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Most important problem facing the
World

Economic Issues 51%

Environmental
Issues 21%

Terrorism 7%
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Source: Roy Morgan Research
*Roy Morgan Nationwide telephone poll (n=684) May 20-21, 2009; Aust. Population 14+
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Roy Morgan

Research

60
Economic Issues 51%
40 | S
< Environmental
Issues 17%
20 1 e T e
g
o
Q
=,
’Q\_) Terrorism 1%
-~ 0
S o
(o) > Qo)
. 2 ‘('\'Q AQ ;&9 AAQ AQQ)

Source: Roy Morgan Research
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once Australia Today

Research

Consumer Confidence 128.m

Unemployment 17.2%
(Including Underemployed) 14.9% 1.67 millm™

Voting Intention ALP 61% vs. L-NP 39% =
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Source: Roy Morgan Research
[ Roy Morgan Face-to-Face Survey, November 2009; Aust. Population 14+

12l Roy Morgan Face-to-Face Survey October, 2009; Aust. Population 14+ in
Workforce

13 Roy Morgan Face-to-Face Survey November, 2009; Electors




ogliovehll Key Areas of Change in Australian Society

Research

SOciety .......................................

Technology ...................................

Economy .....................................

Political ......................................
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Environment ..................................



SREYAN SOCIETY

Research Ageing Population
40% - 50 and over 38.5%
33.7%
30% -
28.0% 35-49 26.6%
20% - 19.37% 14-24 18.2%
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19.0%
25-3416.7%
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Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.



SOCIETY

Rising Education Level

Roy Morgan

Research

25% ~

20% -

15% -

10% -

5% -

Degree 22.9%
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Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.
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SOCIETY

Australians Becoming More Progressive despite an aging population

Progressive viewpoint on social
. . 0,
T~ issues and social trends ~ 34.7%
32.1%
28.29 Attracted to new things and newideas 34.1%
. 0
S S N N N > & & 3 e @

Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.



SOCIETY

Australians adopting Progressive Attitudes

Roy Morgan

Research

60% -
Homosexual couples should be allowed to adopt children  42.5%
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Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.
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Roy Morgan

Research

40% -

20% -

80% -

60% -

SOCIETY

Conservative Attitudes Declining for Australians

. The fundamental values of our society
69.0% are under serious threat 61.3%

o TR 7

Women should take care of running their homes and leave
running the country to men 7.5%

Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.
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Research

oglioiwill TECHNOLOGY

Mobile phones, Internet & Broadband
New Technology

Media Consumption

Banking & Finance

Shopping on the Internet

11
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Research

WSy TECHNOLOGY

Telecommunication Take-Up

100% N e

M/IHX Have home phone connected 88.2%
————Have home phone c

Main user of a mobile phoneiﬁ’/o

80% -~ .

60% Have Broadband 62.0%
S service athome

0% | /Melnternet connecton
29.3% at home Subscribeto 28.0%

Pay TV at home

20% | Lo

0 -
1 .4 /0 //
14
O% I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I 1
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Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.
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Roy Morgan

Research

TECHNOLOGY

Ownership of New Technological Product Increasing

70%

60%

50%

40%

30%

20%

Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.
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TECHNOLOGY

Ownership of New Technological Product Increasing

Roy Morgan

Research

70%
Own a digital camera valued over $150  64.9%
BO% - vttt el T
BO% - vt
40% 4
Own aplasma 35.9%
or LCDTV
30% 4
k 20% R g 250%
> Own a
= - 6 * DVD Recorder
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Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.
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Roy Morgan

Research

100%

80% -

60% -

40% -

20% -

TECHNOLOGY

Media Consumption Over Time

94.5% Watched any Commercial TV on a normal weekday  93.3%,

Read any Magazine (lastissue) 82 49,

73.2% Read any addressed mail in last 7 days
70.3% 75.9‘(’40
Accessed the Internet 75.5%
Listened to any Commercial Radio on
ool RREEERETEEPETE atleastmonthly - - .—— ... ... Lisknedioal yl.ommerciairadioon 63.7%

29.8% Been to Cinemain last4 weeks 25.7%

Watched Pay TVinthe last7 days  21.3%

Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.
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TECHNOLOGY

Website Visitation

Roy Morgan

Research

80%
Search 69.8%
B0% |
Portals 68.4%
Email 50.7%
43.9%
0% 1 e ERREEE RREAERY :
Directories
N 0% 1
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Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.



