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Why keep talking during lockdown?

TO BE READY TO BE BACK IN
BUSINESS QUICKLY AFTER
THE CRISIS



Why keep talking during lockdown in our newsbrands?

1) Newsbrands audiences maintained
2) Adaptive content opportunities

3) Marketing and Business bridging
4) False hard news issue

5) Special NP offer



Why keep talking during lockdown in our newsbrands?

1. Newsbrands audience maintained!

« The majority of our readers have a subscription : from 60% to 93% (depending on the title)

« Physical distribution is guaranteed, newspaper vendors and wholesale stores are open.

Sales is stable to increasing.

« Deep(er) engagement with newsbrands : people are worried and want to be informed

correctly (cfr. NP Media Barometer: ‘Newsbrands are the most valuable source of information’)

« Higher reading media exposure: we are locked at home

 Important increase via digital accesses, in terms of visitors and page views




AMONG THEM... NEWS BRANDS ARE THE MOST
VALUABLE SOURCES OF INFORMATION

Newspapers (Print or digitah _§ RV
Newspaperswebsitesorapps L7

Other info sites or ou apps than NPs 58%
Free sheets (not via postbox) 51%
Magazines (printed or digital) 47%
Traditional TV 44%
Free regional press 44%
Linkedin 39%
NPs Supps (digital or printed) 37%
Search engines 36%
FM Radio 32%
Facebook 31%
TV programmes via a e-device 29%
Other social networks 23%
Instagram 19%
Web radios 18%
YouTube 12%

Source: NP Barometer Newsworks Nov. 2018 N=2127 interviews online 18/64 ans (AQ Rate)



LOCAL EDITORS PLAY AN IMPORTANT ROLE

= 4 0
_ E

LR, -1 R Content from Belgian media
managed by real journalists

helps us see clearly »

(*) NP Touchpoint Efficiency — AQRate — Jan 2020, Online survey - N = 1032, 18-70 yo



\Online: greater rush on the (local) digital newssites
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CONNECTIONS AGENCTY

—National =——FR =—=NL

7sur?7.be, De_Morgen, De_Standaard, De_Tijd, DH.be, Gazet_van_Antwerpen, Grenzecho.net, Groupe L'Avenir, Het_Belang_van_Limburg, HLN.be, Knack-Levif,
Le_Soir, LEcho, Nieuwsblad, RTBF News, RTL.be - RTL INFO, Sudinfo, Sudpresse Editions Digitales, VRT - NWS

Source: CIM Internet/ Gemius Prism
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Mew research from Lumen shows that attention to digital and print advertising in the past week has been higher than usual. Print
advertising in particular is currently generating 21% more attention than the Lumen norm for the medium. This increase in attention to
advertising is driven in part by increased engagement with articles and social media posts concerning coronavirus. It is clear evidence
that advertising remains a potent force despite the current crisis, and that advertisers should not fear to have their ads appear next to

news stories dealing with Cowvid-19.

In recent tests, we have found that 66% of viewable digital ads were noticed, compared to an average of 55% for desktop digital tests

conducted in the last & months. Likewise, 88% of press ads were viewed in print tests conducted last week, whereas the Lumen

average for print ads is 75%.

% viewed (of viewable)

100%
88%

B0% 75%
66%
60% 55%
40%
20%
0% https://www.lumen-
[¥]

research.com/blog/attention-
Digital last week  Digital Lumen norm Press |last week Press Lumen norm to-advertising-even-higher-
during-coronavirus-outbreak



https://www.lumen-research.com/blog/attention-to-advertising-even-higher-during-coronavirus-outbreak

Why keep talking during lockdown?

2. Adaptive content opportunities

« Where necessary, and
« HUG -HELP -HOOK (*)
HUG: Give your client a virtual hug, advice them on how to stay safe in the
S @ & context of your industry
me  nEe R HE] P: Make them feel you really care, share useful information from your
iIndustry
HOOK: Online conversion of your physical relationship (« we are open online »)

 Viral effect of from brands.

