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Why newspapers are    

#11: We’re in good shape



MagdaGlobal.com, Dec. 6. 2010; TD Securities, Jan. 2011; https://www.cia.gov/library/publications/the-world-factbook/fields/2195.html; 
http://money.cnn.com/magazines/fortune/fortune500/2010/performers/companies/biggest/; The Changing Business of Journalism and its Implications for Democracy,

November 2010; Adage.com, “10 trends that are shaping global media consumption”, December 6, 2010

World-wide newspapers
Growth= +1% in 2011 ($) 
Value = $80 billion in ads

= GDP of Croatia
= market value of McDonald’s

Dynamic China, India Young/large population (China circ +14%)

Struggling U.S.A. Dependence on ad revenue = issue
(Challenges not due to internet)

Growing Canada Market less volatile
Less classified dependent
Healthy competition = strong products
$3.4 billion revenue



Newspapers Canada 2011, e-marketer.com, Dec. 21, 2010

2010 Ad Revenues

2010
Print: Canada  +3%

USA        -8%

Online: Canada +16%
USA      +8%
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The Nielsen Company, January 2011; 
Barclay’s Capital, Dec. 2010; TD 

Securities, Jan. 2011

Confidence moving forward

2011 
newspaper + site 

ad $ est.
Canada  +4%
USA        -3%



Why newspapers are     

#10: You want us
(more than ever)



More Interest in News

Up for 
all age
demos!

Age and Time Spent with the News

---------Average total minutes yesterday-----------
2000        2002     2004      2006       2008     2010

18-29 42 38 45 49 46 45
30-39 50 57 70 65 63 68
40-49 58 56 73 64 67 74
50-64 64 71 82 76 74 81
65+ 80 81 88 79 84 83

Total 59 59 72 69 66 70



Regularly go to Newspapers 

Newspaper 
highest 

for all age
demos!

News Sources by Age  

Regularly watch/ Total      18-29     30-49      50-64      65+
read/listen to… % % % % %     
Newspapers (any) 70 40 65 87 94
Local TV news 50 31 48 61 64
Network evening 28 14 22 37 42
Morning shows 20 12 18 24 28
Sunday shows 11 5 10 15 19
News blogs 9 6 10 12 8
News magazines 8 9 8 8 10



Online newspapers
• Readership increasing (now 22%)
• Time spent weekly up
96 minutes (2007) to 121 minutes (2009)

• 80% of online readers also read the paper
NADbank 2010; ComBase 2008/2009

Stable & Strong

Print newspapers
• Readership stable to positive for the past 5 years 
• Three-quarters read a newspaper each week
• Time spent reading weekly up

222 minutes (2007) to 229 minutes (2009)



Stable & Strong



“I trust the ads appearing in this medium the most” applies to:

Totum Research for Newspapers Canada, November 2010

Trust

5

14

16

18

23

0 10 20 30 40 50

Billboard

Radio

Online (not newspaper)

Magazine

Television

Newspaper (plus website)

%

48%(incl. website)



Takeover



Why newspapers are

#9: We are open to positioning 
ourselves in new ways



To what extent do you agree or disagree with the following statements:
Base: 1,000 Canadians

Newspapers are not just 
printed products but websites
and mobile sources of news

77%Agree

Totum Research for Newspapers Canada, November 2010



Tablet
Mobile update
Website
Physical copy

69%

Print newspaper readership dominates

Canadians reading the newspaper yesterday on any device

Totum Research for Newspapers Canada, November 2010

Print version
only



“The Globe's redesign investment and 
Postmedia Network's $1.1 billion acquisition of 
Canwest's newspaper assets earlier this year 

speak volumes about the print medium and its 
value to advertisers and readers…

There's no question it's going to move digital. 
People are consuming media on their e-readers and 
tablets, but there's still a hell of a lot of people who 

like to feel the ink with their fingers."

