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OUR NEWSBRANDS 



WHAT HAS CHANGED

IN



THE NEW 

NP MEDIA BAROMETER 

2020

Online 

survey

Sample

18+
2000

interviewees

August-

September

2020

Interview

Duration 

15 min

Gender – Age –

Language

Source : NP Media Barometer 2020, n=2000



A growing NEED FOR INFORMATION 

of Belgians say 

their news consumption 

grew in 2020 %
Source : NP Media Barometer 2020, n=2000



%

of Belgians say there are 

more and more unreliable 

information

A GROWING FEELING 

OF  MISTRUST
Coupled with…

Source : NP Media Barometer 2020, n=2000



of Belgians say 

news on social networks

can’t always be trusted

%

Especially towards

SOCIAL NETWORKS

Source : NP Media Barometer 2020, n=2000



450
fake news were reported 

by Belgians during Covid

Especially towards

SOCIAL NETWORKS

Source : rtbf – unité de la police fédérale chargée des fake news durant le covid 



%
I am increasingly careful 

about my sources of information

A growing CONSCIOUSNESS

Source : NP Media Barometer 2020, n=2000



This context leads to… 

A BAD IMPACT 

ON ADVERTISING



TRUST IN CONTENT increases 

TRUST IN ADS

48%

Adtrust Wave 2 IPSOS November 2018

30% 22%neutral
agree disagree



TRUST IN ADS increases 

BUYING INTENT

48%

Adtrust Wave 2 IPSOS November 2018

29% 23%neutral
agree disagree



WHAT’S THE

?



are more trusted

BELGIAN MEDIA

%
Information in Belgian 

media is more reliable
Source : NP Media Barometer 2020, n=2000



agree that 

« 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

74% 

REAL JOURNALISM
has a role to play



VS SOCIAL MEDIA

+9%

Emotional 

intensity

QUALITY LOCAL CONTENT
has a proven efficiency

Memory

encoding
WORDS AND 

DETAILS

+42%

Source : Newsworks UK



VS FREE BROWSING

+13%

Emotional 

intensity

QUALITY LOCAL CONTENT
has a proven efficiency

Memory

encoding
WORDS AND 

DETAILS

+21%

Source : Newsworks UK



10%

10%

11%

12%

13%

20%

20%

26%

27%

30%

31%

35%

39%

44%

51%

57%

62%

Web radios

Linkedin

Other social networks

Instagram

YouTube

TV programmes via a e-device

NPs Supps (digital or printed)

Free regional press

Free sheets (not via postbox)

Magazines (printed or digital)

Facebook

Search engines

FM Radio

Other info sites or ou apps than NPs

Traditional TV

Newspapers (Printed or digital)

Newspapers web sites or apps'

NEWSBRANDS ARE THE MOST

VALUABLE SOURCES OF INFORMATION

Source : NP Media Barometer 2020, n=2000



NEWS BRANDS are the most CREDIBLE

30%

60%

65%

76%

77%

86%

87%

87%

88%

88%

89%

89%

89%

89%

91%

92%

92%

Magazines (printed or digital)

Facebook

Other social networks

Instagram

YouTube

Web radios

TV programmes via a e-device

Linkedin

NPs Supps (digital or printed)

Other info sites or ou apps than NPs

Free regional press

Search engines

Free sheets (not via postbox)

Newspapers web sites or apps'

Traditional TV

FM Radio

Newspapers (Printed or digital)Newspapers (Print or digital)

Newspapers websites or apps

Source: NP Barometer 2020



Credibility



ON

SIDE



ON THE

SIDE



POWER



MILLION
BELGIANS READ

OUR NEWSBRANDS 

EVERYDAY

65,4%

18+

63%

18-54

SG 1-4

Source CIM 2019-20 12+ total brand



78,9% 84%

MILLION
BELGIANS READ

OUR NEWSBRANDS 

EVERY WEEK

18+ 18-54

SG 1-4

Source CIM 2019-20 12+ total brand



2008 2019 2020

A STRUCTURAL 
GROWTH +372 000 READERS

NP REACH EVOLUTION +6,5 %

MILLION 

readers

Source CIM 2019-20 12+ total brand



30%

39%

45%

47%

50%

55%

58%

65%

66%

73%

80%

81%

82%

89%

91%

92%

Linkedin

Other social networks

Instagram

Web radios

NPs Supps (digital or printed)

