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Content

• National Newspapers

• Classified

• Daily Mail Classified



National Press

• 21 National Press titles

• 79% of adults (37m) read a national newspaper each week

• Consumers spend £45m a week on them

• 88m copies bought each week

• Three publishing groups account for 73% of circulation

Source: ABC/NRS
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Circulation Comparisons
National Newspapers

Source: ABC August 2004 - January 2005
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National Newspapers Circulations in Decline
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National Newspapers

• Offering more editorial (121 stand alone supplements)

• Re-positioning

• New technology

• Re-launching



Online Editions



Total National Newspaper Advertising Revenue 
(including Colour Supplements)

1999-2003 Constant Prices
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National Newspaper Display Advertising Revenue 
(including Colour Supplements)

1999-2003 Constant Prices
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National Newspaper Classified Advertising Revenue 
1999-2003 Constant Prices
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“The Classified Cake”

Recruitment
UK Property

O/S PropertyTravel
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Guardian
Share of Classified Market

Source: MMS January - December 2004
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Sunday Times
Share of Classified Market

Source: MMS January - December 2004
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Financial Times
Share of Classified Market

Source: MMS January - December 2004
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Daily Mirror
Share of Classified Market
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Total ccms 447,107



Mail on Sunday
Share of Classified Market

Source: MMS January - December 2004
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Daily Mail
Share of Classified Market
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"We are in danger of measuring most 
accurately those things that are easy to 

measure and ignoring those that are not, 
which means we are often precisely 

wrong, rather than approximately right".
Sir John Banham (CBI)



Key Questions

• Is Classified driving business into the Internet?
– How much?
– What sort of business?

• Are Classified pages being used less often now so 
many people have access to the Internet?

• EXACTLY what happens when a Classified advert 
catches a reader’s eye?



Which main method of booking do you use or 
intend to use?
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Misleading Assumptions?

• Therefore the Internet dominates:
– Researching travel and holidays
– Shortlisting, cost comparing
– Generating ideas for new types of holiday or 

destinations

• Newspaper Classifieds are read by those without 
access to the Internet

• Newspaper Classifieds get the phones to ring
– They don’t generate online bookings



The Reality Check
When newspaper advertisements from holiday and 

travel companies catch your eye, what action would you 
normally take?
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Misleading Assumptions?

• Newspaper Classifieds are read by people                        
looking for deals or are simply cost comparing



How do you use the Classified Travel 
advertising sections in newspapers?
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Misleading Assumptions?

• Classified Travel advertising is being read 
less frequently and by fewer people (due to 
the impact of the Internet)



Has your reading of Classified Travel advertising 
sections in newspapers changed over the last year?
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The Real Story

• For INTERNET holiday bookings researched
– 41% can be attributed ENTIRELY to newspaper 

advertising
– A further 27% can be PARTLY attributed to advertising

• Therefore TWO THIRDS of Internet travel bookings can be 
entirely or partly attributed to newspaper Classified 
advertising



Recruitment



National Newspaper Recruitment Advertising Revenue 
1999-2003 Constant Prices

208.2

271.9

219.3

171.5 164.8

0

100

200

300

1999 2000 2001 2002 2003

£Millions

Source: WARC



Property



Education
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Property



Business to Business





Henley Centre research has shown that 
only a husband or wife has greater 

power to influence thought and action 
than 'your newspaper of choice' (55% 

against 39%). 

This is stronger than:
Parents (32%)

Work colleagues (24%) 
Employers (23%)
TV news (18%) 

Magazines (16%).





Promotions
• TV supported

• 24 token collect

• 1.4m entries

• Running for 10 years
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Newspapers Must Continue to Offer More

• More colour

• More relevant editiorial

• More value

• Better looking marketplaces



TV would kill radio

Cinema would kill theatre

Colour would kill mono

Satellite TV would kill Terrestrial TV

DIDN’T HAPPEN!!



Internet to kill the newspaper?

WON’T HAPPEN!!




