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“The rumours of my 
death have been greatly 

exaggerated.”

- Mark Twain
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Newspapers still make money, 
Debt-laden owners don’t.

Newspaper owners are far 
more endangered than the 

medium itself.

Source: “It's Not Newspapers in Peril; It's Their Owners”, Ad Age, February 23, 2009
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“The newspapers are actually sound and 
profitable…as a company we have been hit 

with a perfect storm, including dramatic 
decline in total revenue, the worst 

economic conditions since the Great 
Depression and debt structure which is out 

of line with current economic reality.”

- Brian Tierney, CEO & Owner Philadelphia 
Newspapers LLC

Source: MediaDailyNews, “Red Ink: Philly Papers, Journal 
Register File for Bankruptcy”, Feb. 23, 2009
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In the U.S., publicly owned newspaper 
companies average an operating profit of 
11% in the first three quarters of the year.

Lee Enterprises, took $889 million loss for 
the year ending Sept. 28, operating profit 
was over 20%

McClatchy is freezing pensions and hunting 
for $100 million in budget cuts, delivered 
22% operating profit margin.

Gannett, with lots of layoffs, produced 
operating profit of 18%

Tribune, which entered Chapter 11 in 
December because it took on too much debt 
going private, returned 5% operating profit in 
first 3 quarters of 2008.

Source: “It’s not newspapers in peril; It’s their owners”, Advertising Age, February 23, 2009

Debt vs. Profitable newspapers
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“I think you tend to spend more on proven 
media and communications strategies in 

bad times. I know for example that the 
(newspaper) delivers my customer. You 

can bet your bottom dollar I’ll be there. I 
won’t be scaling back.”

- Harry Rosen, CEO and Chairman, Harry 
Rosen Inc.

Source: “When the Going Got Tough…”, Marketing magazine, January 12, 2009

Still advertising
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The top media, 
in terms of advertising 

spending, in Canada 
continue to be newspapers 
(dailies and community) 

and television

Source: TVB Canada and TD Newcrest estimates
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Canadian Media Industry 2008 

23.9%

22.4%

10.5%

11.0%

4.9%

3.1%

12.1%

9.0%
3.2%

Newspapers

TV

Radio

Internet

Magazines

Out of Home

Catalogue/Direct mail

Yellow pages

Trade & other print

Source: TVB, TD Newcrest estimates, Jan. 2009
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Weekly Print Newspaper Readers 2004-2008 

NADbank 2008

Readership is stable

2004 11,971,700 10,351,000 8,690,900

2005 11,934,300 10,306,600 8,695,800

2006 12,009,700 10,390,200 8,768,200

2007 11,881,900 10,280,900 8,683,800

2008 11,750,300 10,151,000 8,615,400

Top 19 Markets Top 10 Markets 1MM+ Markets
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Source: NADbank 2008, Adults 18+ ; COM base 2005/2006

Reach is strong in print and online

Daily newspapers and their online sites continue to deliver 
strong stable readership.

• 48% of adults read a daily newspaper on an av. weekday
• 73% of adults read a daily newspaper in the past week
• 19% of adults read a daily newspaper online the past week
• 77% of adults read either a printed or online edition of a
daily newspaper in the past week

With over 1,000 titles across Canada, community 
newspaper readership is also solid,

• 74% of adults read a community newspaper 
(weekday or weekend)
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400 senior decision-makers surveyed on their media spending

15%Guerilla (viral, outdoor, social media)

21%Trade shows/events

25%Traditional (print, radio, TV)

34%Digital (banner ads, email, online video, 
podcasts, webcasts)

% of RespondentsUnlikely Cut

Least Likely Media Budget Cuts in 2009

Least Likely to Cut

Source: Permission TV (U.S.), January 2009
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Canadians turn to newspapers 
(print or online) more often

during time of crisis or major events for 
trustworthy and reliable information

Source: Ipsos Reid, June 2009
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The Canadian Newspaper Association 
engaged Ipsos Reid

• 1025 online interviews
• Canadians 18+ (weighed to population)
• June 22-25, 2009
• Margin of error ± 3.1%, 19 times out of 20



14

19% indicate they rely on newspapers (print or online) 
MORE to gain reliable information about a crisis

Canadians read more!

