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NEWSPAPERS IN EUROPE

4 Newspapers come in different types
* Daily National newspapers
* Daily Regional newspapers
* Sunday newspapers
* Weekly newspapers

4 Penetration of newspapers differs
4 Many small circulation newspapers

4 Massive variation in advertising revenues




MARKETS ARE DIFFERENT
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DIFFERENT DOMINATING TYPE OF
NEWSPAPER

Average circulation
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DIFFERENT PERCENTAGE

SUBSCRIBERS

France 48,5%

Created by hunotika
from Noun Project

Source: WAN-IFRA, World Press Trends 2018

Germany 71,9%

Created by hunotika
from Noun Project

UK <40%

L]

Created by hunotika
from Noun Project



NEWSPAPER ADVERTISING SPEND

Per capita

France

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

@ $0,01

Source : ZenithOptimedia 2018

Germany

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

66,186 mio inhabitants
total ad expenses newspapers $1,411 mio
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CASE: CREATING READER LOYALTY

The Sun
largest newspaper in UK (circ. 1.358.945)

4 Printing unique code in each copy of the newspaper, daily
4 Loyalty programme called Sun Savers
4 Collect 28 codes and enter on website equals £5 in Sun Savers wallet

4 With Sun Savers wallet possibility to buy promotional items



DAILY CODES IN PAPER
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REGISTER CODES ON WEBSITE
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ODES COUNTER AND CALENDAR

ene < m @ savers.thesun.co.uk [us] o .
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PROMOTIONS ANNOUNCED ON SITE

() ® < (im} = @ savers.thesun.co.uk ¢ t (8]

WHAT'S NEW

FREE FLOPRO HOSE REEL

JUST IN!

NO THANKS ~ START COLLECTING o

HERE is a reel deal you don't want to miss - get a FREE Flopro hose reel worth



PROMOTIONS ANNOUNCED IN PAPER

60 WITH THE FLO!

Reminders of current
promotion, and future
promotion

DOWNLOAD THE FREE APP - TODAY’S CODE IS ON PAGE 20




RESULTS AFTER 18 MONTHS

4 Sun Savers replacing Sun Perks

¥ From 30.000 members to 800.000

¥ 22% of members entering codes during two weeks

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

4 Sun Savers stopped decline of circulation with 5 percentage points (from 8%)
4 Programme to feature ads in future

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



CASE: CREATING RELEVANCE

4 Publisher of regional weekly newspapers

4 20 titles including oldest regional French title, total circulation 265.000,
many with circulation < 10.000

4 L'Observateur, with 9.000 copies most sophisticated development



READERS AND ADVERTISERS

RELEVANCE

Geo differentiating advertising
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SELLING ADVERTISING

Ad planning tool

after the ad | connect myself
purchasing phase to the platform

e | manage my list
of adverts

| customize my

advert After validation. ..




CHOOSE PREFERRED VERSION

1. Print, digital, print + digital
2. Region (4)
3. Content (4)

Le Cateau
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CREATING READERS RELEVANCE

Four content options for readers

Version 1 X Sport X Faits divers
Version 2 X Faits divers
Version 3 X Garden, arts, sport

Version 4 Shared X Garden, arts, sport Faits divers




CREATING ADVERTISERS RELEVANCE

Same page, different content
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DIFFERENT REGIONS, CONTENT,
READERS AND ADVERTISERS
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RESULTS

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

4 Increase of local advertisers, because of geo selection and lower ad rates
4 Ad planning platform facilitates planning, creating and uploading ads

4 Competitive newspaper reduced number of editions and circulation

4 Partnership with news-stands to sell personalised subscriptions

4 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

4 Goal: change perception about print advertising by meeting decision makers
4 Key message: adding print advertising to the media mix increases overall effectiveness of the mix

4 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

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

4 Funded by the European paper industry



PRINT POWER CAMPAIGN OBJECTIVES

2018 - 2020

Increases campaign ROI

4 Change perception of print advertising

TV
Radio

1 TV
Radio

4 Establish business relationships with decision makers —

Social media (paid)

4 Maintain advertising volume print media and volume «  owinr oot nome
printed marcom materials - i

g |3



2018 - 2020 STRATEGY

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

4 Select, identify & reach target audience = KPI
4 Convert to newsletter subscribers = KPI

4 Meet with frequent readers of content = KPI



CONTENT DRIVEN WEBSITE

PRINT POWER CASE STUDIES EXPERTS INSIGHT ¥y O ir
/ 06.02.19
() [ ]
Why print media?

