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JOT - indispensable for decision makers

JOT

JOURNAL FUR OBERFLACHENTECHNIK

JOT, the journal for surface finishing, offers practice-oriented and
user-oriented reporting on all aspects of surface finishing.

12 times a year (in addition to special topic issues, market reviews,
and international issues), JOT serves specialists and managers in the

field of surface finishing competently and dependably as an essential

information and communication platform — also available online at
www.jot-oberflaeche.de.

JOT's high-quality content creates an attractive
advertising environment.
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Content quality (top two qualities)

Recommendable

Offers a good and topical overview

Easy to read, uses clear language

Offers professional articles

Offers interesting and important content
Communicates background knowledge

Reports new developments at an early stage

Includes interesting and helpful product advertisements
Provides useful tips for my day-to-day work and career

Multiple answers are possible

JOT is characterised by its exceptional profile, especially with
regard to its readability, suitability for recommendation to
others, expertise, overview function, and the relevance of its

content.
The acceptance and significance of product advertisements
are very high among our readers.




JOT - reaches essential branches ...

Business branches

27 % I  Vietal production and processing, surface refinement
20% I \iechanical engineering
10 % I \chicle construction
9% I Chemical industry
7% I Scrvice and consulting
6% I Plant construction
5% I Painting
4% I Production of rubber and synthetic materials
4% I CElectrical engineering
4% I Production of metal products
2% Ml Production and sale of lacquers and paints
3% Il Other

Multiple answers are possible

The main target group of JOT readers comes from the following
branches: metal production and processing, surface

refinement, mechanical engineering, vehicle and plant
construction. Together these branches account for more than
two-thirds of JOT readers.

... and is well-represented at companies
of all sizes.

Workforce

12% I 1 t0 9 employees
24 % I 10 to 99 employees
36 % I 100 to 499 employees
22 % I 500 to 1,999 employees
6% I 2,000 or more employees

JOT is read at companies of all sizes. The average company

size is ca. 438 employees.




JOT readers hold important decision-making
positions ...

Investment responsibility

84 % I | contribute input / suggestions
83 % I | acquire information
79 % I | make concrete recommendations
81 % I | prepare the decisionmaking process
25% I | make decisions independently
73 % I | make decisions with colleagues
8% M Not involved / not specified

I Multiple answers are possible

5 .. .
P2 SDedision mAK e 84 % of JOT readers decide on investments individually or

together with colleagues. 92 % - nearly the whole readership

- fulfil a decision-making or consulting role in plans for new
purchases.

...and are frequent investors

Investments planned for the next 2 years

62 % I \ieasurement and testing instruments
41 % I Filters, filtration systems
39% I  oftware
359% I Pretreatment plants
33 % I ntake and exhaust air systems
31% I \\aterial handling technology
30% I Pumps, centrifuges
28 % I Clcaning plants
25% I \\ct painting plants
20% I Powder coating plants
20% I \\ct painting systems
18% I Powder coating systems
15% I Sewage treatment plants
14% I Abrasive blasting plants and equipment
12% I Coating plants
11% I Painting robots Companies plan investments in an average
of 4.6 branches. Investment plans provide

Multiple answers are possible

interesting and useful insights for
advertising planning.




Readers have a high interest in JOT and
use it intensively.

Page traffic score

55 % I | rcad all / nearly all pages
11% I | read three-quarters of the pages
20 % I | rcad half of the pages
11% I | read a quarter of the pages
3% M |read only a few / practically no pages

!

77 % page traffic score
°Ppag : 70 % of JOT readers have read all of the last 12 issues.

On average 10 out of 12 issues are read.
The page traffic score is 77 %.

These numbers are well above average and underline the high
value of JOT; they also ensure excellent advertising exposure.

JOT is a highly valued resource.

Archiving

48 % I All issues are collected and archived
37 % I  Individual issues are collected and archived
34% I ndividual articles are collected and archived
34% I  Individual articles are copied and distributed
7% I Magazine is thrown away after reading
4% MM Not specified / no answer

Multiple answers are possible

Readers’ archiving behaviour, an indicator of their opinions
on the lasting value of the journal’s content, is excellent:

89 % of our readers archive articles or whole issues,
presenting opportunities for multiple advertising contacts.




With each issue, JOT
of 6 readers.
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@ 5 further readers per issue

reaches an average

Passed on

Just myself, | don’t pass the issue on
1 further reader

2 further readers

3 further readers

4-5 further readers

6-7 further readers

8-9 further readers

10-11 further readers

12 or more further readers

Not specified

85 % of our readers pass issues on to others. The estimated
average of 5 further readers per issue increases our reach and

ensures additional advertising exposure.

JOT is extremely important to its readers.

12% I

70%
17% .

1%l

Reader/publication loyalty

Would greatly miss JOT
Would miss JOT

Would hardly miss JOT
Would not miss JOT at all

At 82 %, JOT’s reader loyalty rating is extremely high, evin-

cing its relevance and high-quality content.




Our readers also know and make use of
our online services.

Use and awareness of jot-oberflaeche.de

43 % [  Use of jot-oberflaeche.de (net)
71% I  Awareness of jot-oberfliche.de (net)

4% M No internet access

96 % of JOT readers have internet access at work.
43 % of them make use of the online services at
www.jot-oberflaeche.de. This shows that cross-media

advertising using the channels online and print successfully
reaches exclusive users in the respective media, further
extending reach.

As a source of specialised information,
print remains indispensable.

Expectations of specialised media
“Must-have”/desirable

97 % I Archive services (access to older articles, e.g. through the internet)
91 % I  Frinted journal

86 % I  Product or manufacturer databases

85 % I Journal website
81% I  Fvents, seminars or congresses
66 % I  Rcader community / Specialist fora
63 % I  /udio / Video content in the internet
57 % I Journal as ePaper/eMagazine
55% I tmail newsletter
46 % I \\cb-seminars / Online conferences
24% I Mobile programmes / Apps for smartphones and tablets

Multiple answers are possible

Despite the growing importance of online information channels,

the print medium continues to be the highest priority among
JOT readers.




Ads in JOT activate our readers.

Activation performance of advertisements

60 % I [ ooked up further information at the provider's homepage
46 % NN Visited a provider's booth at a fair or exhibition
42 9% I  Got into personal contact with the provider
30% I Requested promotion material
23% I Attended a specialist congress or other event

| Multiple answers are possible

82 % (net) activation performance o . .
The activation performance of advertisements in JOT has

been proven.

82 % of our readers reported acquiring further information
on providers or products in the last 12 months because of
information on products or services they found in JOT.

Neutral readership analysis ensures
transparency and is essential for
media planning.

Empirical methods

Methodology:
Readership analysis through verbal (telephonic) random interviews in
keeping with the guidelines of the German Advertising Federation (ZAW)

Statistical population:
Actual distributed circulation of JOT (subscribers + voucher copies), the
survey represents 98.2% of the statistical population

Random sample:

250 net randomly selected interviews
Target group:

Primary readers

Timeframe:
2 May to 31 May 2011

Research conducted by:
TNS Emnid Medien- und Sozialforschung GmbH, Bielefeld
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