
Newspapers: A Recipe for Success

What’s 
Cooking 

in
2012?



Set the Table

How are Newspapers
doing in Canada?



Tasty Nuggets

• There are 122 dailies and >1,100 
community newspapers in Canada

• There are more print newspapers 
today than in 1970

• A quarter of all advertising occurs in 
newspapers and on their sites ($)

- Matching that of TV advertising
- Bigger than Magazines, Yellow 
pages,
Direct mail and Outdoor combined!

• Newspaper readership is growing
TVB 2011; NADbank 2011



NADbank 2011, Adults 18+; Population 1 million plus markets

Weekly Readership Growth: In Print and Online

Print                           Website Total 

Have your Cake and Eat it too

+4% +59% +6%

2007
2008
2009
2010
2011



Those that Imbibe

NADbank 2011, Adults 18+

8 in 10 Canadians Read a Newspaper Each Week



4-in-10 adults who identify themselves as 
newspaper “non-readers” in the past week 

recalled using newspapers to check sales in 
local stores, clip coupons, compare prices, 

check movie or TV listings and more. 

This unofficial exposure adds another 13% 
points to the newspapers’ weekly reach.

NAA, “How America Shops and Spends 2011”

Those that Abstain



U.S. Tastes Different than Canada

Newspaper Ad Revenues
(print and online)

USA Canada
2010 -6 %      +1%
2011E           -7%        +0%

Readership
USA Canada

Print   63%       72%
Print & online 69%       77%  

Number of Newspapers
(dailies and communities)

USA Canada
2012 vs 1970  -17% +21%

dage.com, Dec. 2, 2011; MagnaGlobal, Oct.11, 2011; NAA 2012; NADbank 2011, TVB 2011; Scotia Capital Industry Report, Sept. 2011



Advertising Standards Canada, “Canadian Perspectives on Advertising”, November 16, 2011

Spill the Beans

Ads in this Medium are the Most Truthful





My Cup of Tea

Ads in this Medium are the Most Acceptable

Advertising Standards Canada, “Canadian Perspectives on Advertising”, November 16, 2011





“Talking Turkey”

Isn’t Social Media Where It’s At?



Marketing Magazine, “Digital Consumer Insights 2011”



3 out of 5 internet users 
do not want to 

engage with brands
on social networks

MediaPost Online Media Daily, November 10, 2011



“Facebook fan numbers are the cocaine 
of social media statistics…. 

There might be 750 million people on Facebook
and 100 million accounts on Twitter, 

but people still rank print more important
in terms of engaging with brands.” 

CreamGlobal.com; “Brands waste time on facebook” (Research by 
Razorfish, Customer Engagement Report 2011), Sept. 14, 2011



Social & mobile marketing tools retailers 
plan to use in next 6 months:
• Mobile commerce site
• QR code in traditional media

More consumers scan QR codes: 
in newspaper or magazine 

than from any other source

Comscore, Aug 14, 2011; Research Brief: Center for Media Research, “QR codes best in magazines, newspapers 
and packaging”, Aug. 26, 2011 & “Retailers Tagging Social and Mobile as 2012 Targets”, Dec. 8, 2011

Newspapers Part of Social Media Plan



Staple

Print Newspapers



“I personally think there is something in our 
DNA that really likes print.

There's something nice about reading a print 
article. I like to curl up in bed on a Sunday with 

the newspaper and a cup of coffee.”

- Arianna Huffington, 
Founder of The Huffington Post

Comfort Food

Montreal Gazette, “Huffington says print still valued”, Sept. 16, 2011



Meat & Potatoes

Weekly Readership across Multiple Media

Totum Research; Canadians 18+, any week, December 2011
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Snack Throughout the Day

Totum Research; Canadians 18+, any weekday, December 2011

Early morning At breakfast Between
breakfast and

lunch

During lunch Between
lunch and

dinner

After dinner

Physical newspaper Newspaper website On a tablet On a phone



Center for Media Research: Research Brief, “Local Information Media Preferences, 
Oct.11, 2011; inpublishing.co.uk, “Loving Local”, June 24, 2011

• Local media (73%) is the most relevant 
source for feeling part of community
ahead of the internet (22%) and TV (11%)

• Newspapers rank first as the source 
people rely on most for 11 of the 16 
different kinds of local information - more 
topics than any other media source

• 60% act on the ads from local media

Locally Grown



Locally Grown

Advertiser: La Maison Du Pére

Copy: In Montreal, nearly 30,000 
people sleep in the street or don’t 
have a permanent address. 
Let’s help them.



