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Smartphone use has more than doubled

in the past decade

New Smartphone Unit Shipments vs. Y/Y Growth

Global new smartphone unit shipments

Morgan Stanley 3/19 ¢ Bond Internet trends 2019
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Michael Sohn, AP $ NBC News
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The is reflected in advertising trends

2010 2018
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Time people spend with media vs money spend on media

IAB & PwC data for full year 2018 & 2010 ¢ Bond Internet trends 2019
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Investment in print has stagnated
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Total Mail  Drops

UK rolling 12 month media spend

RMG Internal $ Marketreach 2019
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Another
look
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While spend may have fallen, print is
winning investment versus its reach

2010 2018
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Desktop Mobile
t W Ad Spend

Desktop Mobile

Time people spend with media vs money spend on media

IAB & PwC data for full year 2018 & 2010 ¢ Bond Internet trends 2019
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And pound for pound, print keeps on
out-performing digital channels

Time people spend with media vs money spend on media

IAB & PwC 2011- 2017 & Don Marti
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More persuasive

Ad recall 72%

Brand recogniticn 36%

Engagement 32%

Action 15%

Print

& 59%

& 8%
-
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Digital

Ad recall 28%

D 57%
Brand recognition 16%

& 5%
Engagement 12% .

Action 6% ¢ 50%

Print delivers more recall and response than digital ads

RAMetrics 5 Newsworks ‘Print vs Digital’ Feb 2018




More effective

.
% A On-Screen Learning (OSL) * B. On-Paper Learning (OPL)
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Free Interrupted  Pressured Free Interrupted  Pressured
B POP [ TestScore B POP [ Test Score

Reading from paper is more effective than from screen

Myrberg, C and Wiberg, N, Screen vs. paper: what is the difference for reading and learning?,

Insights, 2015, 28(2), 49—-54; c/o UKSG in association with Ubiquity Press




Less d

istructful

Trust in News Sources

Printed news magazines

24-hour TV news channels

Radio news bulletins or programmes
Printed daily or Sunday newspapers
T%V\Siﬂﬂ news bulletins or program..

3
V@bsites or apps of TV or radio com...

z
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Z  Websites or apps of newspapers
Websites or apps of news magazines

Online only news outlets

Messaging apps

Social media
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Print is more trusted than digital channels

Kantar ‘Trust in News’ 2017




Less saturated
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pact of E-Mail C: on Repurchase Spending Impact of Mail Contacts on Repurchase Spending
$80 + $240 +
$60 ¢ $180 T -
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Number of E-Mail C Number of Mail Cc

Unlike email, print delivers compound ‘interest’

Andrea Godfrey et al., Untersuchung am Beispiel Automotive Services 2011 $ Olaf Hartmann ‘The Power of Touch’ 2019
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Actually quite green

Reforested an area the size of Switzerland in ten years

Two Sides ‘Print & Paper Myths and Facts’ 2018
David Maisel € Wired Magazine October 2019
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But not ®

everyoneg
can see

the light @
D
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Some of our peers seem to misjudge the
power of print

What advertisers and agencies say What the evidence says
1 ™ 489 1 ™ 1071
2 Online video 416 2 Radio 103.2
3 Social media a3 3 MNewspapers 278
4 Out of home 4 Magazines 79.5
5 Cinema 5 QOut of hame nre
6 Radio 6 Direct mail 67.0
7= Newspapers 7 Social media 65.8
I= Direct mail B8 Cinema 61.4
9 Online display 9 Online video 576
10 Magazines 0 Online display 50.0

Channel performance vs advocacy
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: U nderstand

why it works




Focus on the
innovative
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We have a
“eom petitive
adva ntage
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