- Sunni Boot, President/CEO, ZenithOptimedia

Marketing magazine, “The Globe & Mail redesigns”, October 1, 2010



Consumers indicate that reading print 
media is a more important activity

than social networking
(and it has almost 2x the daily reach)

Journalism.co.uk, “Print more popular with consumers than social networking, suggests Ofcom survey”, August 19, 2010



Why newspapers are

#8: We perform better 
than other partners



“It is most acceptable for this medium to have ads” applies to:
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(incl. website)

Want the ads in newspapers



“Ads in this medium are most likely to inspire purchase” applies to:

42

Ads in newspapers inspire purchase
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Advertiser: IKEA
Copy: Next time: Assembly Service

Inspire purchase



TV advertising generates the 
most word-of-mouth, 

newspaper and magazine ads 
effectively target audiences 

rich in influencers, and 
online ads are the most viral.

ARF Audience Measurement Conference (Research results delivered by Brad Fay, CEO, Keller Fay Group 
& Graeme Hutton, Director of Consumer Insights, Universal McCann), New York, June 22, 2010

Influence



Brand: Sun Chips 
Situation: 
• U.S. pulled “noisy” bag
• Colbert Report ridiculed
Solution: 
Letter in trusted media: 
newspapers + sites
Results:
• Sales +6% in 1 week
• Praise for Can. & brand
on Bill Maher show

Influence



• Canada’s pulp & paper industry reduced green 
house gas emissions by 10 times Kyoto targets!

• Newspapers in Canada use vegetable inks

• In Canada, at least 80% of newsprint is recycled
– more than any other recyclable product

Forestry Products Association of Canada; Newspapers Canada 

Newspapers also environmentally friendly



Why newspapers are

#7: We like to do it all the time
(send ‘em online)



I have gone online to find 
out more information
about something I saw in a 
printed newspaper

63%
Agree

Newspapers drive to online

Totum Research for Newspapers Canada, November 2010



“Visits to the website generated by offline media 
(including newspapers) were far more productive

at conversion into subsequent sales…”

“On average, each 1,000 visits resulted in 10 sales,
but for each 1,000 visits brought in by 
offline media (including newspapers), 

nearly 25 sales resulted.”

Admap, “Online and offline connectivity”, October 2010

Newspapers drive online sales



Brand: 
Marmite
Situation: 
Break through during 
an election period
Solution: 
Use newspapers to 
engage, choose a party 
and vote online

Newspaper drives to online



Newspaper drives to online



Why newspapers are

#6: We are burning to understand 
your needs and fulfill them 
(like giving you ROI)



ROI - Retail

Microsoft study finds newspaper more than twice
as effective as TV for retailers 

Amount spent Media Sales increase
For every £1 Newspaper £5.00
For every £1 Online £3.44
For every £1 TV £2.15

Study recommends retailers increase print and 
online advertising budget by 10%
(and decrease TV by that amount)

Times Online, “Advertising in print twice as effective as TV, days Microsoft” December 28, 2009



"There's a lot of talk these days about the 
diminishing effectiveness of newspaper as an 

advertising medium. We couldn't disagree 
more…As part of our integrated communications 

campaigns, newspaper has proven to be an 
effective driver of traffic to both our store

locations and to our website…WIND Mobile will 
continue to invest in newspaper advertising."

- Will Novosedlik, VP Brand & Communications, 
WIND Mobile

ROI - Retail



Brand: Wind Mobile
Challenge: 
• Launch (build awareness)
• Competitive plans/pricing

Solution:
• Newspaper + online + 

cinema + outdoor (limited)

Results:
• Awareness doubled
• Pricing position secured
• First choice – 3x more likely 

if saw newspaper+online ads



Those that saw the newspaper & online advertising 
were three times as likely to choose Wind Mobile as 

their “first choice if in the market for a new phone”
than those not exposed.



8 packaged-goods brands
(food, household products, health & beauty 

aids, beverages and the like)
were tested to see if they gained sales 

(after advertising in newspapers)
Sales increases ranged from +7% to +25%!