19%

71%

10%

More Same Less
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On key issues, Canadians rely on newspapers 
(print or online) EVEN MORE to garner reliable information

By Issue

31%

28%

24%

22%

20%

49%

48%

55%

53%

57%

6%

10%

6%

9%

9%

14%

14%

15%

16%

15%

Canadian economy and job

losses

Swine flu

Downturn in the world

economic situation

The impact of the economy

on business and the stock

market

Reports about what the US

is doing about its economy

More Same Less Do not read newspapers
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122124292937Ontario

122121223128Quebec

112228282830

132022242633

171613213129

55+

35-54

18-34

Age 

22

23

19

24

19

16

19

The impact of the 
economy on 

business and the 
stock market

18

22

20

21

12

15

19

Reports about 
what the US is 
doing about its 

economy

15

14

11

19

6

17

18

Real estate m

212428$60K+

262731$30K - <$60K

273636<$30K

Income

323632Atlantic

151523SK/MB

192126AB

192627BC

Region

Downturn in the 
world economic 

situation

Swine fluCanadian 
economy and job 

losses

%   More Often

By Issue and Demo
18-34s, lower income and Ontario & East consulted, 

consulted newspapers (online or print) MORE on key issues  
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28% MORE, particularly 18-34s & women, use 
newspapers and inserts to find sales, discounts 
and bargains during challenging economic times

Newspapers for sales

28%

55%

5%

12%

More Same Less Do not read newspapers

Gender

66024Male

35131Female

15136Atlantic*

45525Quebec

55331Ontario

37116Sask/ Manitoba*

105522Alberta*

55830BC

Region

4622755+

6592435-54

4413418-34

Age

LessSameMore %

* Caution small base
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Highlight sales
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Zellers’ CEO Mark Foote highlighted the 
growth of promotional advertising. He 

indicated that in slower periods, retailers 
rely on promoting ‘loss leaders’ (i.e. 

extremely low-priced items) as a strategy to 
draw shoppers into stores.

Source: Address at University of Toronto’s Rotman School of Business, Fall 2008

Newspapers deliver local, promotional retail 

messages effectively via ROP or flyers.
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Featuring loss - leaders
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Staying home more
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Reflect the news
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Pepto-Bismol

Yup,
You’re covered

Empathize
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As George Bush left the White House, 
Veet hair removal products offered an outgoing salute.

Have fun
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“The internet is becoming 
the town square for the 

global village of tomorrow.

- Bill Gates, 

Chairman & founder Microsoft
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73% of 
Canadians read 
a newspaper in 
the past week

19% of 
Canadians read a 
newspaper online 
in the past week

Newspapers – Online and Print

NADbank 2008
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5%

20%

75%

Online only

Both

Print only

Dual readers – Online and Print

Total Online readers = 25%

Total Print readers = 95%

NADbank 2008
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5%

20%

75%

Online only

Both

Print only

Dual readership growth

Total Online readers = 25%

2%
14%

84%

Total Online readers = 16%

2008 2005

Total Print readers = 95% Total Print readers = 98%

STAYING with print and adding online newspaper

NADbank 2008
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Online 
Population Readers

Men 49% 56%

18-34s 29% 40%

University Plus 37% 51%

Managers/Prof. 19% 27%

Av. Personal Income $44K $51K

Online Readers: Educated & Wealthier

NADbank 2008, Toronto, Montréal, Vancouver, 
Ottawa-Gatineau, Calgary & Halifax
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Powerful Online

Newspapers drive Canadians online 
to garner more information.

Source: Audience Engagement Research, Totum Research 
(commissioned by Canadian Newspaper Association), 2008
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Powerful Online

Newspaper websites attract Canadians 
more than other media sites. 

