Catalina Marketing

We are interested in anything
that will intrigue customers fo
read the information prinfed on
the communication. Full-color
graphics have increased con-
sumer awareness, and our focus
groups revealed that shoppers

found the new color prints to be

‘more eye catching’.

Eric Williams

Executive Vice President and Chief
Information Officer
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Epson’s full-color, fullgraphic printers
increase effectiveness of promotions.
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Catalina Marketing and Epson Give Retailers
Full-Color Coupon Printer Power

Catalina Marketing Corporation offers
targeted marketing services that help retail-
ers and manufacturers influence consumer
shopping behavior at the pointofsale.
Based in St. Petersburg, Fla., the company
retrieves over 240 million transactions from
more than 21,000 U.S. grocery, drug, con-
venience, and mass merchandising stores
each week. By collecting and analyzing this
information, Catalina generates insights into
consumer behavioral patterns. Clients can
then deliver targeted promotional messages
distributed from Catalina printers located at
retailer checkout lanes. Recently, the com-
pany began converting their core black and
white thermal communications to full-color,
fullgraphics communications, using propri-

etary technology developed by Epson.

The right consumer at the right time with
the right message

With the introduction of Catalina’s new color
communications, grocery shoppers across the
U.S. are paying more attention to the commu-
nications handed out at checkout. The bright
colors and graphics of the new, targeted com-
munications are enticing more consumers to
read and save their color communications for
the next store visit: “Why not try that new pep-
permint stick-flavored ice cream? [ already like

the brand.”

Catalina teams up with Epson

Since installing the new full-color Epson point-
of-sale (POS) printers in thousands of Catalina
retail partner stores nationwide, Catalina
created an even more powerful method to
target consumer segments. The changeover

is also improving the effectiveness of in-store
promotions and brand-building efforts, and is
helping both consumer packaged goods (CPG)
manufacturers and retail partners increase
their bottom line with higher sales and loyal

customers who buy more.

“Color graphics and imaging capabilities have
improved both the impact and the effectiveness
of our targeted messaging,” said Dick Buell,
chief executive officer of Catalina Marketing,

an Epson Premier Envision Business Partner.

The exclusive, multi-year agreement with Epson
grew from a strong, long-standing partnership
between the two companies. Catalina has
confirmed its faith in color by investing

over $100 million in their color printer
initiative. Once the conversion from black

and white printers to the new color printers

is complete, Catalina’s color communications
will account a significant portion of Catalina’s
U.S. distribution of about 70 million

communications per week.
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Targeted communication power

Before switching from black-and-white to color
printers, Catalina was already offering its clients
the benefits of targeted communications at
checkout, precision tools for reaching specific
shoppers based on their purchase behavior. For
years, the communications have increased prod-
uct purchases, created more return trips, and
enhanced store brand images. In fact, thermal
back-and-white printing has been the corner-
stone of Catalina’s behavior-based target mar-
keting for more than 23 years. With Catalina’s
effective targeting, the average redemption
rates were ranging between 6 and 9 percent, ten

times that of other traditional promotions.

HIGHLIGHTS

* Catalina Marketing, an Epson
Premier Envision Business
Partner, is installing Epson’s
high-speed ink jet color printers
in thousands of its retail partner
stores nationwide.

The Epson color printers allow
both retailers and manufactur-
ers to deliver dynamic, full-
color targeted messages to
distinct consumer segments,
improving the effectiveness of
in-store promotions and brand-
building efforts.

Because the color communicao-
tion appeals to shoppers and
is effective as a targeted sales
tool, Epson printers may soon
be as familiar to shoppers as
the everyday checkout scanner.

Rethinking black and white
Despite Catalina’s success with black and
white communications, the company knew

that targeted and relevant color communica-
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tions printed at the point of sale would be an
untapped gold mine. It was time to make even
more changes and tap into the power of color.
While POS color print options used to be costly
and slow, the technology has improved over the

past decade.

“We are interested in anything that will intrigue
customers to read the information printed

on our communications,” said Eric Williams,
executive vice president and chief information
officer of Catalina Marketing. “Color is the

most natural evolution.”

Epson full-color printers and Catalina’s
target marketing

Unlike early thermal black-and-white printers,
Catalina’s new ink jet printers produce full-color,
full-graphics communications at four inches per
second. With the help of color and graphics,
retailers can motivate customers to visit the
store more frequently, increase basket size and
develop loyalty. The communications attract
consumers to relevant product information and
valuable savings. Manufacturers are pleased
with how the communications create an almost
immediate demand, attract new consumers, and

build brand awareness and loyalty.

“Compared to Catalina’s traditional black and
white communications, the new full-color
graphics have resulted in more than a 25 percent
lift in average redemption rates,” said Williams.
He also sees clients leveraging the use of color
beyond targeted traditional promotions, opening
the door toward more full-color, full-graphics

advertising and promotional pieces.

Color communications to become
mainstream

The Catalina and Epson partnership has been
a success. The companies worked together to
custom design a color printer that is now trans-
forming the way retailers use in-store commu-
nications. As more retailers and manufacturers
see the effect of color communications on their
bottom line, the color printer may become as

standard as today’s checkout scanner.

Catalina Marketing, with Epson’s full-color printing
solution, has seen redemption rates increase by more
than 25%.
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Hardware and Software:
Epson full-color inkjet printers

Catalina Marketing behavior-based
marketing programs and services
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