WHY DON’T
AGENCIES AND
ADVERTISERS
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NEW PRINT POWER

New strategy in 2018
Based upon research
Full commitment paper manufactures (Euro-Graph)

KEY MESSAGE

Print media advertising increases
the overall effectiveness of a
media plan
Print Media: advertising in newspapers and magazines, direct mail, door drops,
customer magazines, catalogues, brochures

FOCUS
3 countries
Advertising & media
agencies + advertisers
6 Agency holding groups
6 product sectors
Well-defined functions
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FOCUS
Three countries = 75% of all ad expenditure
Six advertising holding groups – representing 50%+ of
all advertising
Six product sectors represent highest level of print
investment
Decision makers in advertising and creative agencies
Marketing and comms people among advertisers

THE ADVERTISING INDUSTRY

Campaign Magazine, August 2018
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ADVERTISEMENT
In praise of simplicity
An open letter to marketers

1) Marketing Technology Landscape Supergraphic (2017)/Martech 5000. 2) The Battle for Attention (a digital reality check)/IPSOS. 3) Re-evaluating Media/Radiocentre and Ebiquity. 4) Advertising is dead, no it isn’t, yes it is/Dave Trott’s Blog/Dave Trott,
5) Marketers are clueless about media effectiveness – here’s the proof/Mark Ritson/Marketing Week. 6) This is actually the only sentence we hope you will read

We feel your pain
How’s that for an opener? No doubt you have already followed the
clue in red and flicked your eyes to the bottom of this page to see
who we are and what our agenda is. If you haven’t, do it now. We’ve
made it easy for you by using a bit of white space, a clear font, a little
logo and some handy contact details. See you back here in a sec.

F O R Y O U R C O N S I D E R AT I O N
Back to basics
Remember this?

Right message. Right people. Right time.
Use those principles to evaluate your choices and you can find
your way out of every marketing challenge you face.

Back? Great.

“What pain?” you ask
The one you told us about. For the last few months, we have
been talking to a host of professionals responsible for making
decisions about how and where to spend marketing budgets with
the greatest impact and demonstrable cost-efficiency.
You told us about the challenges and pressures you face every
day and we’d like to help.

Overwhelming complexity
In 2017, Martech published an overview of the marketing
technology landscape showing that in just one year it had grown by
40%1. IPSOS tells us that consumers are reacting to this excess
of information by actively disengaging. And it is your job to
somehow take in all of this information and make sense of it.2

‘Being smart, being innovative, being daring,
taking unfair advantage. I love that thinking
wherever you find it.’
Dave Trott – advertising veteran and strategic guru4

‘Media like radio and newspapers are dismissed
far too easily by marketers, who need to open their
minds to the real possibilities that these fantastic
channels can offer... I am saying if you do not ask
your media agency to include radio and news
media in your initial consideration you are a fool.’
Mark Ritson – Marketing Week5

We’d like to help find a path through the clutter.

The cart is leading the horse
The days of media-agnostic briefs are long gone. Clients have
preconceptions about media. They are only human after all
(despite what you may sometimes think). There is an increasing
disconnect between media and creative strategies – frequently,
media commitments are made long before communication
strategies are settled and opportunities for innovation are being lost.
We’d like to help restore joined-up thinking.

Digital has lost its shine
For a while the attractive allure of the new became its
own justification. But the discrepancy between the digital
dream and the digital reality is being increasingly questioned.
When you have a shiny new hammer, it is tempting to
make every problem look like a nail.
We’d like to help you explore all the possibilities in your toolbox.

Jargon isn’t helping
Do you still talk of “traditional” and “new” media? We’ve learned
that the distinction between ‘below’ and ‘above’ the line is neither
relevant nor useful. Perhaps it is time to ditch these other terms
too? All media choices can be valid ones without having to label
them in ways which invite out-of-date prejudice. This became all
too clear in an objectively rigorous survey from Ebiquity last year,
which demonstrated how much time-honoured media choices are
currently being undervalued and neglected3… even dismissed.
We’d like to help rehabilitate the classics.

OUR PITCH
We passionately believe in the power
of print in all its forms.
Its history can be traced back to papyrus in ancient Egypt,
and to the Song dynasty in China. It worked then and it still does.
Print isn’t historic, traditional or yesterday. It is timeless.
Just as relevant, important, personal, immediate and
compelling as ever. And still innovating.

Print can help you cut through the marketing maze.6
Whether you need to build a brand, provide product information
or announce a deal, there is a version of print that can help. We
think that print can always enhance a multi-channel plan.
We’d like to help you see how.

We dedicate ourselves to helping you unlock the power of print,
providing advertisers – and all media decision-makers – with
the resources and support they need to make informed,
responsible and confident choices.

We are

www.printpower.eu
and we’d like to help you cut through the # :)@*!

Shazam me to find out more

BANNERS

NEWSLETTER

PRINT MEDIA PERCEPTION
UK € 2045 mio

8,1%

Very active ‘selling’ of print media
Print media evidence ignored
DE € 7142 mio

31,5%

Scattered proof of effectivenss
Positive attitude towards print
FR € 1611 mio
Total print:, share: 13,4
Scattered proof of effectiveness

13,4%

ACADEMIC WORLD
“Old media habits die hard. Most research
continues to show 50% to 60% of advertisers
don’t even consider news media. That’s a
crazy proportion missing out on some great
options. The message is not to always use
news media – just to consider it.”

Mark Ritson, Marketing Professor

OVERALL PERFORMANCE RANKING
MEDIA
Evidence from data and published studies
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Source: Radiocentre, Ubiquity, 2017
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Radio
£0.6bn

DIRECT MARKETING & DOOR DROP INDUSTRY
According to initial findings, on average 51% of all mail,
whether addressed or door drop, is read immediately – with a
further 19% followed up on at a later stage.
And incredibly, 21% of all addressed mail and door-drop items
drive commercial actions – including purchase, or visiting a
website or physical store.

IICMail 2018

INITIAL COMMERCIAL ACTIONS WITH
DOOR DROP
Actions taken immediately

Source: JICMail 2018

DOOR DROP COMMERCIAL ACTIONS TAKEN OVER
TWENTY-EIGHT DAYS
Subsequent commercial actions with

Source: JICMail 2018

TOTAL PHYSICAL ACTIONS TAKEN WITH DOOR
DROP OVER FULL TWENTY-EIGHT DAYS
Physical actions with door drop

Source: JICMail 2018

EXPERT VIEW
The evidence, looking at the IPA database, suggests
that print – and by that, I mean magazines, news media
and direct mail – still makes a very significant
contribution to effectiveness. The idea that they’re
somehow redundant in the modern world is simply not
borne out by the facts.

Peter field, Effectiveness expert

ADJUST TO THE
NEW REALITY

NEW OPPORTUNITIES

NEW OPPORTUNITIES

HOW CAN YOU SUPPORT US?
We can do our job at best, when you keep us updated
Inform us of new research or provide us with cases or news
We include ‘News from our partners’ on the website
Have links to our website on your sites
All materials are free to use and can be personalised

THANK YOU

Ulbe Jelluma
Print Power Europe