Newspaper National Network, 2010

ROI – Packaged Goods



Brand: Sylvania Energy
Efficient light bulb 

Challenge: 
Ads on TV don’t fit with an 
environmental message

Results:
• 2 months: sales 10K to 60K
• 70% of HHLDS now use 
Sylvania Energy Efficient 
light bulbs 

Copy: Sylvania brings you the first 
ever television ad in the newspaper. 
Buy tomorrow’s paper to watch it.

Solution:
• Newspaper: start with teaser
Thousands of emails/calls

• TV ad in the newspaper



Why newspapers are 

#5: We are good at touching
Women = Shoppers
Boomers (45-65) = Personal wealth
Managers & = Corporate money
Professionals

key demos



• Substantial: 51% of the adult population

• Influential: Control 80% of household purchases, and 
further influence 95%

• Online users: Top three activities:
76% connect with family & friends
73% read news
71% plan to shop for sales/compare prices

Women

Almost half read a daily newspaper yesterday
76% read  a daily (print or online) in the last week
76% read a print community paper any of last 4 issues

Sources: NADbank 2010; ComBase 2008/2009; Statistics Canada 2010;  Adage.com, “This Just In: Advertising 
Works on Women”, December 1, 2010; Unicast, “What Women Want From the Web Report“, Summer 2010



Women



• Substantial: Account for 41% of the population & 
70% of Canada’s wealth

• Like Advertising: 80% indicate that newspapers 
(& flyers) have ads that are useful

• Online users: Top three activities:
93% email
73% read news
71% shop online

Center for Media Research, Nov. 19, 2009; Statistics Canada; NADbank 2010, ages 
50-64; ComBase 2008/2009 ages 50-64; Ipsos Reid 2008, zoomershow.ca 2010 

Boomers (45-65)

56% read a daily newspaper yesterday
82% read a daily (print or online) in the last week
79% read a print community paper any of last 4 issues



Boomers (45-65)

Advertiser: Bayer aspirin

Copy: If it gets stronger, we get stronger.



Business Executives

Half read a daily newspaper yesterday
82% read a daily (print or online) in the last week
75% read a print community newspaper in the last week

Source: NADbank 2010; ComBase 2008/2009; Globe and Mail, “Canadians spend as U.S. shoppers scrimp, Nov. 24, 2009

In Canada, business accounts 
for 40% of economic activity.



Business Executives

Advertiser: VW Commercial Vehicles
Copy: For any business. Crafter.



Why newspapers are 

#4: We know what works 
(in print)



Topical

Advertiser:
Durex lubrication gel



Hyper Local



Advertiser: Canac
Tagline: It’s not complicated
Copy: Went to the store. Jo

Demonstration



Award winning ads are 11 times more effective
(based on 213 case studies over 8 years)

Advertising Age, IPA Report, July 14, 2010

Award winning ads

Advertiser: 
MasterCard 
Centre free skate
Copy: 
His second first 
steps, priceless



Why newspapers are 

#3: We are willing to spice 
it up and try new things



“Our print partners have been very 
accommodating as we've introduced a range 

of non-traditional units designed to have 
maximum impact, giving us reach and 

awareness...Print is an essential element of 
the media plan.”

- David Barnes, VP Advertising and  
Communications, American Express Canada

Strategy magazine, “The evolution of newspapers”, June 2010 

Non-traditional ads



Non-traditional ads



Non-traditional: Front page



Non-traditional: Additions



Non-traditional: Flaps



Scented



Talking



3D



Interactive



Augmented Reality



Movement

Advertiser: Midalia Steel
Copy: Fence them in with k-rail



Why newspapers are

#2: We are into cyber …
(the web)



