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Abacus Annual Catalog Industry Trend Report and DoubleClick Sponsored Study Show Catalogs Continue to Drive Multi-Channel Sales 

-- Fifty-Seven Percent of Catalog Sales Now Occur Online and in Retail Stores --

DoubleClick Inc. (Nasdaq: DCLK), the leading provider of marketing tools for marketers, advertising agencies and web publishers, today announced the release of the 2004 Abacus Annual Catalog Industry Trend Report, which shows the continuing growth of multi-channel retailing with less than half of sales that were attributed to a catalog mailing being conducted at catalog call centers.  This trend is substantiated in The Changing Role of the Catalog for Multi-Channel Retailers, a study sponsored by DoubleClick and conducted by J.C. Williams.

Channel Shift Continuing

According to the 2004 Abacus Annual Catalog Industry Trend Report, only forty-three of sales that were attributed to a catalog mailing were conducted at the catalog call-center, with the remaining sales being recorded on websites and in retail stores.  Existing customers, in particular, are more likely to use the website or store to complete purchases, with a third (33%) of catalog-driven purchases occurring online and almost a quarter (24%) taking place in a store.  

This year's Trend Report also shows that this shift from call-centers to websites is increasing.  Of the direct sales conducted with a benchmark group of multi-channel merchants in 2003, thirty-two percent were conducted online, compared to twenty-eight percent in 2002. While four years ago, catalog order sizes were 13% higher than online orders, the average order sizes have now converged as consumers have become more comfortable with websites and marketers have become more effective in up-selling and cross-selling online.  

Echoing this move, the findings in the Changing Role of the Catalog for Multi-Channel Retailers study show that retail executives have found that the future of the catalog lies in developing catalog creative and merchandising that is suitable for a multi-channel shopper, tailoring smaller versions of catalogs to multi-channel customers and high-value customer segments, and in leveraging integrated customer data.

The Changing Role of the Catalog for Multi-Channel Retailers was derived from interviews with over thirty major multi-channel retailers including Williams-Sonoma, Smith+Noble, REI, Bombay Company and JCPenney.  The report shows that catalogs will remain critical to multi-channel success, but at the same time, points out that they need to evolve more rapidly as consumers and competitors pursue multi-channel solutions.

Channel shift, and in particular, the likelihood that website sales are trending to pass call-center sales within the next eighteen to twenty-four months, underscores the importance for catalog marketers to measure all of the sales generated by their catalog mailings alongside search, affiliate and email campaigns.  By only measuring their call-center sales, marketers may be under-valuing their catalog mailings by up to fifty percent and making the wrong mailing decision on up to one third of rental lists.  

Catalog Sales Growth and Decline 

The Catalog Industry Trend Report shows a 1.4% increase in catalog and website sales from 2002 to 2003.  This growth in sales was a result of a 1.5% increase in the number of households purchasing and a 3.2% increase in the number of transactions during this period.  These increases were offset slightly by a decline in average order size from $99 to $98.

The Tools category saw the greatest growth in purchases, rising sixteen percent.  Men's Products and Senior Products both saw nine percent increases in sales, while the Gifts sector recorded a seven percent growth in sales.  Apparel and Accessories, the largest category in the Abacus database, experienced a five percent decline in sales, while Home Décor and Furnishings remained steady.

Timing is Critical

Analysis of mail volumes and performance data by week throughout the Holiday 2003 and Winter/Spring 2004 seasons suggest that many mailers are missing their mark. For instance, the week of Thanksgiving saw high mail volumes, but response rates of less than one-third those of the week prior and the two weeks after. Timing is critical around Holidays, as well as major events such as the upcoming Presidential election. Research suggests that catalogers may want to avoid in-home dates in the days leading up to and including the election.

"The only thing that is constant in today's catalog industry is change.  But it seems that all of the change is being driven by the continuing growth of multi-channel marketing," said Brian Rainey, President of Abacus, a division of DoubleClick.  "Catalog marketers today must ensure that their marketing is consistent with their email, search marketing and retail strategies, while at the same time they must continually test and measure their marketing performance to define the optimal contact strategies, regardless of channel."

Methodology

The Trend Report taps into DoubleClick's sources of transactional information from the Abacus B2C Alliance, ChannelView, DARTmail, SiteAdvance and other proprietary research studies to provide a unique and comprehensive view of multi-channel marketing trends. Business-to-consumer catalog and online data is included, while business-to business and retail data is excluded. While the Abacus B2C Alliance does not include all U.S. direct-response transactions, the data included in the report provides a representative view of the trends in the overall market.  The complete Trend Report is available to all Abacus customers and an executive summary is available at:  http://www.doubleclick.com/us/knowledge_central/documents/trend_reports/dc_abacustrends_0407.pdf.  The Changing Role of the Catalog for Multi-Channel was conducted by J.C. Williams Group and is available at: http://www.doubleclick.com/futureroleofcatalog

About DoubleClick Inc.

DoubleClick is the leading provider of solutions for marketers, advertising agencies and web publishers to plan, execute and analyze their marketing programs.  DoubleClick's online advertising, email marketing and database marketing solutions help clients yield the highest return on their marketing dollar.  In addition, the company's marketing analytics solutions help clients measure performance within and across channels.  DoubleClick Inc. has global headquarters in New York City and maintains 20 offices around the world.
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