S HANDLOWCA

The comprehensive Trade Readership Monitor November 2009, representative for FMCG shops has confirmed
the leading trade press position of Poradnik Handlowca.

OF INFORMATION HELPFUL IN TAKING PURCHASE REACH OF MAGAZINES IN RETAIL STORES
ON FOR THE SHOP All respondetns; Response aided witch vignette; N=1010

jondents who receive trade press and have read any trade magazine; N=737

WHICH OF THE MAGAZINES FROM THIS CARD
WHICH OF THE FOLLOWING SOURCE OF INFORMTION HELPS REACH YOUR SHOP?
YOU TO TAKE PURCHASE DECISION FOR THE SHOP? b —
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READERSHIP OF THE LAST EDITION (COW) READERSHIP OF SEASONAL CYCLE (RSC)
Cities over 10 000 inhabitants. Those who receive trade press; N=512 Respondents receiving Trade press in cities over 10 000 inhabitants;
N=538

HAVE YOU READ THE LAST EDITION OF ... MAGAZINE?
HACE YOU READ .. IN THE PAST ... MONTHS?
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The presentation of the results of retail and wholesale research can be found on www.poradnikhandlowca.com.pl

» - The research contracted by competing publishers of trade press was conducted using .
Jface-to-face’ method on a representative sample of 1010 interviews by a world leader of market 1’116 Sell
research.
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Trade Readership Monitor made by a world-leading re-
search company ACNielsen, as well as, equally appreciated
company, GfK (Distribution and Readership of Trade Press)
in 2009 present a reflection of a real distribution of powers of
trade press market. These were conducted using the most
reliable ‘face-to-face’ method of direct interviews. They
were supported by showing of vignettes and covers of press
titles taking part in the research, facilitating thus identi-
fication of particular titles, hence a margin of error is re-
ally low (ACNielsen estimates it at the level of 2-3% with
1010 interviews). This research differs substantially from
telephone research (CATI) which may often cause confu-
sion of similarly sounding titles, having semantic roots
in the word: Handel (Trade). Errors caused by mistaking
titles make telephone research less useful, although the very
method is probably less complicated and definitely cheaper.
Contacting with people responsible is also getting more and
more difficult, due to a growing number of people using mo-
bile phones, which offer better protection of personal data,
unlike the fixed-line telephone numbers available in a tele-
phone directory.

Both retail researches are presented herein. TRM ACN-
ielsen November 2009 was finalized by a consortium of inde-
pendent publishers, yet GfK by our competition.

The structure of Polish FMCG trade includes features
as distribution of shops according to territory and assort-
ment. AC Nielsen defined a number of trade posts in retail
as 117 800. 63% of this number are shops in cities of more
than 10 thousand inhabitants, the rest (37%) in smaller cit-
ies. Therefore, apart from results for the full sample base
(1010) we also publish the results for cities with over 10 thou-
sand inhabitants. The sample is representative, it gives a
full insight into the structure of Polish retail trade, it is also
greater compared to other trade press readership research.
Moreover, it is based on independent data derived from AC
Nielsen retail shop base.

Both, full sample data, and cities with over 10 thousand
inhabitants data, place Poradnik Handlowca as a leader of
trade press in all major categories: awareness, reach, read-
ership of the last edition and readership of seasonal cycle.
The wholesale trade readership research is also available on
www.poradnikhandlowca.com.pl

The annual research is not only a reflection of Poradnik
Handlowca’s position, but also a clear indicator for produc-
ers that their advertisements reach appropriate respon-
dents. The results of TRM Nielsen and GfK Trade Press
research confirm polls made over the years by some of the
FMCG concerns. Contrary to TV and Internet, the power of
trade press lies not in its mass communication, but in effi-
cient reach of persons responsible for decision-taking. It is
particularly significant in the segment of individualized and
dispersed traditional trade.

JR.

»Poradnik Handlowca”
is invariably a definite leader GfK
of trade press

Distribution and readership GfK
of trade press, 2009

The research conducted with the ,face-to-face’ method.

CREADERSHIP OF SEASONAL CYCLE (RSC)
N=679; Question aided with magazine covers of all titles, Poland

WHICH OF THE MAGAZINES HAVE YOU READ?
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Weighted data

DISTRIBUTION OF TRADE PRESS
N=679; Answers aided with magazine covers, Poland

WHICH OF THE TRADE PRESS MAGAZINES WERE DELIVERED TO
YOUR SHOP IN THE LAST 6/3 MONTHS?
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Weighted data

*monthly magazines - the last 6 months monitored, two-week magazines (Handel and Detal Dzisiaj)
—the last 3 months monitored.

We publish the data from GfK research with the courtesy of the German
Publisher Lebensmittel Praxis Verlag who is 100% owner of the research.




