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Exclusive Retailer
Co-Marketing Opportunities

News America Marketing®'s retail and newspaper partners deliver
unprecedented access to the nation’s shoppers.

Our unigue Co-Marketing programs combine the strength of our household penetration
with our nationwide retail network, allowing your brand to run account-specific FSI ads
either alone or in conjunction with in-store programs. These programs promote your
brand while driving traffic to retailers, giving you the leverage to lock in key trade support.

Only PFP highlights the
combined impact of a
price promotion

and a coupon
promotion while
reaching over

68 million households!

Geographically
targeted PFP ads can
reach your most
important markets
across the country.

Turnkey Execution

News America Marketing coordinates all aspects of the
program, from the design of the retail ad to retailer notification
and price-point approvals. A dedicated Trade Marketing team
works with our retail partners to guarantee first-rate execution

of your program.

m You reserve a PFP date in conjunction with a SmartSource
Magazine FSI promotion.

B The Trade Marketing staff informs you about the retailers available

in that issue.

m The featured retailer’s ad is positioned adjacent to your coupon promotion.

m NAM can design the retail ad and secure all price-point approvals directly
from the retailers.

Our flagship program, SmartSource Price Feature Plus® offers manufacturers a
unique opportunity to sponsor a retail ad in our FSI. This allows retailers to avoid
costly ROP surchages while giving you an edge in negotiating for trade support.
Retailers get low-price leadership in the marketplace. You get to advertise the
dead-net price of your brand to the consumer. Here's how it works:

B A retailer-specific ad runs in SmartSource Magazine®
adjacent to your brand’s FSI coupon.

B Ads feature a price-point promotion on your brand in
combination with an FSI or in-store coupon incentive.

B The ads highlight the combined savings, calling out the
attractive dead-net price.

PFP results in increased shopper traffic and incremental category
sales for retailers. Your brand benefits from retail reinforcement
at the account level, which can include:

B More compelling price points and/or
guaranteed promotion-price points,

B Larger advertising features in
supermarket circulars,

B More prominent in-store displays.
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Price Feature Plus® can be used
in conjunction with other News
America Marketing programs:

SmartSource Coupon Machine® (SSCM):
Use PFP with SSCM to reach
both purchase planners

at home and impulse
shoppers in the store.

The PFP/SSCM program
directs consumers to the
store by featuring an SSCM
coupon offer on the PFP ad.
An integrated PFP/SSCM
program can boost
traditional SSCM sales
impact by an average of 23.3 points.

Source: Matched Panel Test Design, IRl Census Data 2001

SmartSource Online Savings Network®":
Attract Internet-savvy consumers with
coupon offers on our retail-partner Web
sites via the SmartSource Online Savings
Network. You can also boost the influence
of this Web promotion by highlighting your
online savings in a corresponding PFP print
ad in SmartSource Magazine®. This dual
promotion effort is a great opportunity

to drive consumers to your brand’s savings

in print and online.

PFP makes the difference

SmartSource

Price Feature Plus

in the success of your

promotion!
Leading
Leading Juice Brand ::::.ﬂz .'\‘,.e:,‘kZI

Average units moved per week in 6
weeks surrounding PFP promotion 3,830 7,622

Average units moved in 2 weeks
after PFP promotion 10,678 4,605

+178.8%

Sales lift
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Leading

Leading Household Cleaner .;B:titi?:,

Average units moved per week in 6
weeks surrounding PFP promotion 2,422 4,506

Average units moved in 2 weeks
after PFP promotion 7,086 4,814

Sales lift +192.6%
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Source: IRI - sales lift calculated by comparing the average
week'’s sales during the PFP period to the average
sales from the surrounding six weeks.