TECHNOLOGY

Website Visitation

Roy Morgan

Research

B0% 1
0% | Online Communities & Messaging - 39.5%
Banking 360%
1 S T R AR i
3 (o)
20% , O,nlin,e, 2711%
Auction
A
§ 10% - rrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrr
i\ Real Estate and Renovation  15.4%
VL 4.9%
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Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.
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Research

Roy Morgan

TECHNOLOGY
Technology and Banking

BO% <~ -l

Used an ATM 75.9%

60.7%

60% | =

Total Visited Any Branch  46.5%

40% - cociiiiiiii Used Internet to Conduct Banking  37.8%

20% -

165% . — T T
Total Used Phone Banking  20.7%

Ex S S & ® &> & & 3 ® @

Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.
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Research

ogliloici ECONOMY

Unemployment & Workforce Participation
Consumer Confidence

Lead Indicators — Share Market, Interest Rates,
Exchange Rates, Superannuation

Attitudes to Economy and Government

Performance

19
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% of workforce
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Roy Morgan

ECONOMY

Unemployment

2%

10% + N\~

Roy Morgan Research 7.6%
8% -

6% -

4% -

2% -

0% T T T T T T T T T T T T T T T T T T 1
S S PP PSS S
W 5‘)\ W 3& W 5‘)\ W 5& 5@0 5& W )0\ W )‘}\ W 5& W 3& W 5\)\
2000 2005 2009

Base: Roy Morgan Research Aust. Population 14+; ABS. Monthly data.



AN
>
S
=,
N
Y
=
S
Q
-3

Roy Morgan

Research

% work force population in each age group

ECONOMY
Unemployment by Age group

20%

15% ~

10% -

5%

0%

|

|

14-29 11.9%

Jotal 14+ 6.1%

60+ 3.0%

PP EFIL PRI PTFPPTTFP PR RRSSSTIFPEPFTIPFEL P

SO S AN O S AN O S o W XS] QX
FF LRI LE ST EE BRI L PP o O
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Base: Aust population aged 14+ in workforce; Source: Roy Morgan Research;
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Roy Morgan

Research

ECONOMY

Real Growth in Employment

T0% ¢
Proportion of men employed ~ 67.5% (5.8 mill)

63.6% (4.7mill

Proportion of population employed  60.1% (10.4 mill)
B0% |

55.7% (8.3mill)

Proportion of women employed  52.8% (4.6 mill)

so% | 48.0% (36mill) _—  ——

Base: Aust Population aged 14+; Source: Roy Morgan Research; 12 month moving average.
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Wogliloiwihll POLITICS

Research

* Voting Intentions

* Attitudes towards government
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Roy Motgan POLITICS

Voting Intentions

Research

Turnbull replaces Nelson as Opposition
Leader in September 2008
70 - m——f] P —] NP Crean replaces Beazley as
Opposition Leader after 2001
Election defeat Howard re-elected for a 4th and final term at
Introduction of the Controversial GST 2004 Election as Mark Latham implodes R 0
65 - Legislation -July 2000 LNP (52.5%); ALP (47.5%) ALP: 57.5%
Rudd replaces Beazley as
Opposition Leader in
54 Latham replaces Crean as December 2006
60 b Opposition Leader in December
2003. \ \
55
% 50 - | ““"HH ‘w’w 'M»
a5 "\
46(y Beazley replaces Latham as
o Opposition Leader in January