« _ Highly relevant communications with a

(*) Source: Headoffice — Content marketing in times of Corona crisis



Why keep talking during lockdown?
2. Adaptive content opportunities

Which opportunities?

« Brands take care of their teams

Brands encourage dedicated professionals at the core

Brands talk about their initiatives = missing...

Brands take care of people and clients

Brands adopt right tone and messages for regular ads



Brands care about their active professionals who are in the heart of the crisis
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PRENEZ SOIN DE VOUS
ET DE TOUS CEUX QUI COMPTENT.

®

iwdankjewel!

\‘ Het zijn bijzondere tijden voor alle
medewerkers van Belgische supermarkten
en distributiecentra. Ze vullen winkel-
rekken, leggen verse groenten en fruit
kluqr, bemannen kassa’s. Wat ze altijd

ke dag. Maar plots wordt duidelijk
iensnoodzakelijk hun taak is.

Daarom, aan al onze 175.000 medewerkers,
een welgemeende dankjewel.

EETR@ (B rmarket Lok
B

@ @ CallectsGa @

SAMEN ZORGEN
VOOR ELKAAR

Het zijn uitzonderlijke tjden. Voor de medewerkers
in de zorg. Voor de medewerkers in de voedingssector.
Voor iedereen. Ook voor onze ALDI-medewerkers.
Voor en achter de schermen. Zij geven elke dag opnieuw
het beste van zichzelf. Zij zijn onze helden.
Wij kunnen hen daarvoor niet hard genoeg bedanken.




Brands care about their active professionals who are in the heart of the crisis

FreslandCampma de

Un merci
exceptionnel !

Nows Lraversans une pénode exceplicens/ie. aves de grands défis
pour tous. Four celies et cous gul aglssent on premiérs igne.

comeme le persanne! saighant, bisn sir. Mals aussi pour yous & pour nous.

1| faul rester au macimum chez sck. 09 notre célé, nows 1aiscns ce notre
mieux pour

s Iswe parvenir nos produlls lakiers en toute sécurite.
EL cold, seul Mengacamert gecaplionnal des #1oodheroes le peomst
En particuller les producieurs falters, nos colitgues cul font Lourner

Nes usives, les chaulleurs de camion el Je personned des supermarches.

Mais ia fste de ces hdros du guotidien ne s'arrite pas 1

Alors, pour ke jours passés et les jours & venir,
un mores excoptionne! 3 tous !

P
N

#vousdabord

A situation exceptionnelle, personnes exceptionnelles.
Dans tous les secteurs - médical, social, alimentaire, transport...
des personnes mettent aujourd hui tout en ceuvre pour vous aider a traverser
cette période difficile. Dans le secteur télécom également, de nombreuses
personnes travaillent d'arrache-pied, sur le terrain comme en coulisses,
pour vous permettre de rester en contact avec vos proches, de vous tenir informés,
de continuer a travailler et a vous divertir. C'est pourquoi, nous tenions a saluer
les efforts et le dévouement de nos collaborateurs VOO.

Merci a eux, nos telco-héros !

Dikke

#Boerentrots ben ik op onze duizenden Vlaamse
land- en tuinbouwers. Terwijl heel ons land in zijn
kot blijit’, zijn zij dag en nacht in de weer om de
voedselproductie draaiende te houden en ervoor
te zorgen dat jullie ook de komende tijd van lekker
en voldoende voedsel kunnen genieten.

Dikke merci daarvoor!

merci!

Beste Vlamingen, toon de komende dagen en weken
dat ook jullie het werk van onze boeren en tuinders
waarderen. Koop daarom massaal hun producten —
lokale land- en tuinbouwproducten van topkwaliteit.

Sonja De Becker
Voorzitter Boerenbond

FOERENBOND

trous aan land- e tuinbouw




Devos Lemmens cares
for people and clients,
gives his clients a

, and advices
them on how to stay
safe in the context of
their industry.....

« Stay home, hold on
and soon we’ll meet at
the table together »

Mous sommes & votre table depuis 130 ans.

