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Sales Booster 101:
Communicating our
unique value
differentiators.
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As channels evolve, how do we understand our customer’s pain points?

If a customer buying journey in reality looks like this...

I

Contact With Exploration of Integration Purchasing
CEO a Former With Existing Systems el
l Turnover Colleague 2 Buying T
Executive — Group Group Decision
Presentation ——— Feasibility Turnover Budget Legal Flag
d ti i I
and Questions T Eeion - T_ Conita

* Budget Search |4+— EndUser —1 T Procurement | Review 4

A d
Ak | Input Flag End User Board
Start Web Search
g i iE T Input
Problem V\[I)PE;?nTgsgr—i Solution Trends Report [ PR mnPstrall Social Media Supplier
Identification Exploration Reviewed Building COnversatlon Selection

o *~ ; Supplier
{ Overwhelming Web _ |, Supplier J Wepbpsne ) RFP __; RFP y Live __, Buying
Independent Information Search Webglte Vi Creation Response Suppller Group
Online — About the Visit 'j't Comparison Demos Debate
Research Probl 4—— Peer +
L e TJ: Discussions ~ Online : Supplier's Mioke
Virtual Online = Information  contract
Group L Content - Buying  Needed F o
Web Misalignment  Diagnostic Demo Szl;re d— T Giide ;:Ie?.i Re':sm Updates
Gy anPiablam Deployment1 LinkedIn Donilead Required
| Discussion -~
t Misalignment Buying Bicciicion
onSolution Consultant c o: :;f;:l - . Business With Customer
White Paper T Scope DISCUSSIOI‘I "CaseData  References
* Download Unavailable l
|—, : bl Customer
Overwhelmin Deconfllctm —_—
Information Abgut — Informatlong Buymg Group Testimonial |
the Solution Within Sroum ~ [ isagreemant Videos Review
Buykig Group Debates on Requirements
Source: Gartner. Purchase . PRINTNZ Visu_al.
Note: Bolded font is indicative of always-on “validation” and “consensus creation” activities. Decision ’ e Med'a. )
our industry, our people Association




Solution selling through ‘genuine curiosity’.

Source: VoPP, 2024
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Presenter
Presentation Notes
Sustainability credentials
Speed to market requirements
Unique product to market


Proven path to reframe a clients thinking in your favour.

THOUGHT
PROVOKING

DON’T SELL.
KNOWLEDGE SHARE.

CUSTOMER CONFIDENCE

BE MORE PRESCRIPTIVE.
PROVIDE VALUE
SCOPING.

THOUGHT
LEADERSHIP

STRENGTH OF RELATIONSHIP OVER TIME
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Building your knowledge to learn your customer’s language.

CONSUMER
PREFERENCE
55% of consumers
prefer paper packaging
for being better for the
environment.

CONSUMER
PREFERENCE
49% of consumers agree
they spend too much
time on digital devices.

Source:

McKinsey, ‘Where is Customer Care in 20247, 2024.
Two Sides, ‘Trend Tracker 2024’, 2024.

Wordsrated, ‘Book Sales Statistics’, 2023.

Axios, ‘Reading print is better for comprehension than screens, study finds;, 2023.

TRENDS
71% prefer physical
engagement from
brands over 57% via
social engagement.

TRENDS
6 to 8 times better
reading / learning from
print than on-screen.
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Magazines — custom and published are well-read.
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Demographic Reach
(% of Total 15+ Population)

Women aged 20+:

46.9% of the population (1.99 million) are magazine
readers, representing a significant portion of the
magazine audience.

Main household shoppers (15+):

46.5% (1.98 million) are regular magazine consumers,
highlighting the |mpnrtance of magazines in reaching

key purchasing decisio

of NZs aged 15+

read magazines;

/ ith ik
either print

or online

64.4% (2.74 million) demonstrate continued trust in
print for utility, lifestyle, and value-driven information.
This underscores the value of magazines in targeting
economically active readers.