Other info sites or ou apps

TV programmes via a e-device

Free sheets (not via postbox)

Magazines (printed or digital)

Free regional press

YouTube

Facebook

Traditional TV

FM Radio

Consumption of these media at least X / month

Newspapers (Print or digital)

Newspapers websites or apps

IN THE TOP 5 OF MASS MEDIA 

Source: NP Barometer 2020



A moment in history 

! 

Source: NP Media Barometer 2020 | «At which frequency are you exposed to these media?»

Other News web
sites or apps

NPs print or pdf

NPs web sites or
apps

(Nearly) All days#times a day

DIGITAL ABOVE PRINT



«how do you read dailies upon moments of the day?» Source: NP Media Barometer 2020

In the morning,
before any

activity

At breakfast During noon
break

During other
breaks

Before the
evening meal

After the evening
meal

At any moment of
the day

Printed

Via a smartphone

Via a tablet

Via a laptop or

desktop

14%

26%

15%

7%

16%

11%

21%

CONSUMED 
ALL DAY LONG 



A

COMBINATION



OF



AND



QUANTITY
E

N
G

A
G

E
M

E
N

T

Magazines 

NEWSPAPERS 

Social

networks

Radio

TV

Cinema 

Out 

of home

A UNIQUE POSITION  in the media world …



A HIGH IMPACT

ON



42%
38%

33%

26%25%24%23%22%
18%16%15%14%13%13%11%

Traditional TVYouTubeFacebookNews brands

sites/apps

Search

engines

Web radiosInstagramRadioFree regional

press

MagazinesNewspapers

supp's

NewspapersFree pressLinkedinPinterest

ADVERTISING IS BETTER ACCEPTED 

IN NEWSPAPERS

« There is too much advertising 

in this medium »

NP Touchpoint Efficiency – AQRate – Jan 202O, Online survey, N = 1032, 18-70 yo – Totally agree



YouTubeTV classiqueFacebookWeb radiosSearch
engines

News brands
sites/apps

InstagramRadioLinkedinNewspapers
supp's

MagazinesNewspapersFree regional
press

PinterestFree press

ADVERTISING IS BETTER PERCEIVED

IN NEWSPAPERS

NP Touchpoint Efficiency – AQRate – Jan 202O, Online survey, N = 1032, 18-70 yo, – Totally agree

« The advertising in this medium 

is disturbing and intrusive »



9%

9%

10%

10%

11%

11%

12%

12%

12%

13%

14%

14%

18%

18%

23%

26%

26%

24%

32%

32%

29%

36%

35%

30%

39%

28%

37%

36%

44%

48%

51%

47%

51%

51%

YouTube

Traditional TV ads

Search engines

Facebook

Ad messages on NPs web sites

Ads on other sites or apps'

Web radios

Radio

Ads on non linear TV programmes

Instagram

Other social networks

Linkedin

Magazines (print or digital)

Advertisement in NPs

NPs sups'

Free regional press

Free press not via postboxes

Source: NP Barometer Newsworks 2020) - % reach

Ads in NPs

Ads in NPs Sups

Not annoying at all Not annoying

69%

70%

ADS ARE SEEN AS NOT ANNOYING 



18% 19%

53%

40%

32%

Newspaper

Print/PDF
TVRadioNP Site 

or app
Facebook

% MULTITASKING

« often doing several things 

at the same moment 

when using this media »