Source: Audience Engagement Research, Totum Research 
(commissioned by Canadian Newspaper Association), 2008
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“Almost half of consumers
would take action after viewing 
ads on local newspaper sites, 
while 44% of those on local TV 
sites said so. That number was 
42% for local magazine sites 

and 39% for user review sites and 
37% for portals.”

Source: “OPA Study: Ads do well on local newspaper sites’ (OPA by Jupiter 
Research surveyed 2,069 people in the U.S.) , snfblog.com, August 19, 2008
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“Do, or do not. There is no try"

- Yoda in “The Empire Strikes Back”
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Source: World Media Trends 2008 report

Trust
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Trust
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Local

Brand: New England
Aquarium

Challenge:
• Build local awareness
• Highlight turtle exhibit
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Local

Brand: Bombay Palace

Challenge: 
• Build local awareness for restaurant
• Communicate their new address
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Roy 
Torres 

D19

Sometimes 
human eyes 
aren’t enough. 
To donate 
please visit 
searchdog 
foundation.com

Impact

Brand: Search Dog Foundation
Challenge: Build awareness in low-interest category
Solution: Double page spread



Visual

Cape Union Mart, KING JAMES, Johannesburg, SOUTH AFRICA

Brand: Cape Union Mart store card (outdoor gear)
Challenge: Position as a quality, fun outdoors store
Solution: Strong visual of outdoors with quirky twist

55 days to 
pay or maybe 
never at all. 
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Research finds colour:
• draws readers to ads and keeps them more 

involved in the message
• boosts in-depth reading by:

60% vs black and white ads
40% vs two colour ads

• has a greater effect on the extent that ads 
are noted than size

Source: Newspaper Association of America by Roper Starch Worldwide, 1999; Starch Research

Colour
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Colour

Cheer  - Cleans clothes really, really bright
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Demo

Emirates Arthritis Foundation, The Classic Partnership, Dubai, UAE

Brand: Emirates Arthritis Foundation
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Appeal right before purchase
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Specific day

Brand: Cape Argus/UNICEF/South African Health Dept.
Challenge: Highlight World AIDS Day (Dec.1)
Solution: Every page number communicated a fact
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Short lead times

Brand: Tango (orange pop)

Challenge:
• Get brand back on

consumer radar
• Capitalize on the news;

biggest snow storm in UK
in 18 years

• Build on brand’s irreverent
humour



New

Online

Unique offeringsContent

New platforms 
&formats

Sudbury24.ca
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“Tactics without strategy is the 
noise before defeat.”

Sun Tzŭ c. 490 BC, 

Chinese military strategist
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Research finds six distinctive but not 
mutually exclusive, strategic roles for 
newspaper advertising:
1. Brand/Image Building
2. Call to Action
3. Depth of Information
4. Extension – Added to other media
5. Public Agenda
6. Re-Appraisal

Source: NMA, United Kingdom

Strategic use of Newspapers
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Brand Building 

Cox & Kings Travel, SAATCHI & SAATCHI, Mumbai, INDIA

Category: Travel
Message: Established
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Reynold’s Permanent marker, India

Brand Building

Category: Packaged Goods
Message: Efficacy (and brand character)
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Brand Building

LOUIS VUITTON , OGILVY & MATHER, Paris, FRANCE

Category: Retail
Message: They’ve earned it, haven’t you



52
Monster.com, JWT HK, Hong Kong, HONG KONG

Call to Action

Stuck in the wrong job? Monster.com
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Yankelovich & Sequent Partners’ “When 
Advertising Works” study of 16 media found:

• 56% indicated that traditional media ads made a 
positive impression (vs. 31% for digital media)

• Consumers using traditional media were in a more 
positive mood

• Ads that made an impression in traditional media 
were more likely to stimulate word of mouth
than ads that made an impression in digital media

Source: nytimes.com, “Traditional Media Not Dead Yet for 
Marketing, Study Says”, June 18, 2008

Call to Action 
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Canadian Blood Services, DDB, Toronto

Call to Action

Brand: Canadian Blood Services

Challenge:
Remind people giving blood is 
the easiest way to save lives.

