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NEWSPAPERS IN EUROPE

Newspapers come in different types
• Daily National newspapers

• Daily Regional newspapers

• Sunday newspapers

• Weekly newspapers

Penetration of newspapers differs

Many small circulation newspapers

Massive variation in advertising revenues 
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MARKETS ARE DIFFERENT 
Number of titles
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DIFFERENT DOMINATING TYPE OF 

NEWSPAPER
Average circulation



DIFFERENT PERCENTAGE 
SUBSCRIBERS

Germany 71,9%France 48,5% UK < 40%

Source: WAN-IFRA, World Press Trends 2018



NEWSPAPER ADVERTISING SPEND

Germany

82,850 mio inhabitants
total ad expenses newspapers 
$4,793 mio

France

67,221 mio inhabitants
total ad expenses newspapers $709 mio

UK

66,186 mio inhabitants
total ad expenses newspapers $1,411 mio

Source: ZenithOptimedia 2018

$0,01 $0,02

$0,58

Per capita



CASE: CREATING READER LOYALTY

The Sun

largest newspaper in UK (circ. 1.358.945)

Printing unique code in each copy of the newspaper, daily

Loyalty programme called Sun Savers

Collect 28 codes and enter on website equals £5 in Sun Savers wallet

With Sun Savers wallet possibility to buy promotional items



DAILY CODES IN PAPER



REGISTER CODES ON WEBSITE



CODES COUNTER AND CALENDAR



PROMOTIONS ANNOUNCED ON SITE



PROMOTIONS ANNOUNCED IN PAPER

Reminders of current 
promotion, and future 

promotion



RESULTS AFTER 18 MONTHS

Sun Savers replacing Sun Perks 

From 30.000 members to 800.000 

22% of members entering codes during two weeks

Selling value: Sun Hols campaign: 2 mio additional visitors, 2 mio hols sold 

Sun Savers stopped decline of circulation with 5 percentage points (from 8%)

Programme to feature ads in future

Co-owner of rich database that can be used for other activities



CASE: CREATING RELEVANCE

Publisher of regional weekly newspapers

20 titles including oldest regional French title, total circulation 265.000, 
many with circulation < 10.000

L’Observateur, with 9.000 copies most sophisticated development



READERS AND ADVERTISERS 

RELEVANCE
Geo differentiating advertising



SELLING ADVERTISING

Ad planning tool



CHOOSE PREFERRED VERSION  

1. Print, digital, print + digital

2. Region (4)

3. Content (4)



CREATING READERS RELEVANCE
Four content options for readers

Version 2

Version 3

Version 4

Version 1

Shared

Shared

Shared

Shared Sport Faits divers

Kitchen/  
horoscope

Garden, arts, sport

Kitchen/  
horoscope

Kitchen/  
horoscope

Garden, arts, sport

Faits divers

Faits divers

x x

x

x

x

x

x



CREATING ADVERTISERS RELEVANCE
Same page, different content

Page 12
Page 3



DIFFERENT REGIONS, CONTENT, 

READERS AND ADVERTISERS



RESULTS

After Y1 + 10% subscribers, + 8% news stand sales

Increase of local advertisers, because of geo selection and lower ad rates

Ad planning platform facilitates planning, creating and uploading ads

Competitive newspaper reduced number of editions and circulation

Partnership with news-stands to sell personalised subscriptions

Cost reductions:

• Smaller size, reduced number of pages

• No plates, less press/ more editorial staff, less paper waste, lower postage cost



WHAT IS PRINT POWER?

An initiative promoting advertising in print media

Goal: change perception about print advertising by meeting decision makers

Key message: adding print advertising to the media mix increases overall effectiveness of the mix

Addressing media and advertising agencies and advertisers

• France, Germany and United Kingdom

• Network agencies of Top 6 agency holding groups

• Top 10 companies in Luxury, Retail, Automotive, FMCG, Beauty & Toiletries and Finance sector

Providing insight, information and inspiration via website and organise meetings with decision makers

Funded by the European paper industry 



PRINT POWER CAMPAIGN OBJECTIVES

Change perception of print advertising

Establish business relationships with decision makers

Maintain advertising volume print media and volume 
printed marcom materials

2018 - 2020



2018 - 2020 STRATEGY

Select, identify & reach target audience = KPI

Convert to newsletter subscribers = KPI

Meet with frequent readers of content = KPI

Create convincing on-target communication to change people’s perception about print media

2018 2019 2020

Always-on website, social media, infographics, videos, banners

CRM based communication



CONTENT DRIVEN WEBSITE



EFFECTIVENESS AND CREATIVITY 
COVERED ON WEBSITE



FACING BRANDS AND AGENCIES
Round Tables and The Drum

Article and newsletters

Total delivered: 5,108

Unique opens: 736

Total Clicks: 599

Article and video views: 9,804



FACING BRANDS AND AGENCIES
Beat the Bullsh*tter party game



CREATING THE SALES FUNNEL

Hubspot-based acquisition and loyalty campaigning using database of 17k, integrating website visits, 

newsletters and social media interactions leading to lead qualification

Nurturing campaign for new subscribers

Multi-step campaigning including various emails and ebooks

Nurturing campaign



CREATING THE SALES FUNNEL
NPNI

Total delivered: 17,997

Unique opens: 4,757

Total clicks: 405



CREATING THE SALES FUNNEL
Effectiveness



CREATING THE SALES FUNNEL
Prints advertising power pocket guide



RESULTS



THANK YOU

Ulbe.jelluma@printpower.eu


