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The next 40 minutes could change your life…
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I am looking for a 
stable relationship 

with someone strong 
and reliable. 

What are you like? 
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“I believe newspapers will be around in 
their printed form for many years to come 
…readers continue to seek out newspapers, 

both in print and online. In fact, the 
combined offline and online readership in 

2008 is the same as it was in 2003.”
- Hugh Dow, Chairman, 
Mediabrands Canada

National Post, “Black and white and still read all over”, April 24, 2009

Stable
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• Yesterday 41% more people 
around the world read a 
newspaper than went online

• More people read a 
newspaper every day than 
eat a Big Mac in a year

Strong

World Association of Newspapers 2009
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• 97 dailies and  >1,100 community newspapers
• Almost half read a daily newspaper each day
• 3 out 4 read a daily newspaper each week

3 out 4 read a community paper any of last 4 issues
• 48 minutes spent reading dailies on weekdays

68 minutes on Saturday
• 62% of newspaper readers often keep the sections 

or the whole paper for more than one day
• 75% of newspaper readers browse the ads

Strong

NADbank 2009; ComBase 2008/2009; Ipsos Reid 2010
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Strong – Use for launch
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Canadians read newspapers 
(print and online) more during a 

crisis or major events for 
trustworthy and reliable 

information

Reliable
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Reliable
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11Social networking site
23Blogs
36News aggregator
42Local television affiliate
55National TV news
55 Newspaper (print)
57Newspaper (online)

65%News website

% of Respondents     
(Multiple Response)

News Source
Source of News

MediaPost, “Tossup on future print, but relevant today”, March 12, 2009

Relevant
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Relevant
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I’m intrigued. 
But, given you have been 
around, do you have any 

“baggage”?
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Owner  ≠ Newspaper

U.S. “rub-off”
US Canada

2009 -30%     -11%
2010E  -6%      +5%

Newspaper ad revenues estimates: J.P. Morgan (April 2010); TD Newcrest/TVB 2010

Perception

Some too Deliver Audiences
much debt Make money
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Source: TVB, TD Newcrest estimates, Jan. 2010

Canadian Media Industry 2009 
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Source: TVB, TD Newcrest estimates, Jan. 2010

Canadian Media Industry 2009
% change vs. 2008 
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Admap, April 2009

Good Baggage - Trust

Newspaper:
Highest 
Ranked 
Medium
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Trust
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TargetCast tcm Consumer Trend Report, October 2009

Almost half of adults aged 18-64 
say they prefer the experience of 
reading a printed newspaper vs. 

online sources.

Good Baggage - Prefer print
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Aura of print

“Saw you in 
the paper”

“What if the papers 
got hold of it?”

“We don’t want it on
the front page”
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“How would your
friends describe 

you?”
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“We continue to believe in the value of 
traditional media companies so long as they 

are poised to adapt, have a decent 
mix of assets, including those less affected 
by secular trends, and the balance sheet 

strength to invest in their adaptation. 
In our view, we are living through the most 
exciting period in the history of media.”

- Scott Cuthbertson, Industry Analyst, 
TD Securities

TD Newcrest: A division of TD Securities, “Investment Summary”, January 7, 2010

Exciting
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Popular

WAN-IFRA 2009
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Nielsen Claritas, August 2009

Engaging
8 criteria for engagement:
Trustworthy My personal time out
Personal connection Makes life better
Inspires me Enhances interactions with others  
Usually notice ads* Likely to purchase*

*

Nielsen Claritas, August 2009
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35%Radio

36%Opt-in emails

45%Cinema

49%Television

50%Outdoor

52%Print (newspapers and magazines)

Consumers with a positive opinion of the ads:

7%Telemarketing

9%Non opt-in emails (spam)

14%Direct mail

20%Online ads

21%Produce placements

28% Online search ads

6%Ads on mobiles
Dynamic Logic, 2008

Open and positive (to ads)
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73% of newspaper readers
have been influenced to buy

something as result of an
ad in a printed newspaper.