Results:
Visits to site up 53%



55

Depth of Information

Herringbone, M&C SAATCHI, Sydney, AUSTRALIA
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“Until now, the value of a multi-platform 
advertising was thought to be just an 

increase in reach …This new data shows 
the increase in reach is real, but the impact 

of advertising on multiple platforms on 
conversion [more than 245% increase] and 
getting consumers to engage in the target 

behaviour is more important.”
Other studies rely on self-reported intent to purchase while Integrated 

Media Management data relies on actual consumer behaviour.

Source: Study by Integrated Media Management in “Multi-Platform Ads Boost 

Effectiveness of Campaigns: Study”, Multichannel News, June 24, 2008

Extension: Value of multi-media buy
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Extension

Audi S5, OGILVY SOUTH AFRICA, Johannesburg, SOUTH AFRICA
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Copy: Japanese car, the 
German’s wish they had made.

Extension

Subaru Impreza, DDB CANADA, Toronto, CANADA

Brand: Subaru Impreza

Challenge:
Reinforce the positioning

Results:
Subaru sales +22% 
while rest of market 
declined -4%
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Public Agenda
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Public Agenda

WWF Canada, DRAFTFCB TORONTO, CANADA

Brand: World Wildlife Fund

Challenge: Reinforce disappearance of species

Copy: 
Global warming is 
causing countless 
species to disappear
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NexaLotte, WIEN NORD, Vienna, AUSTRIA

Re-Appraisal

Brand: Nexa Lotte moth proofing

Challenge: Remind and reconsider
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“Let me ask you something, 
what do women want”

Don Draper, Creative Director, 
Sterling Cooper
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“Coupons/direct mail, radio, yellow pages, 
newspapers and newspaper inserts –
media that can target, be timely and 

deliver value to consumers – all gained in 
influence to purchase as consumers are 

more concerned about budgets in a 
slowing economy.”

Source: BIGresearch in “Survey: More people multitask with 

media than ever”, World Digital Media Trends, January 23,2008

Target, Timely, Value
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NADbank 2008; COM base 2005/2006

Targeting Women

Dailies: Almost half of women read a newspaper yesterday
74% read a daily (print or online) in the last week

Community: 75% read a community paper in the last week
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SAATCHI & SAATCHI SIMKO, Geneva, SWITZERLAND

Targeting Women
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Wonderbra, PUBLICIS CONSEIL, Paris, FRANCE

Targeting Women
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NADbank 2008;Combase 2005/2006

Targeting Men

Dailies: 51% of men read a newspaper yesterday
80% read a daily (print or online) in the last week

Community: 72% read a community paper in the last week
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“In the Kingdom of Man there 
are certain survival skills we all 

need to learn. These things 
make us useful, attractive, 

relatable, and enjoyable to be 
around. Thankfully there are 

only 10, because without them 
we probably wouldn’t survive 

any longer than a cold beer on a 
hot day. Here they are.”

Targeting Men

The Cancer Council, Australia



69

Men

Miller High Life, STARCOM USA, Chicago, USA

Brand: Miller High Life
Challenge:
Reposition to younger men 
Results: 
68% increase in sales at 
bars with events
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Targeting families

NADbank 2008; COM base 2005/2006

• Almost half of families read a daily yesterday
Three-quarters read a daily (print or online) last week
Three-quarters read a community newspaper last week

• Groceries spending: $133/wk for families, 
18% more than average

• Appliance spending: $2,494 past 3 years for families
10% more than average

• Furniture spending: $2,443  past 3 years for families
9% more than average

• Home Entertainment: $1,489 past 2 years for families
6% more than average
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Targeting Families

Energizer, South Africa

Never let their toys die. Energizer
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Targeting Families