. makers

EXPERTS
READ MORE

Marketing effectiveness in
the digital age
WHY PRINT?
Marketing in a changed

media landscape

WHY PRINT?




EFFECTIVENESS AND CREATIVITY
COVERED ON WEBSITE

EXPERTS / 16.05.19

Why people need print now more
than ever

Words by: Print Power SHARE in f

In a world of endless screens, best-selling branding
author and expert Martin Lindstrom explains why we're
all craving a more tactile experience.

WHY PRINT?

Marketing effectiveness in the
digital age

Words by: Print Power SHARE in f
It's time advertisers and agencies took a more evidence-

based approach to media planning and realised the
power of print in the campaign mix

VISION / 19.08.19
Créativité : le print n’a pas fini de
nous surprendre

Ecrit par : Print Power PARTAGER in f

Considéré a tort comme le parent pauvre du palmares
des Cannes Lions, le print est désormais davantage
utilisé comme média de complément au sein de
campagnes globales, mais garde des atouts spécifiques

que les annonceurs sont en train de redécouvrir.




FACING BRANDS AND AGENCIES

Round Tables and The Drum

Article and newsletters

Article and video views: 9,804

@ Total delivered: 5,108

@ Unique opens: 736

Total Clicks: 599

800 B uawatsyormseiems x4

« C @ thedrum.comineews/201D7/04m ity-mgsCt- romans-th- biggest -chall at-med v @

The Drum

INDEPTH  OPINION  INTERVIEW/S

Measurability of impact remains the biggest
challenge in print media

Advertanment fustcrs frore st Powar v Merivilloc

lin|=f]o[S]e]a

For many years now, marketers have wondered if print is dead. So how is print evolving and adapting to

keep up with the times and prove its relevance 1o a new audience in the digital age? The Drum, in
partnership with Print Power, and industry experts discussed these issues at the Maison de la
Communication.

The illustrious group of industry experts were welcomed by French Aquitaine region president, Alain
Rousset.

Participants included Eric Trousset, development manager for La Poste's Media BU; Nathalie D'lsanto, mail
advertising diractor at La Poste; Véronique Priou, publishing manager at Publicis Madia; Aurélie lrurzun,
head of video and publishing department at Havas Media Group; Thomas Jamet - CEO at IPG
Madiabrands France; Nathalie Taboch, general manager at Ebiquity Paris: Véranique Louise, global
branding and medis director at Moét Hennessy (LWVMH); and Ulbe Jelluma, managing director for Prat
Power Europe.

How brands are approaching
print marketing | Print Power

646 views * 1 month ago

Peter Markey, TSB Bank on
the power of print

117 views + 3 months ago




FACING BRANDS AND AGENCIES

Beat the Bullsh*tter party game
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CREATING THE SALES FUNNEL

Nurturing campaign

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

newsletters and social media interactions leading to lead qualification

4 Nurturing campaign for new subscribers

4 Multi-step campaigning including various emails and ebooks



CREATING THE SALES FUNNEL

NPNI

H (@ K

Total delivered: 17,997

Unique opens: 4,757

Total clicks: 405

® 5 ® 4 NoPrint. Noldea. x +
C @ go.printpower.eu/noprintnoidea?utm_campaign=No%20Print. %20No%20Idea &utm_sourceshs_auto * @ :
PRINT#POWER

In a world awash with digital, it's print that
holds the power. Print ads are remembered,
they promote trust - and they get results.
Take a look below to find out more.

