
Special Lockdown
Why keep talking?



Why keep talking during lockdown?

5 reasons and a vision:

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

JUST 

SAY YES 



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
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YouTube

Web radios

Instagram

Other social networks

TV programmes via a e-device

Facebook

FM Radio

Search engines

NPs Supps (digital or printed)

Linkedin

Free regional press

Traditional TV

Magazines (printed or digital)

Free sheets (not via postbox)

Other info sites or ou apps than NPs

Newspapers web sites or apps'

Newspapers (Printed or digital)

VALUABLE SOURCES OF INFORMATION

Newspapers (Print or digital)

Newspapers websites or apps

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



-

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

LOCAL EDITORS PLAY AN IMPORTANT ROLE

agree that « Content from Belgian media, 
managed by real journalists, 
helps us see clearly » 

74% 



Online: greater rush on the (local) digital newssites

0

10000000

20000000

30000000

40000000

50000000

60000000

70000000

Daily page views newssites

National FR NL

March 2020 March vs Jan-Feb NL FR

Share of volume +10

%

+17

%

Daily page views +50

%

+61

%

Daily sessions +54

%

+57

%Peaks on 12/03 & 17/03

7sur7.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
Extract of the Space Covid review 26-03-2020



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?

2. Adaptive content opportunities

• Where necessary, adapt your message and tone of voice

• HUG - HELP – HOOK (*)

HUG: Give your client a virtual hug, advice them on how to stay safe in the 

context of your industry

HELP: Make them feel you really care, share useful information from your

industry

HOOK: Online conversion of your physical relationship (« we are open online »)

• Viral effect of societal initiatives from brands.

• Highly relevant communications with a purpose.

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



Why keep talking during lockdown?

2. Adaptive content opportunities

Which opportunities? See the examples

• 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



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



Devos Lemmens cares 

for people and clients, 

gives his clients a a

virtual hug, 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 »



Netherlands

Brands take care of their

clients and the population

Stay safe, Stay at home



Netherlands

Brands take care of their

clients and the population

Stay safe, Stay at home



Yakult still supports 

the Olympic team … 

But in the meantime

advises everybody

to stay home !

#blijfinuwkot

#StayAtHome



UK Finance : 

« Our bank are still

there for you, we’r

open online ! »



Brands 

launching new 

initiatives 

aimed to be

communicated



When

creativity

meets

solidarity





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 bridging

• 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 !

Catherine Closset, Head of 

Marcom, Renault Benelux

Media Marketing 20-03-20



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

Idx 100
Idx 132

Idx 100
Idx 137

Average assets:
Firms that increased advertising & promotions during non recession years
Firms that increased advertising & promotions during a recession

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

Extract of the Space Covid review 26-03-2020

Financial metrics show benefit from adv. investments during recessions

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




Prepare bridging : majority of consumption boosts expected! 
(example of China/ Kantar)



Why keep talking during lockdown?

3. Marketing & Business bridging

Fons Van Dijk (Think

BBDO)

Media Maketing 22-03-20 

Referring to Tellis surveys

https://www.mm.be/news-nl-44745-marketing-in-

coronarecessie-door-fons-van-dyck-think-bbdo

Hugues Rey (Havas)

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 bridging

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.”

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

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


Why keep talking during lockdown?

3. Marketing & Business bridging

Media Marketing 

25-03-20





Why keep talking during lockdown?

4. The false hard news issue

Claim: « Hard news context harms advertising impact. »

Fact: on the contrary !

Neuroscience demonstrates that hard news context

supports a better engagement to the content and the advertsing

And by this, a better advertising evaluation and memory encoding !



HARD NEWS ADS ELICIT
MORE PEAKS AND TROUGHS OF RESPONSE

Source: Context Matters, AOP and Newsworks



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: Not.

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.

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

OK Not OK

General types of potential avoidance categories as listed by the IAB: 

• Adult Content 
• Facilitation of Illegal 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

None of these categories

speak about hard news 

context !

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.

NP Special Lockdown promo:

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

Valid from April 1st till April 30th

Both insertions should be placed within a 2 week period. 

18+ (print + pdf) 1 ins 2 ins

reach 46% 53%

OTS 1,7 2,9



Why keep talking during lockdown?

5. Special NP offer

NP Top Topical Lockdown:

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 

Newsbrand
Reach OTS

18+ 50,4% 1,7

NP1 print + pdf Reach OTS

18+ 46% 1,7



STAY
SAFE !