Intervet Labs, ZAPPING/M&C SAATCHI, Madrid, SPAIN
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Targeting Young Adults

NADbank 2008, Toronto/Montréal/Vancouver/Ottawa-
Gatineau,/Calgary/Halifax 2008; Comscore 2005/2006

Readership of traditional dailies emulate the population
And almost 70% 18-34s read a community paper weekly

30%
41% 40%

29%

0%

20%

40%

60%

80%

100%

Population Traditional

Dailies

Free Dailies Weekly

online

35+

18-34s
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Targeting Young Adults

NADbank 2008
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Young Adults

P&G Head & Shoulders, SAATCHI & SAATCHI, Johannesburg, SOUTH AFRICA
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Targeting 50+

NADbank 2008; Statistics Canada; 50plusdirectory.com; Journal of Advertising 
Research, “You can teach an old dog new tricks”, March 2007

• Almost 60% of those 50+ read a daily yesterday
79% of 50+ read a daily (print or online) in the past week
76% of 50+ read a community newspaper past week

• The 50-plus group is at the height of their net worth and 
controls 80% of Canada’s wealth.

• Households with at least one member age 55 or older 
spend 71% of their income on discretionary purchases
– or $144 billion annually

• These purchases are expected to grow 50% in 10 years

• Older consumers are just as likely as younger 
consumers to switch brands
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Targeting 50+

British Columbia Automobile Association, Canada 
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Targeting Business Executives

NADbank 2008, Managers & Professionals; COM base 2005/2006 
Managers/Owners/Professionals; Doremus and Financial Times poll of 600 senior 
executives online in North America, Europe and Asia, “Print a Valuable Medium to 

reach Senior Execs.”, Media BuyerPlannner.com, October 12, 2007 

• 50% of Business Executives read a daily yesterday
82% read a daily (print or online) in the last week
74% read a community newspaper in the last week

• Print media (newspapers, professional journals, 
business magazines) are becoming obsolete
73% DISAGREED

• I pay more attention to print ads than online ads 
64% AGREED

• I trust print over online sources for information 
59% AGREED

• When I want in-depth analysis, I turn to print 
60% AGREED
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Emirates Simulation Academy, FORTUNE PROMOSEVEN, Abu Dhabi , 

UNITED ARAB EMIRATES

Targeting Business Executives

Brand: Emirates Simulation 
Academy

Challenge: 
• Target CEOs & HR managers
• Appeal to high risk businesses

that require simulation training

Solution:
• Use business section
• A training demo



Link Investments, SANTA CLARA, Sao Paulo, BRAZIL

Targeting Business Executives

Brand: Link Investment Specialists
Challenge: Demonstrate ability to anticipate the market 
Action: Cover wrap analyzed the articles 
Belly wrap arrived Sunday delivering Monday edition
Results: Website visits up 80% due to newspaper url
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“Think left and think right and 
think low and think high. Oh, 
the things you can think up if 

only you try!”

- Dr. Seuss
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Use the Masthead

Tambour Paints, SHALMOR AVNON AMICHAY/Y&R, Tel Aviv, ISRAEL

Brand: Tambour Paints
Challenge: Demonstrate “what colour can do”
Solution: Take an iconic 76 year old masthead and

add colour for a day 
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Colour

Luxor highlighters, Leo Burnett India, Mumbai, India

Brand: Luxor highlighters

Challenge: 
• Reinforce the Luxor brand
• Stand out 

Action:
• Newspaper agreed to highlight

the salient parts of each article 
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Volkswagen, Amsterdam

Use Corporate Announcements
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Use the Classifieds

Burger King Fries, .START, Munich, GERMANY

Brand: Burger King
Challenge: Highlight the award winning fries 
Results: Sales lift, PR, applications 
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Johnson & Johnson, Zantac, JWT TORONTO, CANADA

Celebrate

Brand: Zantac (heartburn remedy)
Challenge: Work with the TV where a man is united with 
the foods he loves
Solution: Announce a reconciliation - man w/ chicken
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Braun (P&G), STARCOM MEDIAVEST GROUP TURKEY, Istanbul, TURKEY