Une table sutour de lagquelle on a partagé beaucoup de savoureux moments.
On & partagé vos agréables barbecues,
vos diners de famille et méme vos premiers téte-3-téte. Om a partageé vos belles histoires,
touchantes et rigodotes et parfois méme vos chaudes confessions.

Mais ce que nous Vivons et partegecns en o2 maoment,
c'est la premiére fois depuis 130 ans.

En raison de ces circonstances exceptionnelles, on va awoir trés difficle de partager la méme
table et d'apprécier tous ces bons moments avec nos amis et notre famille.
Et c'est bien sir trés dommage. Mais, ¢ane va pas durer.
Alors, pour une fois, on laisse nos blagues habituslles un peu de cote.

Pour une fois, nous ne vous invitons pas & fare chauffer les saucisses.
Mais & rester su chaud chez wous.

Pour une fiois, nous ne wous encourageons pas & sortir le charbon de bois.
Mais & respecter les personnes qui nous soignent. Et qui, elles, sont sur les charbons ardents.

Et pour une fiois, nous ne vous motivons pas a étre sauciau, mais sociaws. Vious allez voir,
garder nos distances, & va nous rapprocher. Au sens figuré, bien entenduw

Tenez le coup, valeureux Belges.
Bientdt, on sera de nouveau tous ensemble._. & taaable !

Beate Belyen,

Al130 jaar staan we bij jullie op tafel.

Een tafel waaraan doorheen de jaren heel wat dingen gebeurd zijn
We stonden op de eerste rij bij gezellige etentjes, familiefeestjes en eerste ontmoetingen.

We hoorden straffe verhalen, grappige kdotes en boeiende b lissen.
Maar wat er nu gebeurt, hebben we in die 130 jaar nog nooit meegemaakt.
Door omstandigheden die we maar al te goed kennen,
wordt het ons bijzonder moeilijk gernaakt om met vrienden en familie
aan diezelfde tafel plaats te nemen en te genieten van elkaar.

En dat is natuurlijk enorm jammer.

Daarom laten we voor &én keer de typische moppen aan ons voorbij gaan.

Voor één keer hebben we het niet over grillig weer.

Maar over de zonneschijn die na de regen komt.

Voor één keer vragen we niet dat iedereen aan den bak moet.
Maar wel dat iedereen bakken respect toont voor de mensen die voor ons zorgen.

En voor één keer roepen we niet op om sausiaal te doen.
Maar wel naar hartenlust sociaal. Vanop afstand dan toch.

Hou vol, dappere Belgen.

Dan kunnen we binnenkort weer allemaal samen aan tafel




Netherlands
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Brands of their
clients and the population
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Stay safe, Stay at home 5 e
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Netherlands

Brands of their
clients and the population

Stay safe, Stay at home

b
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Onze bezorgers
gaan naar buiten

Zodat jij binnen kunt blijven

We willen alle mensen die bij of voor ons werken bedanken.
Dankzij deze helden kunnen alle kaartjes, brieven, tijdschriften,
pakketten en medische zendingen ook nu bezorgd worden.
Geef ze de ruimte, 2waai even als je ze ziet!

Dowrikiad de PaitNL-0p voor de latale bessrgrio-ratie

20

Eaterdag 2 st 2020

¥ CORONAVIRUS

» Bankreserves kunnen teggnvalers in coronacrisis opvangen

Knot: ‘Zuinigheid betaalt zich uit’
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ZORGT U VOOR ELKAAR?

ZORGEN WIJ VOOR
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UW GROENTEN EN FRUIT.
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Yakult still

But in the meantime

#blijfinuwkot
#StayAtHome

Meer mannun dan vrouwen in zlekenhuizen

‘De piek van de uitbraak is nog niet bereikt’
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KLEIN FLESJE

GROOTSE
SUPPORT

Yakult hoopt net als u om TEAM BELGIUM binnenkort
aan te kunnen moedigen, maar in de tussentijd #BlijfinUwKot.

ey

PETITE BOUTEILLE,

GRAND
SUPPORT

TYout comme yous, Yakult espere pouvoir encourager "
ta TEAM BELGIUM treés vite mals en actendant #StayAtHome,
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Working together to support
the nation.