A 40 - 2005 )
3 Howard re-elected for a 3rd term at 2001
Q Election soon after September 11 and the Rudd brings the ALP back into Governm
; ~ B controversy of the Tampa refugees incident. after 11 years in Opposition. ALP (52.5%);

35 LNP (51%); ALP (49%) LNP (47.5%). Brendan Nelson becomes the L-NP: 42.5%
Qk) new Opposition Leader.
é 30 - T T T T T T T T T T T T T T T T T T T T T T T T ]
A & KR P & & F&EP E & & R\ &

e D D DA S S DA S S D S
R R
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Base: Electors; Source: Roy Morgan Research
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Research

ECONOMY

80% -

Attitudes towards Government

The government is doing a good
60% 57.8% job running the country 57.4%
40% -
34.3%
| don't trust the current Australian Government 31.8%
20% -
O% T T T T T T T T T T T T T T T T T T T T T T
S S S~ O I S S
5\) 5\)0 5\)0 5\3 5\) 5\) 5\)0 5\)(\ 5\)0 5\)0 50(\ @’b

Base: Aust Population aged 14+; Source: Roy Morgan Research; 3 month moving average.
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People who are Self-Employed Profile

ROWIGFRE Gender, Age and State
These charts show the profile of the target profile group by Gender, Age and State.

Research

Gender

Il Men 67%
23%
State

Source: Roy Morgan Research July 2008 - June 2000

Age

Bl Under2s 3%
W su 1%
W =<0 3%
W o 3%
e 0%

Bl NSW
B Vic

B Tas

0 Danwin/
Alice Springs

%
25%
20%

12%
3%

© 2000 Written approval must be obtained from Koy Morgan Research before circulation or pudlicanion of this 0563 outside the cllent's Insttution. WEOSKe: WW.roymorganoninestone. com




People who are Self-Employed Profile
gullhiehill Respondent Income

These charts show the index of the target profde gronp compared to the average Anstralian i terms of Respondent
Income and Household Income.

125,000
100,000 -
75,000 63,350
50,000

25,000 -

u_

Awverage Respondent Income (3) Average Househald Income {3)

50 to $10998

520000 to o960

F40000 to FEB20E

SE0000 to 370956

$50000 to $E020E

$100000 or More 260

0 50 100 150 200 250 200

Source: Roy biorgan Research July 2008 - June 2000
0 2000 Wrilen apgroval must be abiEmed from Koy Morpan Ressarch befire crouwiation or pubicalion af this d5ta oulsie the chent's Nstiunion. WEDSHE, W, raymorpananinEstone com 17




People who are Self-Employed Profile

gUGHELE Occupation
This chart shows the index of the target profle group compared to the average Anstralian i terms of Cleonpation.

ProfessionalManager

White Collar Workers

Skilled Workers

Farm Owner

SemilJnskilled/COther

92 I

112

135

]

50

100 150 200 250 200 350 400 <50 500 550 600 650 70O TS50 BOO &50 ©O00 ©50 1000 1050 1100 11

50

Source: Roy Morgan Research July 2008 - June 2000
@ 2000 Written approval must be abtaed from Fay Morgan Ressarch beire chouision or publcaon af this data outside the chent's Nstution. WEOSNE, WWw.rymorgananinesione com
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People who are Self-Employed Profile
RIS =Ll Socio-Economic Status*

Rescarch

This chart shows the index of the target profle group compared to the average Anstralian i terms of Socio-Econonue Statns®.

