Newspapers ... Still the One ... AGAIN and AGAIN!

Newspapers ... We’re Still the One!


Many of you have heard or read these words from me before either at a workshop or via past columns ... but consider  the most recent information that makes ANOTHER strong case for newspapers.


You may recall that in my earlier column, I cited a research study commissioned by Google and conducted by Clark,  Martire & Bartolomeo that documented how Print Newspaper Ads Drive Online Traffic And Purchases! That study, which was  released in April 2008, showed that among individuals who research products and services after seeing them advertised in newspapers, 67% use the Internet to find more info, and nearly 70% percent of them actually make a purchase following their additional research.


Reinforcing the Google findings is a new study in which early data from MORI released in August 2009, found that 59% of adults identify newspapers as the medium they use for planning, shopping and purchase decisions, making newspapers the leading advertising medium cited by consumers for these activities. 


In other words, Newspapers Still Send Consumers To The Store!


In the MORI study entitled “American Consumer Insights” 73% of adults indicated that they regularly or occasionally read newspaper inserts.


Additionally,  82% of the surveyed adults indicated that they have been spurred to action by newspaper advertising in the past month. Continuing, 61% clipped a coupon, 50% purchased something, 33% visited a web site to learn more and 27% tried something for the first time, again after seeing newspaper advertising. 


Early data also reveals  that other media, as reported by MORI, trailed well behind newspapers as the primary medium for checking advertising. The closest competitor, the Internet, trailed newspapers by 20 percentage points, direct mail gained a 14% response in the survey, and television was cited by only 8% of respondents.

Primary Medium for Checking Advertising 2009

Medium         % of Respondents

Newspapers

41%

Internet

21%

Direct Mail

14%

Television

8%

Catalogs

6%

Magazines

3%

Radio


2%

Source: MORI Research/NAA - July 2009


As we have noted in the past, year after year, study after study, the facts are in ...


Advertisers know that newspaper advertising works to motivate consumers to take action and that newspapers are the one that local community ‘influentials’ and ‘shoppers’ turn to!


Newspapers, your newspaper, online and in print, best represent your community.


Through a local environment of news and advertising, your newspaper and your newspaper web site create the marketplace for your community.


Newspapers ... We’re Still the One!
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