With the impact of coronavirus being felt across the country, the aim of every bank, budding
society and credit union s to ensure your paace of mind when it comes to your money.

We know that many people may be worried about their finances at this time, Together we
are working with the Government to make sure that we ara giving you the support you need
Whether that’s help with your mortgage payments, extending an overdraft or assistance with
your credit card or loan.

Wie are all working hard 10 maintain the best service we can for you, As you can imagine our
telephone linas are exceptionally busy at the moment. This means that those who need us
most right now - those who are most financially vulnerable — are struggling to get through
Normally we would ask more of our teams to come in and help, but in these unprecedented
times, cur employees are facing the same challenges that we all are, 0 we simply can't

So we are asking for your help too.

Before calling our phone lines
¢ Ask yourself: Do | need 1o speak to my bank, building society or credit union today?

¢ Consider: Can | do this through mobile online banking?

* Rewview: Is the answer already on their website?

We are constantly keeping our websites updated with latest information, including FAQs
If you are not able 10 use the mobile or onfine banking services, we want to reassure you
that we are here for you - please do call. It may just take a little longer

for you to get through.

Thank you to all our colleagues for working so hard and 10 you for your understanding
Your wellbeing remains our first priority.

-
Sprsscrc & "% & Santander

LLOYDS BANK Srtidiag Secity

W BARCIAYS [TETISTENN TESCO Bank

SCOTLAND

Help lor whet matiers

YORKSHIRE n
:'. BUILDING SOCIETY N %% Ulster Bank m




Brands

aimed to be
communicated

LVMH va produire gratuitement des
gels hydro-alcooliques pour les
hopitaux

Le groupe LVMH annonce quiil va fabriquer "en grande quantité” des gels
hydro-alcooliques sur les chaines de production de ses parfums et
cosmeétiques Dior, Guerlain et Givenchy, pour les donner gratuitement & une
série d'hopitaux parisiens de I'Assistance Publique. On parle de 12.000 kg de
gels qui seront livrés dés cette semaine. Bernard Arnault, le PDG du groupe, a
précisé que cette mesure durera le temps nécessaire & réduire les tensions
d'approvisionnement sur ce type de produit.

Delhaize et Colruyt s'unissent pour
soulager le personnel des soins de
santé

Lu dans Gondola. Delhaize et Colruyt ont décidé de collaborer pour aider les
membres du personnel soignant avec leurs courses. Linitiative souhaite leur
faciliter la vie en leur permettant de se faire livrer leurs courses le plus prés
possible de leur lieu de travail. Une belle collaboration qui démontre plus que
jamais que l'union fait la force. Les deux enseignes se répartissent donc les
divers hopitaux afin de pouvoir assurer les livraisons.

Un test débutera cette semaine avec I'UZ d’Anvers, dont le personnel sera le
premier & pouvoir faire une réservation sur delhaize.be. Leurs courses leur
seront ensuite livrées gratuitement prées de leur lieu de travail et ils pourront

AB InBev gaat ontsmettingsgel
leveren

Zondag 22 Maort 2020

ABInBev

Disinfectant Alcohol
for Hospital Use B0%

JOC MA MMes?

Net zoals LVMH meldt AB InBev dat het bedrijf het alcoholoverschot van zijn NA-
bieren gaat transformeren tot ontsmettingsgel voor de Europese ziekenhuizen.
Het zou gaan om een productie van 50.000 liter en 26.000 gelflacons die speciaal
voor de gelegenheid ontworpen werden. Dezelfde actie ging ook in Brazilie van
start. De brouwer gaat ook de OOH-ruimte die hij gereserveerd had inzetten voor
de promotie van boodschappen van algemeen nut en alcoholvrij bier uitdelen
aan de gezondheidswerkers.



When

meets

A little distance can
unite all of us.

OLIDARITY
#TOGETHER
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IF YOU EVER DREAMED OF PLAYING
FOR MILLIONS AROUND THE WORLD,

NOW IS YOUR CHANCE.