Ipsos Reid for CNA 2010

Garner Attention & Wield Influence
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Brand: 
Marks & Spencer
Situation: 
Charged £2 more for >DD 
Solution: 
Newspaper ads to 
announce removal of £2 
and 25% for 2 weeks

Garner Attention & Influence purchase
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70%

Driver…to online

To what extent do you agree or disagree with the following statements:
Base: Newspaper readers n=669

Ipsos Reid for the CNA, 2010

I have gone online to find out 
more about something that I have 
seen in a print newspaper

Agree
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Driver… to online

Admap, “Driving e-commerce traffic: online may not be the best way”, December 2008
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Brand: 
Vegemite – new cheese 
flavour
Challenge: 
Australians hate the 
name
Solution: 
Newspaper ads asking 
public to vote online for 
new name

Drive to online
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Calgary, Ottawa, Toronto, 
Vancouver, Montreal

Willing to experiment

Content

More players
Innovative 
offerings
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Are you in touch with 
your feminine side?
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Women
Almost half read a daily newspaper yesterday
75% read a daily (print or online) in the last week
76% read a print community paper any of last 4 issues

NADbank 2009; 
ComBase 2008/2009
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“Newspapers provide very 
quick instant reach.”

- Hugh Dow, Chairman,
Mediabrands Canada

National Post, “The enduring newspaper: Advertisers still bullish on print”, April 27, 2009

Target All
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Target All
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Men
51% read a daily newspaper yesterday
80% read a daily (print or online) in the last week
72% read a print community paper any of last 4 issues

NADbank 2009; 
ComBase 2008/2009
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Families
Almost half read a daily newspaper yesterday
Three-quarters read a daily (print or online) in the last week
Three-quarters read a community paper any of last 4 issues

NADbank 2009; 
ComBase 2008/2009

Advertiser:   
Lifebuoy hand wash

Copy: 
You eat what you touch
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Boomers
56% read a daily newspaper yesterday
81% read a daily (print or online) in the last week
79% read a print community paper any of last 4 issues

NADbank 2009; 
ComBase 2008/2009
(age 50-64)
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Business Executives
50% 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

NADbank 2009; 
ComBase 2008/2009

Advertiser: Coast Capital

Headline:
Introducing Tracy Redies, 
our new CEO

Copy: 
She passed on fancy 
photos to give you 
lower fees
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Young Adults
12% of the adult population in 18-24 years old
12% of print daily newspaper readership is 18-24
9% of print community paper readership is 18-24

NADbank 2009, Toronto/Montréal/Vancouver/Ottawa-Gatineau,/Calgary/Halifax 2008; ComScore 2008/2009 (weighted to population)
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Teens
READ
• 73% read newspapers
• 69% visit newspaper websites

FREQUENCY
• 1 in 4 teens reads the newspaper on an average day  
• 53% read a newspaper in the last week (15-17s @ 60%)
• 4 in 10 visit a newspaper website frequently

TRU (www.tru-insight.com) 2009; Newspaper Association of America 2009; Nielsen Co. in Ad week, “Teens Make Time for Digital and Traditional Media”, June 25, 2009

* Past 30 days

TEEN READERS SPEND
• 65% plan on buying a used car
• 63% plan on buying a phone (yr)
• 62% went to a department store*
• 62% went to a specialty store*
(e.g. Old Navy, Abercrombie)

TOP SECTIONS
• 52% Local news  18-19=65% 
• 51% Entertainment  Girls 60%
• 48% Comics
• 42% National news
• 36% Sports  Boys 47%
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Teens
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“I can’t wait to see what you 
are like online”
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27%

13%

18%

42% Content
Communications
Social networking
Other

Online Publishers Association, 2009

Content is King

Content has grown from 32% in 2003

Where online users spend their time
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• 37% of all internet traffic is 
going to newspaper websites

• Newspaper websites are the 
number 1 local site in 22 of 
the top 25 markets

Destination

Nielsen Online, April 2010 ; National Post, “It’s like time travel: Power of the printed news has to hold our culture”, April 29, 2009



44

NADbank 2009 MORI Research and Newspaper Association of America 2009; Ipsos Reid for CNA 2010

• 30% of Canadians visit a newspaper site or hub*
• Read print: Most (80%) newspaper website readers 

also read a print newspaper

• Go online more: 58% check the internet several 
times a day vs. 34% for all online adults

• Driver to other sites: 75% have seen something on 
a newspaper site and have gone online to find out 
more

• Shop: 62% have shopped vs. all adults (55%) in the 
last week^

Newspaper site users

* umbrella sites housing individual newspapers (e.g. CanWest publishes Canada.com; Quebecor, Canoe.ca and Cyberpresse.ca is the website for the Gesca newspapers)

^ excludes grocery, gas, toiletries and drugs
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Ads out-perform on newspaper sites

“Ads on web sites that provide original content 
including those operated by newspapers, 

outperform ads on other sites, such as portals…
Ads on content sites performed better than ads 

on other sites across nearly all of the 47 
metrics studied, ranging from brand awareness 

to intent to purchase…
strong response (was noted) among 18-to-34-
year-olds. This demographic was twice as likely

to form a favourable opinion of brand on a 
content site than on a portal.”

