THE POWER OF PRINT:

MOST CONSUMERS DON'T JUST READ THE PAPER.
THEY TRKE ACTION WITH IT.

—————
--NAA study results conducted by MORI Research in March/April 2009
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Newspaper Readers Take Action:

Thredourths of all U.S. adults read a newspaper in print or onlin
past week. Those 170 million adults do more than read, they are
engaged with advertising in it.

If you want both reach and engagement, you want newspapers.
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Newspapers are most used media for ads:

A 41% of U.S. adults in 2009 say
newspapers are the medium used ngs
to check out ads. More than radio T§
internet, magazines and catalogs [
combined.
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A Action U.S. adults in 2009 took as a result of a
orint newspaper ad the past 30 days:

52%

Bougt sorpethmg 50%
advertised

Visited a store
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Print Elicits Online Action:

A 39% of U.S. adults in 2009 followed up a newspaper ad online in sc

33% went to a site after seeing a print newsgdpércasducted an
online search after seeing a newspaper

Mid-Summer &
Savings Mayhem! &
NEW RATES

« 18-holes Mondays & Tuesdays (INCLUDES CART) = $29.95
* 18-holes Wednesday-Sunday -$26.00 golf $13.00 cart = $39.00

o Twilight - after 3:30pm (walk or ride) = $29.95 *fﬁfﬁ{gggﬂﬁmﬁsﬂﬂ‘zﬁﬂyg : feameyaid

Google

* Sunday “Sundowner” - after 1:00pm (walk or ride) = $29.95 consecutive tee times, ,Go—l . )
ogle Search I'm Feeling Lucky
$29.95 w/cart |
4+ Senior Rate: +Couples Night: +“The More-The Merrier”

Mon-Fri before noon, Fri & Sat Mondays & Tuesdays foursomes

$26.00 w/FREE cart ~ $29.95 w/cart s $99.00 w/cart (s24.50 each)
Public Golf, Golf Outings, Casual Dining, Banquets & Weddings
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8 In 10 use preprinted inserts:

A 82% of U.S. adults used a preprinted insert in the past 30 days

Use of preprinted inserts:

Compare prices 59%

Compare one circular to another 55%

Saved until visiting store

Show to spouse, friend or family
member

Use to make unplanned purchase

Took insert to store with them

A On average, adults keep inserts 3.8 days.
A 60% of U.S. adults prefer to receive inserts in the newspaper vs. 29% wh
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A Method by which 2009 U.S. adults prefer
to receive coupons: :

Direct Mail | 22%
Internet -10%

Magazines P3%
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