Play inside, play for the world.

&

Nike’'s messaging around the current need to stay indoors are seen as supportive of government
messaging and health organisations, while staying true to their brand values.

https://www.marketingweek.com/brands-advertising-coronavirus-crisis/



https://www.marketingweek.com/brands-advertising-coronavirus-crisis/

Why keep talking during lockdown?
3. Marketing & Business bridginc

Business will benefit at short term in case of maintained marketing effort
Decrease of marcom pressure will negatively impact return
In post-crisis phase most product and service categories will see important

sales boosts, top of mind brands will benefit first & most !

Faut-il continuer @ communiquer dans un contexte oul la consommation
devient toute relative, est-ce justement trés important @ ce moment-la ou
faut-il s'adresser aux consommateurs d'une autre fagcon en tant que
marque ?

Cette situation a le mérite de faire revenir chacun d'entre nous ¢ des valeurs Catherine O ead of
plus essentielles. Je suis assez convaincue que les marques qui continueront Mztrcirr:?eRer?Zjﬁtéer?:lu;
a communiquer seront sans doute plus & méme de se relever de cette crise. Media Marketing 20-03-20



Fi%ancial metrics show benefit from adv. investments during recessions

Average assets:
Firms that increased advertising & promotions during non recession years Idx 100
Firms that increased advertising & promotions during a recession ldx 132

Value creation of consumer product firms :
Firms that increased advertising & promotions during non recessionary periods Ildx 100
Firms that increased advertising & promotions during a recession ldx 137

Source: Roger C. Graham & Kristina D. Frankenberger (2011) “The Earnings Effects of Marketing Communication
Expenditures During Recessions”, Journal of Advertising, 40:2, p. 19
http://dx.doi.org/10.2753/JOA0091-3367400201



http://dx.doi.org/10.2753/JOA0091-3367400201

Net effect on brand measures split by change in TBCA

When TBCA levels are maintained, other brand measures hold up better

Total brand
Only a good TBCA may
. Total Buy Buy First Key image
pr0V|de some Short run mentions  nowadays  mostoften mention .
protection. . PP e . W
Does your copy allow it 7

TBCA decline TBCA fiat/ increase

(295) (246) (118)(93) (183)(139) (217)(190) (96) (68) (294) (252) (272)(209)

Base: No. of brands

Souwrce: Kantar Millward Brown, July 2018
*Met change: Percent of brands increasang minus percent of brands decreasing

TBCA - Total Brand Communications Awareness (souvenir publicitaire)

H havas



Prepare bridging : majority of consumption boosts expected!

(example of China/ Kantar)

(Prediction) After outbreak

Cancel or reduce

Cnline entertainment e ————
Luxury  ——

0% 20%

40%  &60%

B Increase
Unchanged or limited impact
B Cancel or reduce

Unchanged or limited impact

Small home appliance
Big home appliance
Consumer electronics
Liquor

Home fitness equipment
Medical cosmetology

0% 20% 40% 60% 80%

B Increase
Unchanged or limited impact
B Cancel or reduce

Data Source: Kantar WeChat Survey
N=1093

Representative sample collected from Feb 6 till 9.

Increase

Out-of-home dining

Travel

OO0H entertainment

Basic epidemic prevention
Food and beverage
Advanced epidemic prevention
Medicalllife insurance
Apparel

Drugs

Household cleaning
Mutritional supplements
Personal care

Hair salon/manicure

Gym

Wealth management/stocks
Cosmetics

D% 10% 20% 30% 40% 50% 60% 70%

B Increase

Unchanged or limited impact B Cancel or reduce




Why keep talking during lockdown?
3. Marketing & Business bridginc

. : Reclame doet kopen

Fons Van Dijk (Think Wat de effecten van reclame zelf op de verkoop betreft, gaf een merendeel van
BBDO) de door Tellis bestudeerde empirische onderzoeken aan dat snoeien in
reclamebudgetten tijdens een recessie een negatieve impact op de verkoop kan
_ hebben tijdens en zelfs na de recessie, zonder noemenswaardig meer winst op
Referring to Tellis surveys te leveren. Bedrijven die meer in reclame investeerden tijdens een recessie
zagen hun verkoop, marktaandeel en winst toenemen tijdens en na een recessie.
Verschillende studies toonden aan dat de reclamestrategie tijdens een recessie
ook vele jaren later nog steeds een positief effect had.