AB Cluintile
C Quintile 134
O Quintile - 117
E Quintile B -
40 &0 80 100 120 140 160

"Filease relfer o E.'ﬂﬁﬁi‘-"_r’ for Jedaied E'IF‘.'EJ?‘EI'I'M af Socio-Econamic Sfafus
SOUTGE. MOY MADNJAN RESESITT JUI) 200 - JUne ZIN0Y
@ 2000 Written approval must be abtaed from Fay Morgan Ressarch beire chouision or publcaon af this data outside the chent's Nstution. WEOSNE, WWw.rymorgananinesione com M




People who are Self-Employed Profile
ROl Discretionary Expenditure®

Rescarch

This chart shows the index of the target profle group compared to the average Anstralian i terms of Discretionary
Expenditure,

Big spenders 148

Madium spenders o

light spendsers

40 &0

80 100 120 140 180

"Please refer o glossary for delgied explanation of Discretionary Expenaiiure Jsgmants
HOUTCE FOY MADNTAN WESEETTN JUIY UL - JUNa 200y

@ 2000 Written approval must be abtaed from Fay Morgan Ressarch beire chouision or publcaon af this data outside the chent's Nstution. WEOSNE, WWw.rymorgananinesione com fE]




People who are Self-Employed Profile

(Glizhl Government and Societal
crcarch: Tlus chart shows the index of the target profle groug's attitndes compared to the average Anstealian,

| don't trust the current Australian Government — 130
Mos: secondary schools today place too lille emphasis on academic - 105
achisvemsants
Glokalisation brings more problems than it solves . 103
Caorruption is one of the major problems facing this country I 104
Crime is a growing problem in my community ag I
Aborginal culturs is an essential component of Ausiralian socisty ag I
Terrorisis deserve the same rights as ather criminals a7 .
%
=
o]
Q If | had an accident, the local hospital would provide me with adequats treatment a6 .
™
[
&J | think it is the Government's duty to support those who can't find work a2 -
g
I";q The Government is doing a good job running the country B4 _
G0 70 ao a0 100 110 120 130 140

Sowrce: Ray Morpsn Research July 2008 - June 2000
© 2000 Wintten E,D_D."Elln'il' musl be ghlaned fam HE‘}' .I.'FJI'Q'EIJ? Research before circwalion D.",!ll..'utll'l'l:iﬂ'ﬂﬂ of fhls oafa ouisice fhe clienl's insiTition. Website: HW.HI'}'.W@'MD.WD?E!MFE.WW 33
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People who are Self-Employed Profile
[Sizhl Personal

esearch

This chart shows the index of the target profle gr.-::-up'ﬁ attimdes compared to the average Anstralian.

| prafer to support longer term development aid prejects rather than
crisisfemesrgency appeals

| belisve homossxuality is immeral

| tend to make decisions based on logic rather than emotions

I'm optimistic about the futurs

Helping others is an imporiant part of who | am

| worry about gefting skin cancer

When I'm at home, | like to shut myself off from the rest of the world

| think the gap betwesn rich and poor is growing

Obedignce and respect for authorty are the most important viriues children
should l2arn

When dealing with charities | respond more with my heart than my head

There's foo much changs going on thess days

| belisve a percentage of everyone's income should go to chartes

Homesexual couples should be allowsd to adopt childran

113

&0 ad 100 110

120

Source: Roy Morgan Research July 2008 - June 2000
@ 2000 Written approval must be abtaed from Fay Morgan Ressarch beire chouision or publcaon af this data outside the chent's Nstution. WEOSNE, WWw.rymorgananinesione com
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People who are Self-Employed Profile
bl Advertising and Media

esearch

This chart shows the index of the target profle gr.-::-up'ﬁ attimdes compared to the average Anstralian.

| always read the business section of the newspaper

My letterbox says 'noe junk mail' (or similar)

| listen to the radio in the car

| don't read the ads in newspapers and magazines

Adwvertising posters in shopping centres and malls don't interest me
Mearly all TV adveriising annoys ms

Some TV adveriising is devious

| ofien nofice the advertisements on the tops and backs of taxis
Cuite often | find TV adveriising more entertaining than the programs
| always watch the news on TV to keep me up-to-date

| zan't miss seeing those big billooard zigns

| zan't help noticing adwvertising on buses

| record T programs if | can't watch them

| find TV advertising interesting

| enjoy buying magazines

TV advertising often gives me something to talk about

| often redeem coupons to get discounts or special ofers

| ofien enter competitions run by newspapers, magazines or radio siations

| often take advantage of the special offers on the back of my supermarket
shopping docket

| ofien enter competitions which are on packsis or labels on products

| use coupons | find in magazines or on packets
| usually natice the advertisements on shopping frolleys when | go grocery