Presstime, “Content Sites’ Ads Perform Better”, March 2009
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Newspaper and online

Individually newspaper 
website and print 

newspaper advertising are 
equally effective and 
combined, they can 
improve overall ad 

effectiveness.

Journal of Advertising Research, September 2009
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Brand: 
Gay Lea Spreadable Butter
Objective: 
Reinforce its benefit: butter that 
spreads 
Action: 
After mag. & online launch, ran 
test in newspapers & their sites
Results:
• All key metrics driven up
• Substantial sales lift – in one
region the highest ever!

Newspaper and online
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Newspaper and online



50

Do you work? 
What do you do? 

What are you 
really good at?
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“Newspapers work. It’s as simple as that. 
We know it works. Newspapers draw 
attention. There is an immediacy to it. 

There’s credibility to it. It’s still a very, very 
good retail medium...the best match for 

newspaper advertising are situations 
where a print ad can help seal a sale.”

- Sunni Boot
President and CEO 
ZenithOptimedia Canada

National Post, “The enduring newspaper: Advertisers still bullish on print”, April 27, 2009
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Attention

Advertiser: 
Porsche

Headline:
Goes all the way 
on a first date.
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Attention – Front page

East Central Alberta
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Attention – Placement
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Attention – Be unique
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Immediacy - Specific date

Brand: 
Artline markers 
Challenge: 
Promote their 9 different colours 
Solution: 
Ran in newspapers on page 9 on 9/9/09
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Immediacy – Responding to the news

Copy: 
Someone 
needs a Ryobi 
hedge trimmer 
for Christmas
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Credibility



59

Retail
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Retail - Local

Of those adults who 
did not read a 

newspaper in the past 
week, 36% USED a 

newspaper during that 
same week. Usage 
included checking 

sales in local stores.

Scarborough 2008; MORI 2009
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Seal the sale

Copy: 
It’s better 
when you plan 
it yourself.
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Demonstration - Placement
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Call to action

Headline: 
Unlimited 
incoming calls
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Interactive
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Interactive

Brand: 
United Nations 
Challenge: 
To make the issues 
come alive.
Solution: 
Text picture of mouth.
Receive a call back to 
hear the real story of 
featured person.
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Interactive

QR codes
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How do I know this will work out?
What’s your track record?

I am just shopping around right now 
but I’d love a peek into how fulfilling 

this relationship could be?
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“Shop window”

Source: MORI Research/NAA, July 2009; Center for Media Research, “Newspapers Still Send Consumers To The Store”, August 10, 2009

5%None of these 

2%Radio 
3%Magazines 
6%Catalogues 
8%Television 

14%Direct mail 
21%Internet 
41%Newspapers 

% of RespondentsMedium
Primary Medium for Checking Advertising 
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“Advertisers say the printed version of 
newspapers remains among the 
most effective media for meeting 

that objective (return on investment). 
‘We see it works. We are able to 
track results,’ said Penny Stevens, 
president of Toronto-based media 

buyer Media Experts.”

National Post, “The enduring newspaper: Advertisers still bullish on print”, April 27, 2009

Deliver Results
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ROI

BrandScience analyzed 400 retail brand case studies

Amount spent Media Sales increase
For every £1 Newspaper £6.23
For every £1 TV £3.57
For every £1 Outdoor £3.57
For every £1 Online £2.23

Marketing Magazine UK, “Research claims outdoor advertising’s ROI rivals TV”, Sept. 22, 2009
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Brand: Audi
Challenge: 
• Target 40+ professionals
• Position SUV as sexy

Solution:
• Newspaper+online+ 

outdoor+mag.