Talking sense u

digital world

Ne!

WATCH VIDEO >

It’s not just what we
say that matters, but
how we say it.

Get inspired with how good print smells,
sounds and tastes in our multi-sensory brand
experience manua 1

READ MANUAL >

BOOK A MEETING >

'NO PRINT.
NO IDEA.

THE BRAND
EXPERIENCE
MANUAL.

'ATTENTION

MEMORY
AND
EMOTION.

Wy tsasch miaked print 50 powseful
n asscciation with Dr Anch Myers, Walnut Unimited




CREATING THE SALES FUNNEL

Effectiveness

'LESSONS
IN (PRINT)
LOVE.

Cannes 2019 and the case for creativity

LESSONS IN (PRINT) LOVE

HOW CAN WE
CONVINCE
CMOS TO SHED
THEIR PRINT
BLINKERS?

PRINT4POWER

Let's go back to where
brand success really starts.
With building a grass roots
belief in marketing within
leading companies. There's
a positive shift happening.
And CEOs are validating
marketing’s mission

ALL TOGETHER NOW

ort by McKinsey & Company concludes

that an organisation's ability to drive growth
depends or

with the C-suites in their company. That's

the strength of a CMO's rapport

partnerships with the CEO at every level -

from sales, finance and product innovation to
finance, technalogy and HE. It's this C-suite
collaboration that puts a company and its
brands firmly on the road to greater marketing
effectiveness and financial gains.

It's a model that means marketing is no longer
a mythical medium that no one but the
marketers buy into. It becomes a word that's
valued by all the chiefs in a company as they're

part of any advertising conversations right

from the start

C-SUITE CHANGE MAKERS

In Marketing's moment is now: The C-suite
partnership to deliver on growth, IMckinsey
interviewed 60 C-level executives and
conducted 200 surveys with anather 200.
The good news from the repert? That ‘83 per
cent of global CEGs say marketing can bea
rmajor driver of growth’. That's great. o, the
CMOs have the green light and the stamp of

a

al for driving growth, right?
Well the outlook’s not so rosy. The survey also
found that 23 per cent of these same CEOs 'do
not feel that marketing is delivering on that

agenda And other C-level executi re even
more sceptical. Only half of the CFOs surveyed
‘said marketing delivers on the promise of
driving growth. And 40 percent don't think

ing i hould be p
during a downturn. Even more gloormy is the

fact that even though board members are
pivotal in marketing decision-making, only
three per cent of have any experience of it

It seems the way a company invests in media

channels can depend on the cooperation (or
lack of) between the CMO and CFO,




CREATING THE SALES FUNNEL

Prints advertising power pocket guide

+

PRINTS
ADVERTISING
POWER.

A guide to print advertising properties and effectiveness

TRIGGERS A POSITIVE EMOTIONAL RESPONSE

What the evidence says What the advertisers and agencies say

1 ™v 1071 1 v

2 Radio 103.2 2 Online video
3 Newspapers 878 3 Social media
4 Out of home 795 4 Out of home
5 Direct mail n7g 5 Cinema

6 Social media 67.0 6 Radio

7 Direct mail 65.8 7 Newpapers

8 Cinema 614 8 Direct mail

9, Online video 576 9 Online display
10 Online display 50.0 10 Magazines

Evidance Sasec an sum of scores for o

Print is delivering greater
market share uplifts over time

2004 2006 2008 2000 202 200 2006 2008

PRINT4#POWER
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THE DECLINING EFFECTIVENESS OF ALL IPA CAMPAIGNS
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““Seeiug abrand
or product in my
newsbrand gives me
more confidence that
it’s right for mey




RESULTS

RESULTS YTD:
Website 2018: Website 2019:

Date range: 1Jan to 31 August 2019

1,393,140 Auglléaé'lce 1,393,140
2,432,864 imeach/ 185,573
(2012 - no advertlsmg)
57,820 Website sessions “

New leads

Meetings
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