Google researched the influence of print, digital and 
social in today’s purchase decisions.

Studying 12 shopping categories and 50 media sources, 
newspaper ads (including inserts) were rated among
the top three (TV & direct mail were the other two).

And primary medium when checking advertising…

Print in the Mix.com; The Influence of Print, Digital 
and Social On Today's Purchase Decision, July 
2011; Newspaper Association of America 2011

Apple of Your Eye

Newspapers 35%
Internet 28%
Direct mail 12%
TV 9%
Catalogs 7%
Magazines 3%
Radio 1%



4 out of 5 adults said they “took action” 
as a result of newspaper advertising in 

the past month, including:

• Clipping a coupon 
• Buying something 
• Visiting web sites to learn more 
• Trying something for the first time 

Newspaper Association of America, “How America Shops and Spends 2011”



Brand: 
Swiss Chalet
Situation: 
Reinforce point of 
difference: rotisserie
Solution: 
Use newspapers to 
send to TV
Results:
1st week, chicken 
orders +30%



Newspaper Ads enhance TV Ads
for Food Advertisers

Intent to purchase: +50%

Brand equity metrics: +50%

Trust in food brands: +20%

Appeal of TV ad: +40%

Newspaperworks.com.au,”There’s more to newspapers and food than fish and chips”, 2011
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Boomers: Read print newspapers the most
(45-65 yrs) Net worth is 28% higher than average

Totum Research; Canadians 45-65, any weekday, December 2011; 
Marketing magazine, “Are you ready for the boom?”, Dec. 12, 2011



“Advertisers are constantly 
aiming for younger women, 
when it's pretty clear that 

baby boomer women are 
one of the most influential 

shoppers.”

- Janet Tonner, Director of
Research and Analytics,   
Vertis

MediaPost Marketing Daily, “Q&A: Differences In Gen Y, Gen X, Boomer Women”, June 17, 2011



Advertiser: Olay Regenerist       Copy: Hide your age.



Other Media
Don’t Cut the Mustard

Newspaper Ads Deliver



Newspaper Advertising Outscores Other Media:

• Being the most believable and trustworthy
• Being the most valuable in planning your shopping
• Checking for your regular shopping
• Has advertising from stores that you regularly shop
• Being the best for bringing sales to your attention
• Preferred for receiving advertising information
• You look forward to this kind of advertising

Source: NAA, “How America Shops and Spends 2011”



Most Believable and Trustworthy



Advertiser:
Midalia Steel

Copy:
Time to get a pool fence

Most Valuable in Planning Shopping

Advertiser:
Volkswagen Golf R

Copy:
Eat the Road. Seriously, eat it.



Checking for your Regular Shopping



Has Ads for the Stores you Regularly Shop



Brings Sales to your Attention



Autoremarketing,com, “CNW Says Newspapers Are Beating Out 
Other Ad Mediums in Driving Store Traffic”, September 27, 2011

More than half of dealership visitors
indicate their reason for making the trip 

was primarily due to a print or online 
newspaper ad.



Preferred for Receiving Advertising Information



Look Forward to this Kind of Advertising



Beyond QR: Visual Recognition



Interact with Ads



Strategy magazine, “Why you should care about awards”, Feb. 2011

Leo Burnett study,15 years, top 100 campaigns each year
Reviewed market share, sales and awareness

Studies showed 86% of award winning advertising sell

Brand: 
La Korrigane Micropub 
& Brewery 
Situation: 
Promote its point of difference: 
handmade beer
Solution: 
• Ad in paper, but left blank in 1,000
• Host “handmade ad for handmade
beer” event

• Deliver ads to local neighborhood

Award Winning Ads Work



Finger Food
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Totum Research; Canadians 18-34, any weekday, December 2011

Young Adults: “Trifectas”
Most Significant Users of Mobile for News



comScore Canada, 2011

Mobile Behaviours in Canada
(mobile audience 13+)

Share of mobile
subscribers

Sent text message 65%
Took photos 49%
Used apps 41%
News 35%
Used web browser 33%
Email (work or personal) 30%
Played games 27%
Social networking site or blogs 25%
Weather 23%
Major instant messaging service21%
Search 21%
Captured video 20%
Listen to music 19%
Maps 13%