Source: Neilsen, 2024.

PRINT CHANNELS
ARE TRUSTED IN
AN ERA WHEN

MEDIA
AUTHENTICITY IS
BEING
CHALLENGED
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Presenter
Presentation Notes
That is 1.32 Million Kiwis reading magazines.

Magazines also carry the highest number of secondary reading which brings magazines advertising having opportunity to reach 1.65 Million Kiwis reading content rich, brand endorsed content.



The Letterbox is ‘essential’, ‘trusted’ and ‘part of everyday life’.

Accessibility
O
33* 19~ 70
e T Catalogues and

Circulars have held
the primary
characteristic of

2* 8

check several check several
times a day. times a month.

of Kiwis check
their letterbox

36% 3% every week.?

check several check less often
times per week. than monthly
Or NEver.

being the most
‘useful’ advertising
channel in New
Zealand for over a
decade.

Catalogues are ‘useful’
because they provide savings,
deals and ideas of what to buy.
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Source: The Source, Open Up to Mail, 2024.



Kiwis behave differently with different channels.

o Behavior
72"
68"

of Mew Zealznders
say getting mail
delivered by postie

of New Zealanders s
review catalogues,
promotional material

and community 1 /2 6 4%

news they

Half of New Zealanders of Kiwis say the letterbowx
= say the letterbox ensures gives the community a

recelve nobody misses out on way of staying inforrmed
. important information. and connected.
in the

enjoy the ritual of of Kiwis rely on local

walking to the council newsletters to

letterbioo. stay informed about

their community.

Source: The Source, Open Up to Mail, 2024.
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Presenter
Presentation Notes
Cost of living also impacts the equally accessible nature of the letterbox  - 16% of NZ households struggle with internet affordability particularly for those on lower incomes.
NZ is the fourth more expensive entry-level fixed broadband affordability out of the 36 OECD countries.



Continued trust triggers in a digitally fatigued world.

°1* '
| Digital Fatigue
ohecsi A and Ability

online safety in
relation to scams.
o, =]

Half of New 5 7 45*’5
Zealanders report

of New Zealanders Teel they have
th ey gEt SO many are taking steps to become

limit their use of disconnected

emails thE}F often technology. from their local
delete without community.

reading. 79% 20%

are being of the NZ population

impacted by faces challenges with

cost-of-living digital literacy, often
The average Kiwi pressures. due to limited access

has 447 unread to the necessary skills,
resources, or internet

emails. :
infrastructure.
(NZ Government).

Source: The Source, Open Up to Mail, 2024.

The average Kiwi
has 447 unread

emails in their
inbox.
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Presenter
Presentation Notes
Kiwis also report they trust information received in their letterbox 26% times more than social media and 23% more than emails. 


Recall and concentration enhance your customer’s brand.

Reader Behaviour
and Retention

24"
34

19*%

of New Zealanders say they concentrate
more on promotional material when it is
printed and in their hands, compared to
reading online.

of New Zealanders hold onto charity
letters for an extended period after
receiving them.

This is higher than:
24% for Catalogues.

21% for Promotional Flyers and Coupons.

place charity letters in a to-do’
tray or designated inbox, treating
them with similar importance

to personal correspondence.

1.8 MILLION KIWIS
CONCENTRATE MORE ON
PRINT THAN ONLINE.

Perceived Spam Levels

24 receive spam in letterbox

By contrast:

92 receive spam in email inbox
74 receive spam in text messages
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Know your numbers to empower your teams.

61 % prefer reading printed books
53% prefer printed newspapers

45% say print improwve
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Source: Toluna, 2025.



Lean in with genuine curiosity,
Share knowledge and solve problems.

Print is trusted, remembered, useful and understood.
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Thank you.

Kellie Northwood

Chief Executive Officer

Visual Media Association
kellie@visualmediaassociation.org.au
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