130

shopping
a0 70 20 a0 100 110 120 130 140
Source: Roy Morgan Resesrch July 2008 - June 2000
i 2000 Written aporoval must be obianed from Roy Morpan Reseanch befre choulation or pubYcation of this dais autsie the cliant's INSution. Webste: WwR.roymorganoninestore som 23




People who are Self-Employed Profile
el Family and Home
This chart shows the index of the target profle gr.-::-up'ﬁ attimdes compared to the average Anstralian.

I'm more interesied in my job than my
house

|

134

113

I like o enteriain spontansously

| try to give my kids as few sweets as _1”
possiole
| am wery proud of my family . 102

| kzep up-io-date with new ideas o

i 100
improve my homs
| love to cook 38 .
If | eould afford to eat cut every night |
would & -

| would rather clean than cook any day 92 -

| can't relax until | know the house is g2
clean & fidy _

&0 70 80 el 100 110 120 120 140

Source: Roy Morgan Research July 2008 - June 2000
@ 2000 Written approval must be abtaed from Fay Morgan Ressarch beire chouision or publcaon af this data outside the chent's Nstution. WEOSNE, WWw.rymorgananinesione com 45




People who are Self-Employed Profile
O PUIHeR A ctivities in the Last 3 Months - Eating Out/Fast Food

Rescarch-

Thas chart shows the index of the target profile group compared to the average Australian :n terms of these activites i the
last 3 months.

Wentto 3 BYO restaurant —m
Wenttoa pub orhotel oy fo a drnk S
Ordered other home delivered food D S e
Went to a licensed restaurant _ 115
Went to a cafe for coffee or tea _111
Went to a pub or hotel for a meal _ 110
Went to a cafe for a snack or meal _ 108
*
=
.; Ordered a pizza over the phone - 105
Al
*
"S Went to a fast food place for takeaway 98 .
-
S
\’3) Ate a meal at a fast food place 95 -
s 70 80 a0 100 110 120 130

Source: Roy Morgan Research July 2005 - June 2009
© 2000 Written approval must be obtained from Roy Morgan Research before circulation or pubication of this data outside the chlent's insttution. Website: www.roymorganoniinestore.com 51
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People who are Self-Employed Profile
REOPIGIERE Media Usage Summary

Rescarch

Thus chast shows the index of the target profile group compared to the average Australian :n terms of types of Med:a nsed.

Used the Yellow Directory in the last 4 weeks

Watched Pay TV in the last 7 days

Accessed the Internet at l2ast monthly

Read any Newspaper in last 7 days (excl. Community Newspapers)

Read any Addressed Mail in last 7 days

Read any Magazine (last issue)

Read any Mail in last 7 days

Listened to any Commercial Radio on a3 normal weekday

Watched any Commercial TV on a normal weekday

Been to Cinema in last 4 Weeks

Read any Catalogue in last 4 Weeks

Read any Unaddressed Mail in last 7 days

Read any Local/lCommunity Newspapers in the last 7 days

136

70

a0

a0

100

110

120

130

140

Source: Roy Margan Research July 2005 - June 2009
© 2000 Written approval must be obtalned from Koy Morgan Ressarch before clrculation or pudlicalion of this 05ta outside the chent's Nstiution. WEBSKe: wiww.roymongananinestore.com
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People who are Self-Employed Profile

LG ehE Newspaper and Magazine Readership
fiegenr Tlus chart shows the index of the tasget profile group compazed to the average Anstralian :n terms of their Newspaper and
hlagazine Feadership.

