
cursory read of the media trade press in recent I J
months would certainly leave the casual observer \
with the impression that the international newspa- \^
per business is going through one of its roughest -
patches in history. Certainly American newspapers

"" '

'ml^^^^^rr
appear to be in crisis, with sales falling across the

industry, ad revenues plunging and the internet J^^^r^ * '

jM
taking its traditional revenue base of classified advertising. There if^^E '• £ MFM
is little doubt that migration of revenue and audiences to the web .JM^K^^^^m^^^^^^^L •
has had an impact, but the real culprit is the economic recession, <^^^|
which has affected ad budgets across the board, especially in

the housing sector. ¦^^^^^^^^^^^^^^i^^—JP^^-
Similar factors are at play in the Irish and UK markets and the

medium, which was the main beneficiary of the construction ¦•
""-¦"^^¦fc—

boom, has been hit by the triple whammy of a fall in core rev-

enues across three of its biggest categories: recruitment, finan-

cial and property advertising. -

Having enjoyed strong revenue growth in 2007 from a major /
upsurge in financial, consumer durables and retail advertisers, ,7

the Irish newspaper sector has slowed noticeably in recent X

months. There have been cutbacks by advertisers in many of the \vW<^^^^^^^l^^^l
major growth categories of last year, as well as the collapse of

the three core categories (recruitment, financial and property).

According to half-year figures released by the National

Newspapers of Ireland (NNI), overall ad revenue was down 7pc Wt
on the same period last year. Spending through agencies, how- ¦t^^^^^^^^^^^^BB
ever, rose by 1 pc. Ilk

Surprisingly, perhaps, more recent rate card estimates from i'jliljli f --^*
the Institute of Advertising Practitioners in Ireland (IAPI) show that y^^^SBttK^^^^
print revenue was up by 6.9pc in the period January-August fl^BB^. //^^^^^^^^^^^
2008 compared to last year, though this may be more reflective fl
of volume rather than value. If the property, recruitment and *^^^^^k llL'^^^^^^^^*
financial categories are excluded then rate card spends actually

*

rose by almost 16pc.

So the picture is a lot less depressing than some people in the t <^E
media business might believe. Dailies seem to have felt the pinch ,
more than most and greater competition, not least from the free *^ Lt

commuter dailies, has put pressure on advertising yields. Sunday A
.

newspapers are doing relatively better, with the seemingly end- * jg^
less price-battle amongst the grocery chains providing a much- - m

needed boost. According to lAPI, retail spends are trending at

almost 1 9pc ahead of last year.



I Sales remain healthy
At the same time, national newspaper circulations appear to be

holding up well, with a drop of |ust o.6pc in both average daily and ~T '.

~ ~

Sunday sales recorded in the first half of this year. This benchmarks National NeWSpapeFS OT Ireland

very well against European press sales trends, which were reported Total ad revenue: 2003—2008
by the World Association of Newspapers (WAN) to be down by over

2pc for dailies in 2007. Newspapers such as the Irish Star, Sunday

World, The Irish Times and Sunday Times are bucking the general €400
l~

trend in sales.
€362 €367

Despite, or perhaps because of, the downturn, a number of pub- e3 5 0 - €341

lishers have invested in content, design makeovers and marketing BHH
over the last year in order to keep their products attractive to read- H|M
ers and advertisers. Redesigns have been put in place by The Irish «2«7

Times and The Sunday Times; new weekend supplements have

been introduced by the Sunday Tribune and Star Sunday; the Irish €250 - m^k
Independent has made a brave move to stimulate property-related

advertising with its 'Property Plus' magazine; the Irish Mirror has
£2V<j -

freshened its product considerably with full-colour throughout; and

Associated Newspapers continues to support its Mail portfolio with

heavy promotional investment. €15 ° — — —
2003 2004 2005 2006 2007 2008*

Clearly, these investments have to be paid for and, with ad sales

falling, there will be a strong temptation by publishers to turn to Source: NNI/Carat Ireland

2008 figures are estimated based on half-year trend
increased cover prices to compensate, which could impact on sales. I .



MEDIAWATCH <

The medium ... has been hit by the triple whammy of a fall |^H
in core revenues across three of its biggest categories

TIIB W6b — fFi6nd Of lOB? as The Irish Times and Irish Independent online who may not be

The internet has been identified as 'public enemy No V by many Setting the print editions every day (Table 4).

in the newspaper business. This paranoia will have been fuelled .
further by recent research by Harris Interactive across Europe, BlH9llBlllllfl 1118 feVBMIB DBS

6

which showed that consumers expect to see online and TV With direct revenue from clients such as the estate and recruit-

becoming their main sources of news and information over the ment agencies in sharp decline, one of the challenges that

next five years, with newspapers falling down the pecking order, national newspapers in Ireland face is building and broadening

However, more enlightened individuals see the web as more of an their share of brand spend from media agencies and FMCG

opportunity than a threat, and this is reflected in the growth of not clients. To a large extent, newspapers have been ignored by

just the sheer number of newspaper websites but also the num- advertisers and their agencies as a brand-building channel. The

ber now allowing greater access to full content. medium has struggled to justify such investments without sub-