Use the Crossword

Brand: Braun Silk 
(razor)
Challenge: Turkish 
housewives use TV as 
background and brand 
wants to get noticed
Solution: Embed 3 
questions and visuals 
into crossword
Results: Increased 
brand recall



88

Use the fold (as a demo)

Westernaustralia.com, MARKETFORCE, West Perth, AUSTRALIA
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Unique demo

P & G, GREY WORLDWIDE MIDDLE EAST NETWORK, Beit Mery, LEBANON

Brand: Ace laundry 
bleach 
Challenge: 
Communicate whiteness
Solution: 
Cover was white as well 
as inside page for side-
by-side comparison
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Integrate with Newspaper
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Special Section co-branded with advertiser
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Take over

Sony Bravia Television, ESPACO OMD, 

Lisbon, PORTUGAL

Brand: Bravia TV
Challenge:
Reinforce TV ad
Results: 
• 49% remember

back page ad
• 77% named Bravia

as the advertiser
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Use movement

Japan, Asahi newspaper

Brand: Asahi newspaper+brands
Challenge: Create buzz
Solution: Plastic sheet moved 
over ads created movement
Results: 
• 95% paid attention to ads
• Av. spent >30 minutes with ads
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“In the end, you are not measured 
by how much you undertake but 

what you finally accomplish.”

- Donald Trump
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IPA Effectiveness Award 2008

Image – Young Adult

Brand: Motorola phones

Challenge: Consumers indicate 
phones are something you wear –
and current brand lacked in style

Solution: Re-position as cool & 
trendy via newspaper, poster, TV 
and online

Results: Market share up from 
13% to 20% in 1 year
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Esky - colloquial term in Australia for any 
portable icebox or cooler. 

Australian Advertising Effectiveness Award, 2004

Image – Men

Brand: Canadian Club, 
Australia

Challenge: Brand & dark 
spirits category struggling

Solution: Re-launch to 
men as different yet 
relevant while building on 
its Canadian–ness in  
newspaper and TV

Results: Sales up 55% 
in a category declining 
by -8%
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IPA Effectiveness Award 2008

Image – Women

Brand: Lurpak butter

Challenge: Stand out 
from competitors 

Solution: Position the 
brand as a champion of 
good food using emotive 
TV and newspaper ads 
with the visual appeal of 
a cookbook

Results: Became #1 
butter brand and 
delivered a 4x ad ROI
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IPA Effectiveness Award 2008

Demo – Families

Brand: Marmite spread

Challenge: 
• Encourage current marmite

users to eat more
• Difficult to spread 

Solution: 
Launch a squeezy & show 
how liquidy using poster, 
newspaper & online

Results: 
Sales growth of +8%
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Advertising Effectiveness Award in Australia, 2004

More Info – Target Adults 18+

Brand: Virgin credit 
card

Challenge: Launch 
low-rate credit card

Solution: TV & 
newspaper ads 
different but use 
“plastic surgery”
message

Results: >300,000 
accounts in 1st year, 
3% market share
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“A witty saying 
proves nothing.”

-Voltaire (1694-1778)

writer and philosopher
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“The perception of print being less effective 
than TV arises from the simple assumption 

that anything that uses two senses - sight and 
hearing - has by definition got to be better 

than anything that uses one. It is an absurd 
assertion, as anyone who has been moved to 

tears by a book or a piece of music will 
realize…Newspaper works just as well as TV

in its ability to build strong brands, and is 
better than TV when it comes to getting 
attention and getting over information.”

- Robert Heath, University of Bath & Stuart McDonald, News International

Source: Press Advertising: Equal to TV in building brands”, Admap 
(World Advertising Research Center), April 2007
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The Newspaper Report

For more information contact:

Suzanne Raitt
VP Marketing & Innovation

Canadian Newspaper Association
sraitt@cna-acj.ca

416-923-3577