NMEWSPAPER READERSHIP

Heawvy Mewspapers [T+ in last week)

110

Mediom Newspapsrs (2-€ in last wesk)

Light Mewspapers (1-2 in last wesk)

Mo Mewspaper Read (in last wesk)

MAGAZINE READERSHIP

Heavy Magazines (5+ issuss read)

WMedium Magazines (2-4 issues read)

Light Magazines (1 issus read)

Mz Magazine Read

a0 a0 100 110 120

Source: Roy Morgan Research July 2008 - June 2000
D 2000 Writen aporoval must be abiained from Koy Morgan Ressarch befare chTuiation or pubiication of this data outside the chent's INSLTON. WEDSEE, W FOyMOrgananinestore com 7
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People who are Self-Employed Profile

}"'IUTT Weekday Commercial TV Viewing and Radio Listening

This chart shows the index of the target profle group compazed to the average Anstralian in terms of thewr Weekday
Commercial TV Viewing and Radio Listeaung.

COMMERCIAL TV VIEWING
(ON A NORMAL WEEKDAY)

Heawy Commerzial TV (4+ hrs per day)

Medium Commercial TV (2-<£ hrs per
day)

Light Commerzial TV (<2 hrs per day)

Mo Commercial TV Viewing

COMMERCIAL RADIO LISTEMING
(ON A NORMAL WEEKDAY)

Heavy Commerzial Radio (£+ hrs ger
day)

Meadium Commerzial Radio (2-<4 hrs
per day}

Light Commercial Radio (<2 hrs per
day)

Mo Commercial Radia Listzning

127

il 7a &l ] 100 110 120

130

140

Source: Roy Morgan Research July 2008 - June 2000
D 2000 Writen aporoval must be abiained from Koy Morgan Ressarch befare chTuiation or pubiication of this data outside the chent's INSLTON. WEDSEE, W FOyMOrgananinestore com




People who are Self-Employed Profile

LG VG ehE Internet Usage and Cinema Attendance
e Tlus chart shows the index of the tasget profile group compazed to the average Anstralian :n terms of their Internet Usage
and Cinema Attendance.

INTERMET USAGE

Heavy Internet (3+ timas in last wesk)

Medium Internst (1-7 times in last
wesk)

Light Intzrnet (less than once a week)

Mever accessed the Internst

Have ever accessad the Internet

CINEMA ATTEMDANCE

Hzawy Cinema (2+ visils in last 3 mihs)

Medium Cinema (1 visit in last 2 mihs)

Light Cinema (last 12 mihs but not last

3 mths) 1z

Mo Cinema (last 12 mths)

0 20 80 100 110 120 130

Source: Roy Morgan Research July 2008 - June 2000
D 2000 Writen aporoval must be abiained from Koy Morgan Ressarch befare chTuiation or pubiication of this data outside the chent's INSLTON. WEDSEE, W FOyMOrgananinestore com n




People who are Self-Employed Profile
OOl fddressed and Unaddressed Mail Readership

i Thas chart shows the index of the target profile group compared to the average Australian :n terms of their Addressed and
Unaddsessed Mail Readesship.

ADDRESSED MAIL READERSHIP

Heavy Addressed Mail Readership (4+

items per week) bl

Medium Addressed Mail Readership (2-

3 items per week) i3

Light Addressed Mail Readership (1

item per week) =

No Addressed Mail Read in last week 92
UNADDRESSED MAIL READERSHIP

Heavy Unaddressed Mail Readership
; 73
{9+ items per week)

Medium Unaddrassed Mail Readership

(4-28 items per week) L

»

Light Unaddressed Mail Readership (1-
g 109

3 items per week)

MNo Unaddressed Mail Read in last

o 114

S
~
O
s
&
=
S
]
A

70 20 20 100 110 120 130

Source: Roy Morgan Research July 2005 - June 2009
@ 2000 Written approval must be obtained from Roy Morgan Research before crculation or publicalion of this data outside the clent's Insttution. Webske: www.roymorganoninestore.com 73
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