71% have done 
mobile searches

because of exposure 
to an ad

88% were 
responding to a 

traditional offline ad
in print or on TV



Information Sought by 
Smartphone Users
(% of Adults Using Search)

Information % of Respondents

News 57%
Dining/restaurant information 51

Navigation 51

Entertainment 49

Shopping 47

Sports 40

Games and activities 37

Food info (recipes) 36

Technology 32

Travel 31

Finance 26

Medical 26

Business information 24

Health & fitness 23

Educational 22

Automotive 17

Source: Statistic Canada 2011; comScore Dec. 2011; Mobile Movement, Google/Ipsos OTX, 2011



Mobile Users are Open to Brand Messages

Marketingmag.ca, “Topline: Bell finds mobile drives brand awareness”, August 18, 2011

Bell Media’s Canadian Mobile Media Snapshot
finds mobile:

• A good way to learn about products or services (82%)

• Persuades them to investigate products and services (80%)

• Could change their perception of a product or service (71%)

• Could influence them to purchase a product or service (65%)



Eye Candy
Tablets

“Last time there was this 
much excitement about a 

tablet, it had some 
commandments written on it.”

- The Wall Street Journal



Source: Pew Research Center, “The Tablet Revolution and What it Means for the Future of News”, October 25, 
2011; Techvibes.com, “Canadians and Tablets: This Is No Fad, This Is the Future”, July 18, 2011; Center for Media 

Research: Research Brief, Nov. 8, 2011; Marketing magazine, “Digital Consumer 2011”

How many: 40% own tablet/ereader 
#1 in world

Who: Skew male (55%)
25-44 (51%)
Affluent (46% >$100K HHLD)

How often: 77% use the tablet daily
Evening consumption high

Daily: Browse the web (67%)
Email (54%)
News (53%) 
Social networking (39%) 
Gaming (30%) 
Read books (17%) 

Quick Tablet Facts to Chew On



Mediabrands Canada finds tablet usage complements 
traditional media and does not replace it.

85% indicated newspaper use increased or
stayed the same after buying a tablet.

There is also room for newspaper growth on the tablet, as 
half of people who don’t read a newspaper on a tablet or 

e-reader are interested in doing so.

Media in Canada, “Tablets used more often in 
the home than out :study”, July 11, 2011

Good Pairing



iPad users spent two and a half times longer on 
news apps than on apps in general

Localytics.com, “Games, News Apps Top iPad User Engagement Categories”, August 23, 2011 ; Poynter.org, 
“Study: iPad users spend most time with news apps compared with other types”, August 25, 2011

And they gravitate more toward established news 
brands on their devices over news aggregators

iPad App Session Length - % of Average

News



Tablet owners also really like their 
news apps and would rather give up 

the following than lose their news 
apps:

Mashable.com, “Tablets Drive Deeper News Consumption [Study]”, October 14, 2011

Sports              Coffee          Facebook
47% 44%                44% 



Why Advertise on a Tablet

While tablets account for a small 
percentage of e-commerce, they 

perform better with conversion rates 
(orders divided by visits) of 5% for tablets 

vs. 3% for PCs.

Many retailers also report that
tablet users place bigger orders –

10%-20% more than PCs & smartphones

Ad Age, “Tablet Users to Nearly Double by Early Next Year, According to Study”, June 22, 2011; 
wsj.com, “Tablets: Ultimate Buying Machines, September  28, 2011 

Half find advertising on newspaper tablet apps 
relevant, unique & interesting.
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Business Decision Makers: “News Junkies”
Most Significant Users of Tablet 

Totum Research; Canadian professionals, senior management/executives and 
business owners/self employed, any weekday, December 2011



Brand: Orcon
Situation: Promote its flexible business broadband service
Solution: Reach business target & demonstrate growth
Results: 35,000 interactions & 2.5 minutes with ad







Marketing Magazine, “Digital Consumer Insights 2011”

80% of Canadians are online
The average Canadian spends 
44 hours a month online, almost 
twice the worldwide average
News is a top online activity



reportr.net, “News is a top online activity for Canadians”, October 13, 2011

Cream Rises to the Top

Online Activities
(% internet users)

E- mail 93%
Browsing 74%
News 68%
Electronic banking 68%
Travel (info or booking) 65%
Government websites 65%
Health info 64%
Social networking 58%



73% indicate that they 
most often get news from 

newspaper websites
(Facebook 31%; Twitter 11%)

And why are newspaper websites 
the go-to for news? 