Results:
• Industry -17%, Audi +11%
• Sold 50% above targets
• Brand measures 

increased dramatically

Automotive



72

Automotive – Non-traditional

Brand: Nissan, Brazil

Challenge: 
• Developing its presence 
• Entrench brand belief ‘Shift’

Solution:
• Newspaper - buyer source 
• Front page blank - readers upload 

stories & pictures.
• Next Sunday, personalized 

newspaper delivered

Results:
• Nissan’s brand familiarity doubled 
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Brand: Canadian Tourism Commission
Challenge: 
• To sell stay-cation to keep vacation 

dollars in Canada
Solution:
• Highlight Canadian undiscovered 

travel experiences
• Kick-off with newspapers then TV 

both drive to site
Results:
• 450,000 site visitors
• 2.2 million page views 

(well over industry averages)
• 4 weeks after launch – 22% of 

Canadians surveyed booked/taken 
trip in Canada

Travel
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Beer
Brand: Corona
Challenge: 
• Target the up market 
• Stand out at beginning of key 

season and generate sales
Solution:
• Newspaper & their sites 

(with radio on launch week)
• Teasers 
• Launch: first day of summer 

with high impact gatefolds 
Results:
After gatefolds ran, sales +18%
- the highest ever weekly sales!
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Admap, “Maximizing media synergy for cost effective brand building”, July/August 2009

Packaged Goods
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Millward Brown analysis of 32 cross-media studies

- TV: Has a strong ability to build brand awareness

- Online: Ads perform in a similar way to TV

- Print: is more relatively more likely to increase 
brand favourability and purchase intent

Admap, “Use cross-media research to get more from your media mix”, October 2009

Packaged Goods
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Newspapers are proven to be compatible with TV, 
multiplying brand effectiveness for food advertisers

Packaged Goods
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Packaged Goods

Brand: Nescafe Instant Green coffee
Challenge: 
• Launch new product
Solution:
• Newspaper + TV proven to work
• TV – newsworthy programs
• Newspaper - news, health, food
Results:
• Brand equity: 75% (vs. 62% TV)
• Delivered key messages of: 

Taste: +59% vs TV only
Quality: +41% vs TV only
Emotive cues: +44% vs TV only

• Trial was 23% above plan
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Business-to-Business

Brand: The BrainStorm Group
Challenge: 
• Build awareness in tough market
• Increase visits to (new) website
Solution:
• Full-page newspaper ad
Results:
• Garnered 1,600 new visitors to the 

site the day the ad ran
• Would do it again!



80

What is your vision for 
the future?

Where do you see 
yourself in 5 years?



81

• Paid content?
• Hyper local content
• User generated content
• Video content & advertising
• Print outsourcing
• More colour
• More free newspapers? 
• Smaller?
• Niche and/or customizable
• Apps
• Increased use of technology

Future



82

Niuu
- Launched in Berlin
- Choose sections from 
20 newspapers

- Order due by 2pm
- Individualized editions 
are home delivered

- Cost: €1.80 
(€1.20 students)

Personalized newspaper
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Specialized newspapers

Brand: 
Movistar with Metro’s Publimetro

Situation: 
• Chile’s 635K blind community 
• No newspaper or magazines

Solution:
Monthly publication in braille



84http://trueslant.com/bartbrouwers/2009/10/25/invention-the-vertical-newspaper/

Vertical Newspaper?
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Mobile
Mobile Internet Users by Category
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-

E-readers
What is it: 
Light, electronic device for 
reading books, newspapers, 
textbooks (retail: $260-850)

Manufacturers: 
Amazon’s Kindle (A&D), 
Barnes & Noble’s Nook (B), 
Sony Reader (C), 
Apple iPad (E)

Opportunity: 
Students, women
Sales to double in 2010*

A

B

C
D

*Consumer Electronics Association

E
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Augmented reality
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Gesture-based interface

Media Post, Fast Forward: Reality Check, November 1, 2009; http://gizmodo.com/346845/orange-shows-off-gesture-
based-interaction-screen-touch-screens-look-on-in-horror
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Finally, do you have a  
personal philosophy?
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On June 19, 2009,         
Tomoji Tanabe,                    

the world’s oldest man       
died in Japan.                      
He was 113.

He drank milk and              
read a newspaper everyday!

Globe and Mail, June 25, 2009

Live Long!
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What do happy people do? 
Read a newspaper!

And they read the paper at 
significant rates through all 
demographic categories.

National Post, “It’s like time travel: Power of the printed news has to hold our culture”, April 29, 2009

Be Happy!
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I think we are perfect fit






