Good for Business

When Salisbury House, a legendary local chain of Winnipeg restaurants, found its dining rooms suddenly shut down due to COVID-19, it turned to a new business model and an old friend.

The new model was to sell “heat and eat” meal options ready to take home. The old friend was the Winnipeg Free Press, which Sals has relied on for many years to reach its customers.

The response to full-page ads in the newspaper was so strong that Sals often sold out its daily features to hungry customers who couldn’t visit their favourite restaurant.

In good times and bad times, local advertisers turn to their local newspapers to sustain and grow their businesses.

Newspapers have an unwavering commitment to serving and supporting their readers and the businesses that sustain those communities.

This year that commitment was tested in ways we could not have imagined.

At the Winnipeg Free Press, we saw how many businesses were in trouble and knew immediately that our mission was to help.

In partnership with another local company, Bold Commerce, we quickly launched a shop local directory on our Winnipeg Free Press website, which allowed businesses to register for free so readers could find out what was open, closed or operating differently.

We promoted Takeout Wednesday — a campaign encouraging Canadians across the country to order takeout food in support of local restaurants.

We also offered special ad features that were adjusted to budgets squeezed by the economic slowdown, including a weekly “Open for Business” page in the printed paper that advertisers used to explain how they were adapting their businesses amid the COVID-19 restrictions.

A long-time advertiser, Advance Electronics, closed its doors, but still wanted to do business via curb-side pickup. The Free Press completely revamped their website so they could offer a modern e-commerce option for customers. As well, the newspaper created and distributed a flyer that generated more calls and emails than any ad Advance had ever run.

Primary Direct Liquidations trusted the newspaper’s social media experts to help them navigate their digital presence, create all of their online and COVID-19 email blasts, and share with their audience a new way of shopping. Primary Direct found purchase ratios were higher among customers because people arrived ready to buy based on what they had seen online.
We also used regular promotional advertising to encourage readers to shop and support local entrepreneurs and enterprises. And we celebrated and encouraged Manitobans to get behind brands and businesses across Canada who choose to support the Canadian economy, and especially those who spend their ad dollars in local media.

Those ad dollars allow newspapers to provide the news and information that keep communities healthy. We are trusted to provide in-depth, credible, independent journalism.

That’s good for democracy, and good for business.

[bookmark: _GoBack]Brandi Johnson
Director Creative Strategy
Winnipeg Free Press