Most (58%) consider these sites to 
be their most trusted news source

(Facebook 3%;Twitter 0.2%)

Newspaper Websites Preferred

Marketwatch.com, “Ongo survey finds Americans trust news on social sites significantly less 
than newspaper sites with editorial curation”,September 21, 2011



Newspaper Websites Gobbled up

• 56% of check online news daily

• Online news consumption takes up 
about half the time spent online

• Online readers read more printed 
newspapers

NADbank 2010; MediaDailyNews, “56% of Americans check online news daily”, July 27, 2011
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Totum Research; Canadian women 18+ with children, any weekday, December 2011

Moms: Move Back-and-forth Between Print and Online
“Flicker & ClickHERS”



Early morning At breakfast Between
breakfast and

lunch

During lunch Between
lunch and

dinner

After dinner

Physical newspaper Newspaper website On a tablet On a phone

Moms: Move Back-and-forth between Print and Online

Totum Research; Canadian women 18+ with children, any weekday, December 2011



SheWatch (PeopleWatch Canada), 2011

Moms

% Visiting AT LEAST Once Per WEEK Total
Age

25 - 34
Age

35 - 44
Age

45 - 54
Social networking (e.g. Facebook) 65 73 69 55

Daily news / newspaper sites 49 46 54 46
Recipes 37 36 40 36
Online videos (YouTube, etc.) 33 38 37 25
Playing games online 32 27 37 32
Entertainment / celebrity news 30 32 34 26
Health-related information 28 28 27 27
Classified ads (e.g. Kijiji, Craigslist) 22 23 25 17

What Information are you Looking for Online?



Buying a reader of a premium publishing site 
(such as a newspaper site) will perform better, 
even if that reader can be found on a different site, 

for a cheaper price.

The study found that 20% of the readers on 
premium publishing sites were unique to them.

Click-through rates for these unique readers 
were four times higher. 

Conversion rates were 16% higher than on 
non-premium sites. In other words, readers of premium 

publishing sites were more likely to purchase.

NewMediaAge.co.uk, “Premium publishers most effective for performance campaigns”, August 9, 2011

Newspaper Sites Perform



NAA, “How America Shops and Spends 2011”

Online, consumers respond most to 
ads delivered via:

(in order of response)

• Email with store or product information
• Local Newspaper websites
• General interest websites or portals
• Ads on the right side of screen on search engine
• Ads on social network sites



E-mail from newspapers 
(on behalf of advertisers)



Unique ads on newspaper sites 



Brand: BMW
Situation: Unique offerings
Solution: Show online,

newspaper + TV









L



Packaged goods
online ad campaigns

contributed to an average lift 
of +21% to in-store sales

MarketingDaily, “CPG online campaigns yield 21% in-store sales lift “, October 14, 2011





“In a nut shell”



“In a world obsessed with the next 
bright, shiny technological 

advancement, print hasn’t gotten a 
lot of ink lately. But savvy 

advertisers know that Canadian 
newspapers today (however they 
are delivered) are the place to be, 

for the one reason that trumps all 
others: they work.”

Strategy magazine, “The Rebirth of Canadian Newspapers”, June 2011

Best Thing Since Sliced Bread



Other Media Cook With Us

Advertiser: TVN (TV station)
Copy: Shorter commercial breaks

Advertiser: Kiss FM
Copy: We see Rock and Roll



Other Media Cook With Us

Advertiser: EastLink (high speed internet service provider)

Advertiser: Google maps
Copy: Know before you go



Celebrity ‘Chef’ Endorsement

Warren Buffett Invests Further in Newspapers

"I think newspapers have a decent future…there 
are still a lot of things newspapers can do better 

than any other media.” - Warren Buffett

Guardian.co.uk, “Warren Buffett buys Omaha World Herald, Dec. 4. 2011



Newspapers: A Recipe for Success

Newspaper Mélange
A delicious blend of media
served uniquely by newspapers

INGREDIENTS
Part Print      Dash Mobile       Email as needed
Part Online   Sprinkle Tablet   Other offerings to taste

DIRECTIONS
1. Add creativity! Mix as desired.
2. Enjoy!  Serves all. Often.