Media Maketing 22-03-20

“In a crisis, be aware of the danger but recognize the opportunity”
- John F. Kennedy

Een vaststelling die ons leidt naar het tweede grote luik van de analyse van zijn

bureau, iets waarover we reeds eerder berichtten: "Er is een echte paradox tussen Hugues Rey (Havas)
wat consumenten met media doen — er meer gebruik van maken — en wat
adverteerders er mee doen — bevreesd zijn om erin te investeren. Nochtans is het
mogelijk en zelfs belangrijk en aanbevolen om te blijven communiceren in
crisisperiodes’, aldus de CEO van Havas Media Group.

Media Marketing 27-03-20


https://www.mm.be/news-nl-44745-marketing-in-coronarecessie-door-fons-van-dyck-think-bbdo

Why keep talking during lockdown?

3. Marketing & Business bridginc

Sarah Vizard, Marketing Week 25-03-20

“The Kantar data finds that this could be to the long-term
detriment of the brand. It ran a test on a beer brand. The team
found that if the brand cut all its ad spend during the crisis, this
would have a 13% impact on sales in the long run and make
market share hard to recover. Data from BrandZ shows that after
the 2008/09 financial crash, stronger brands recovered up to
nine times faster in terms of stock market value than others.
“Brand health becomes vulnerable when companies stop
advertising,” says Kantar Insights global head of media, Jane
Ostler. “If they do this for longer than six months it destroys both

short- and long-term health.”

The vast majority of consumers do not think brands need to stop
advertising during the Covid-19 outbreak, although they do expect
companies to think about their tone and messaging, and communicate
around values.

A survey of more than 35,000 consumers globally by Kantar found that just
8% thought brands should stop advertising. However, there is a clear
expectation that companies should play their part, with 78% of consumers
believing brands should help them in their daily lives, 75% saying brands
should inform people of what they’re doing and 74% thinking companies
should not exploit the situation.

There is a high level of agreement that brands should use a reassuring
tone, offer a positive perspective and communicate brand values. More


https://www.marketingweek.com/brands-advertising-coronavirus-crisis/

Why keep talking during lockdown?
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Belgische winkelketens roepen op:
“Koop lokaal”

Wie de komende dagen en weken online shopt, doet dat beter hij
een Belgische webwinkel. Dat schrijven 26 CEO’s van winkelketens uit
ons land in een opmerkelijke open brief. “In het belang van onze
werknemers: koop lokaal.”

Amazon.fr limite ses livraisons : une
opportunité pour les webshops belges ?

Méme le géant du commerce en
ligne est impacté. Amazon a
annoncé qu'il devait désormais
concentrer ses capacités
disponibles sur les articles les
plus prioritaires et
temporairement cesser de
prendre des commandes sur
certains produits moins
prioritaires sur Amazon.fr et
Amazon.t. Les centres de

Nu zowat alle winkels in ons land gesloten moeten blijven, richt iedereen die wil
shoppen zich tot het internet. Belgische ketens hopen hun forse omzetverlies
online wat te kunnen afremmen. Enig probleem: veel Belgen kopen online vooral
bij buitenlandse bedrijven als Amazon of Bol.com. Meestal omdat het daar
goedkoper is. Die houding zal de economische gevolgen van het coronavirus
voor ons land alleen maar zwaarder maken, zeggen 26 CEQO'’s van Belgische
winkelketens. Ze vragen de bevolking in een open brief om vooral in eigen land
te shoppen - zo help je jobverlies te vermijden. “Na de crisis willen onze

Q;

[
#kooplokaal

Media Marketing
25-03-20
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EXPERT OPINIONS