Source: Pew Research Center, Nielsen



Pew Research, December 2010

75%Get news

94%Send or read an email

Use a search engine 87%

Look for health info 83%

Visit government site 67%

Watch a video 66%

Buy a product 66%



0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100
%

I go to it for a quick fix of news and
information

I use it for short periods but frequently

I use it on multiple occasions throughout
the day

I unexpectedly find topics of interest in it

I find this version easier to navigate

I spend more time with it in a single sitting

I take my time to browse for the news in it

I read it in depth

Reading in the medium is more relaxing

Based on users of both media in a typical week
Totum Research for Newspapers Canada, November 2010

Reasons for using newspaper websites

Printed newspaper

Both equally

Newspaper site



Consumers consider 
local newspaper web sites

to be the
most trusted source 

of online advertising, 
with ads that are perceived to be 

more current, credible and relevant
to them.

The Huffington Post, “Song of the Open Newspaper”, Feb. 5, 2010; 
Pew Research Center “State of the News Media Report”, March 2010

Trusted online ads



Value = Provide something 
(information or entertainment) 

in exchange for a 
consumer’s time.

ARF Audience Measurement Conference (Shopping Study results delivered by Yaaov Kimelfeld, Senior VP and Director 
Analytics for MediaVest Worldwide & Edwin Wong, Director of Market Research, Yahoo!), New York, June 22, 2010

What works online



Expandable



Movement



Why newspapers are 

#1: We keep abreast 
of where things might go 
in the future



“In a world where people are inundated with 
information as they try to make decisions, where 

local and community and mobile are growing, 
and where trusted brands and roots matter, the 

newspaper brands have a bright future.”

- Rishad Tobaccowala, 
Chief Strategy and Innovation Officer, VivaKi

Adweek, “Papers aren’t going anywhere”, September 1, 2010



65% of young adults feel print 
newspapers will exist in 2020

61% believe reading newspapers
will increase in 10 years

Canadian young adults believe in print future

Macleans magazine, 
“Who am I”, 

November 18, 2010



QR codes, ColorCode, ShotCode, UPCODE, Digimarc and so on, 
will grow as more phones come with code reading software installed

Codes make ads interactive



Research Brief from the Center for Media Research, “Mobile Web For Media and Entertainment, 
Apps For Social Media and Music” (Study by Adobe Systems), November 4, 2010

Mobile

Accessing maps and directions 81%
Social networking 76%
Accessing local information 73%
Reading news 68%

Top Mobile Activities



%App

3Other

18Travel/Lifestyle

21Communication

22Video/Movies

24Shopping/Retail

26Productivity

27Sports

28Banking/Finance

34Entertainment/Food

43Music

47Social Networking

51Maps/Navigation

52%News/Weather

60%Games

Popular Types Of Apps (% of recent downloaders who 
have used each category of apps in the past month)

Source: Research Brief from the Center for Media Research, “Apt to Use Apps” (Nielsen App Playbook, Sept. 2010), September 22, 2010

Apps



82% of iPad users said they read the news on it

Owners of tablet devices (like the iPad) spend 
75% more time reading print newspapers than 
those without the gadgets. They make up the time by 
watching less TV and going online less.

13% of consumers plan to buy a device within the next year

Tablets boon to newspapers

Sfnblog, “Survey: Tablets users read more newspapers and watch TV less”, Oct. 5, 2010; 
eMedia Vitals, “Survey: iPad users bullish on digital news,magazine content”, July 19, 2010



Minonline.com, “iPad owners 
like their print brand”, October 
22, 2010

iPhone & iPad



Online video

Brightgrove and 
Tubemobile, 
Feb.17 ,2011

Ted Williams, 
panhandler with 
golden pipes, 

featured by local 
newspaper using 

online video



“Newspaper” delivers as you wake up



“Newspaper” update with coffee



“Newspaper” part of evening out



“Newspapers” will change













For more information on 
why newspapers are hot,

contact:

Suzanne Raitt
VP Marketing & Innovation

sraitt@newspaperscanada.ca
416-923-3567