NEWSBRANDS OFFER UNDIVIDED ATTENTION

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



3%

3%

3%

4%

4%

4%

5%

3%

4%

5%

5%

5%

5%

6%

6%

6%

7%

8%

13%

3%

3%

4%

4%

4%

4%

4%

6%

5%

4%

6%

7%

7%

7%

8%

7%

7%

9%

12%

Video ad ‘autoplay’ on Belgian web site

Online ad on a gaming site

Online ad on an international web site

Advertising on social network

Sponsored message in a conversation (web)

Display ad on an info web site

Post on a social network

Online ad on a dailies web site

Pre-roll vid on an international web site

Ad in a magzine

Insert

Commercial Email

Radio spot

OOH dense traffic

Ad in a daily

OOH light traffic

TV spot

Print ad

Folder (free sheet)

Ads in newspapers

Ads in newspapers’s website

Base : Total sample n=2000, Attractivity on a scale from 1 to 7

ADS IN NEWSBRANDS CATCH ATTENTION



A HIGH IMPACT

ON



High reactivity towards ALL FORMATS

CouponsAdvertorials InsertsAds



3%

4%

6%

10%

11%

13%

17%

18%

21%

I visit a POS where the brand is present

I click on the link or I scan the code in the

message

I take some advices among

professionnals/specialists

I get info among my personal relationship

I have conversations via internet and social

networks

I use the coupon proposed

I have live conversations with my relatives

I conduct searches (via engines)

I visit the web site of the brand

(% Based on reach)

High responses rates for ADS

Source: NP Barometer Newsworks 2020



4%

5%

5%

10%

11%

15%

16%

18%

20%

I click on the link or I scan the code in the message

I take some advices among

professionnals/specialists

I visit a POS where the brand is present

I have conversations via internet and social networks

I get info among my personal relationships

I have live conversations with my relatives

I conduct searches (via engines)

I use the coupon proposed

I visit the web site of the brand

High responses rates for INSERTS
(% Based on reach)

Source: NP Barometer Newsworks 2020



n

Activation

Repeat

Loyalty & advocacy

NEWSBRANDS ACT ON THE WHOLE FUNNEL

DEMAND 

GENERATION

CONVERSION 

Searches
happen from here,

NOT before

Awareness

Interest

Consideration

Intent

Purchase

RELATIONSHIP

MANAGEMENT



2%

3%

5%

8%

8%

8%

12%

15%

16%

I visit a POS where the brand is present

I click on the link or I scan the code in the message

I take some advices among

professionnals/specialists

I use the coupon proposed

I have conversations via internet and social networks

I get info among my personal relationship

I conduct searches (via engines)

I have live conversations with my relatives

I visit the web site of the brand

Source: NP Barometer Newsworks 2020

(% Based on reach)

High responses rates for ADVERTORIALS



Do you happen to react after having seen 

a promotional coupon in a np? 

(% Based on reach)

4%

5%

6%

7%

8%

10%

13%

15%

49%

I take some advices among

professionnals/specialists

I click on the link or I scan the code in the

message

I get info among my personal relationships

I visit a POS where the brand is present

I have conversations via internet and social

networks

I conduct searches (via engines)

I have live conversations with my relatives

I visit the web site of the brand

I use the coupon proposed

High responses rates for COUPONS

Source: NP Barometer Newsworks 2020



A POTENTIAL FOR MORE

IN YOUR ADS



7%

13%

16%

25%

21%

28%

41%

36%

56%

55%

56%

64%

60%

53%

Send a message to the brand

Subscribe to a newsletter/consumer magazine or give my email address

Take advantage of a temporary offer

Enter a contest if I am invited to

Visit the website of the brand

Take advantage of a promotion

Participate in a survey if I am invited toOften

Sometimes

A potential for CALL TO ACTION 

Source : NP Barometer 2020, À quelle fréquence avez-vous déjà entrepris chacune des actions suivantes suite à votre exposition à une publicité ?











WHAT’S

?