‘ ‘ We never learn from the past. During
\ previous crises, studies have shown that
advertisers that continue to invest are the
first ones whose business will recove
after the crisis 5 ,

Philippe Delusinne, CEO, RTL Begium

We might need to consider a Among advertisers, | This crisis shows
large national activation with see a lot of again the power of
all media to jumpstart our companies able to our local media
economy after the crisis adapt their and the
, , communication with unbreakable
Aurélie Clément, Trading & Revenue Director, RMB incredible speed. relationship
This shows that Befgjans have
‘ ‘ difficult moments can with their media of
If we observe other big countries hurted by be creatively choice
coronavirus like Italy or China, advertisers stimulating
invest more in local and digital media better , , %9
than on an international platform
, ’ Ben Jansen, CCO, DPG Media Denis Masquelier, General Director, IP

Chris Van Roay. CEO. Belaian Federation of Advertisers



Why keep talking during lockdown?

4. The false hard news Issue

Claim: « Hard news context harms advertising impact. »

Fact:
Neuroscience demonstrates that context
supports a to the content and the advertsing

And by this, a better advertising evaluation and |
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HARD NEWS ADS ELICIT
MORE PEAKS AND TROUGHS OF RESPONSE
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Analysis of the attention patterns within newspapers show that the ads that appeared closest to coronavirus content outperformed ads
next to other subjects. In the example above, the Samsung/Vodafone ad, which outperformed the norm anyway, may have performed
even more strongly had it been placed adjacent to the ‘Coronavirus: what you need to know’ explainer box, which received extremely

high levels of attention.

This data highlights the opportunity that overly cautious advertisers are missing as they pull their advertising from newspapers at the
moment. It shows that because people are deeply engaged with the news at this time, advertising that accompanies the news has

never been more valuable. . o ) . .
https://www.lumen-research.com/blog/attention-to-advertising-even-higher-during-coronavirus-outbreak



https://www.lumen-research.com/blog/attention-to-advertising-even-higher-during-coronavirus-outbreak

Why keep talking during lockdown?

4. The false hard news Issue

Claim: « But we have a brand safety issue here vs hard context. »

Fact:

Please read the vision of the UBA & WFA on the next page



“THE WORST CASES”

Brand safety definition : Brand Safety refers to pratices
and tools to ensure that a digital ad will not appear adjacent to
or in a context that can damage an advertiser’s brand. Brand
safe environments selection vary per brand or advertiser.

OK Not OK

https://www.ubabelgium.be/fr/news-insights/detail/2019/01/07/Les-dfis-qui-attendent-les-marketeurs-en-2019

None of these categories
speak about hard news
context !

General types of potential avoidance categories as listed by the |AB:

. Adult Content

. Facilitation of lllegal Activities

. Controversial Subjects (Occult, Taboos, Unusual Lifestyles, etc.)
. Copyright Infringement

. Drugs/Alcohol/Controlled Substances

. Extreme Graphic/Explicit Violence

. Incentivized Manipulation of Measurements
. Hate/Profanity

. Nuisance/Spyware/Malware/Warez

. Political/Religion

. Unmoderated User Generated Content


https://www.ubabelgium.be/fr/news-insights/detail/2019/01/07/Les-dfis-qui-attendent-les-marketeurs-en-2019

Why keep talking during lockdown?

5. Special NP offer

NP newsbrands help you in your communication with the consumer.
We offer you extra free space.

NP1 + NP1 for free = 2 x NP1 full page print at 108.000€ net

18+ (print + pdf) lins 2ins
reach 46% 53%
OTS 1,7 2,9

Valid from April 1st till April 30th
Both insertions should be placed within a 2 week period.



Why keep talking during lockdown?

5. Special NP offer

NP1 full page print at 85.000€ net - NP1 newsbrand at 98.600€ net
(incl 2 moi impr desktop & mobile)

NP1 half page print at 59.500 € net — NP1 newsbrand at 73.100€ net
(incl 2 moi impr desktop & mobile)

NP1 print + pdf Reach OTS
18+ 46% 1,7

NPT Reach OTS

18+ 50,4% 1,7

Newsbrand







