Comparison:
Eurupe 2%
DIY/ garden
Al gespondents 2%
Rassponsivia persons 0%
Comparson;
Europe 294
[ Under 20 o a0wunder 50

Basis Spain: All respondents N = 507

Age groups/all respondents

% | 5% e

Vomen i So% | W% 69%

Men | n% n% 45
iomen % % 55%
Men | 0% 5% 44%
Yiomen | W% [ % | sew
| Soand above

Basis B All vespondents N = 5,028 (Somarces THS infiatest /MRSE, 2006}




Spanish consumers are loyal to brands (75 %). The share among responsive persons is even 79 %. However, quality sways
consumption behavior (68 %), Price is of lesser importance, above all for responsive persons (37 %). Every second Span-
iard is open to new products.
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3.3 MAIL ORDER TRENDS

Mail order can still be developed in Spain — only 28 % of all those surveyed say they have shopped this way to date,
compared with an average of 54 % in Europe. Persans with an affinity for mail ordering can be found in particular
amang those with a better education (35 %) and with an average (41 %) and above-average income (40%),
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