WHY

?NOW



0-8%

In times of recession, investors win SOV  

FASTER THAN IN NORMAL TIMES  

OPPORTUNISTS

UNDER-

INVESTORS

Source: Peter Field, “Advertising in a downturn revisited – key learnings from 2008 and new findings in the era of COVID-19” EGTA 26/05/2020

5x

More 

large business 

effects

Excess share of voice

Market share evolution

Long-term profit 

vs



REBOOT

TIME TO REACT WITH GUARANTEED ROI

Source Nielsen 2020

REBOUND

REBOOT

REINVENT

Early return to 

normal conditions

Return to normal 

half 2021

Reinvesting 

in 4Q 2020 TIME TO REACT 

3 COVID exit scenarios



AMAZING TIMES

FOR



How to IMPROVE AD IMPACT 

 Make readers react 

with calls to action

Action 

 Create relevant 

content, stories

Interest 

 Generate extra 

attention

Topicality Quality & 

best fitting 

format 
 Awakening emotions 

make people smile

Emotion 



GET 

INSPIRED



LOTS OF 

INSPIRATION



LOTS OF 

IDEAS



MANY 

POSSIBILITIES



GET 

INSPIRED



GET 

INSPIRED



GET 

INSPIRED



ALLOWED 

ALL CATEGORIES







NP DEALS



THE BEST FIT FOR YOUR AD

C
L

A
S

S
IC

S
P

E
C

IA
L

P
R

E
M

IU
M

 S
E

G
M

E
N

T

NP Newsbrands

NP Digital

NP Week

NP Insert

NP Coupon

Top topical

NP Premium



NP NEWSBRANDS



Quick 

& massive 

reach

Multi-

platform

Premium 

position 

guaranteed

F
O

R
M

A
T

S

Halfpage (desktop)

+IMU (mobile)

Basic
Art. 250

Acc 120/100 

Ap 400

Impact
Art. 1000

Art. 600

Art. 500

Superior
Pano

1/2 pano 

PRINT WEB

R
E

A
C

H

NP1 NP3 NP5

Reach OTS Reach OTS Reach OTS

18+ 50,4% 1,7 62,9% 3,8 67,8% 5,8

18-54 GS 

1-4
51,4% 2,0 65,5% 4,2 71,1% 6,3

RATESNP NEWSBRANDS



GET INSPIRED !



GET INSPIRED !



GET INSPIRED !



NP DIGITAL



Quick 

& powerful 

reach

Premium

sites

F
O

R
M

A
T

S
R

E
A

C
H

RATESNP DIGITAL

Halfpage

(desktop)

13 sites (NP+RTL)

+IMU 

(mobile)

Reach OTS Impr.

18+ 22% 2,9 6M

ROS
18-54 GS 1-4 25,4% 3



36.000€ net

6 € CPM net

RATES

NP DIGITAL



NP WEEK



(Print only : 6 x acc 50 = 95K , 6 x Ap 400 = 125K)

6 x

€ 176.461 gross

€ 150.000 net

(Media value: €508.669 gross)

€ 141.176 gross

€ 120.000 net

(Media value: €390.487 gross)

Acc 50

Ap 400

5 Mio imp

halfpage 

+ Mobile IMU

6 x

5 Mio imp

halfpage 

+ Mobile IMU

RATESNP WEEK



NP INSERT



NP COUPON



Gross rate Art 1000: 

€ 100.000
(Mediavalue: € 279.813€)

Also possible as art 600: 82.353€ gross

NP COUPON RATES



NP TOP TOPICAL



INTRODUCING  BLACK FRIDAY



NP PREMIUM



EOY PROMO 2020



+

Print Digital

# Impressions

desktop + mobile 

(1 day – ROS – 10% SOV)

2M
Art 1000

€ 120.000

END OF YEAR OFFER

From 1 - 31 december 2020
RATS

Nego: 68,5%

€ 99.000
netnet



AUTOSALON 
2021











SEE YOU

SOON !