Typical Web 2.0 newspaper websites now include additional stantial evidence of the impact their inclusion in a campaign has

content in the form of video/audio reports, columnist blogs and on brand values.

reader opinion or comment boards. This underpins the more pro- This same problem has beset the UK industry, but to address

gressivo view that publishers should see themselves as being in them the Newspaper Marketing Agency (NMA) there has invested in

the platform-neutral 'news' business, and not the 'news-paper' a Cl4m sterling project involving ad space and research to dis-

business cover now P eo P le read newspapers and react to newspaper

According to US newspaper industry research, the inclusion of advertising, and to then develop new ways of measuring the effec-

internet-based audiences on top of overall newsprint readership tiveness of national newspaper advertising. Previous advertising

ones produces an overall net gain of around Bpc. In the case of effectiveness award winners had shown that newspapers had

Ireland it is more difficult to quantify the exact gain but it is cvi- been good at building brands, encouraging reappraisal and dnv-

dent from the latest JNRS and JNIR industry research that sub- ing brand values. As well as that, newspapers had proved effec-

stantial extra numbers are accessing content of news media such tive in public agenda and cause-related marketing campaigns.

unuemhef/Rftcemtier UK MarkßtiiH Aue 53



> MEDIAWATCH

Industry perceptions of newspapers are of a medium that is DCMItO 611)0001181 lIWOIVBIIIBIIt

primarily for retail and detail, communicating rational facts rather Every one of the campa ig ns examined showed a closer emotional
than emotional messaging. The NMA wanted to prove that this involvement with the brand or closer brand identification. This

perception was wrong and that newspapers could be powerful in finding is a powerful response to perceptions of the newspaper
an emotional, brand-building role too. medium as being just about rational messages and delivering

The initial study produced six distinctive, but not mutually information. It also found that adding newspapers to a TV cam-
exclusive, strategic roles that newspapers could deliver on: pa jgn increased the brand commitment achieved by TV alone by
1. Call to action - to get the consumer to do (or not do) nine times - and did so cost-effectively.

something 7h e nmA qualitative research also aimed to understand con-
2. Depth of information - to provide new and additional sumer s' relationships with their paper and their responses to the

information advertising within it. The study reinforced the very emotional nature

3. Brand values - to bring consumers closer to the brand o f tne newspaper experience in addition to the rational information-

4. Reappraisal - to create a stir and force the consumer to take seeking role. The key generic findings were as follows:

notice of a brand, or to take a fresh look at it > Readers experience a strong sense of personal connection to

5. Public agenda - to raise the profile of an issue or cause 'their' newspaper, with the experience conjuring up powerful

6. Extension - to remind consumers about the brand using images in their minds

established messages. > Reading the paper allows a personal sense of peace and quiet

The research also sought to understand how each medium in a anc j 'space' (even in a noisy environment)

multimedia campaign delivered against the different strategic roles. > Reading the paper demands the reader's full attention and

Multimedia campaigns across a wide range of product categories engagement. So information is both filtered and absorbed to a

were evaluated, using different combinations of TV, newspapers, greater degree than with other media

radio and posters, with TV and newspapers included in all the tests. > The reader's sense of control over how, when and what they



> MEDIAWATCH

'One of the challenges that national newspapers in Ireland face
is building and broadening their share of brand spend i^V

i

1

use their newspaper for reinforces the sense of personal con-

Agency v direct NNI spending >

™ n

ader ,s feeling of shared va|ues with the
.

paper va|idates

their own feelings and opinions

> Papers provide both information and entertainment. Different

I ? A^Jncy Revenue

" ¦ Direct Revenue tyP es of content can inspire different feelings as the reader

250
moves through the paper

> Newspapers deliver 'social currency' - a sense of being con-

-132 ,„ _J^ ™ 5 nected to a wider world.

¦ .?
"

The potential for advertisers to tap into this mood state seems obvi-

/s^i *— «^ ous
'

but in order to do so successfully the agency and client needs
150 "

<» J£f "°\v to consider the different sections of the paper and the mood and rel-

m^^ '"
~^t

evance of the creative message in context. This is a crucial area that

ioo - '"
newspapers here need to address too - persuading Irish agencies

j
and clients that tailoring messages to reflect the different editorial

so - environments provided by the various newspapers is an opportunity

to exploit reader connections more powerfully and in a more cost-

-0
effective way than perhaps on TV and outdoor.

In summary, Irish newspapers are facing into a more uncertain
2003 2001 2005 2006 2007 2008

j period where consumers may be less tolerant of cover-price rises

Source: NNI/Carat Ireland
and Where ad revenue can no lon 9er be taken as a Qiven. Faced

*2008 figures are estimated based on half-year trend w 'th similar challenges in the past, though, publishers here have

proven themselves to be resilient and adaptive. Their innate appre-

ciation of what turns Irish readers on now needs to be matched by

a creative approach to selling the medium to a broader base of

clients for whom press has been out of sight and out of mind.

Peter McPartlin is strategic
director at Carat Ireland.
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