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• Demonstrating the value



Background and context



The ambition

· Follow consumers through the process of making key life-decisions:

– Buying a home
– Looking for a new job

– Buying a car

· Capture when A&N Media’s offline and online media properties 
impact on decision-making



Background and key objectives

· Understand how print and online brands are used by consumers 
active in the key classified markets: jobs, property & motors

· Understand the role NML brands play at each stage of the process
from ‘interest’ to ‘action’

· Understand and be able to more effectively sell NML©s portfolio (and 
relative strengths of print and online) in local markets



Methodology

· Interviewed a regionally representative sample of 3,717 adults (90% 
online, 10% CATI) across 12 NML locations; from Hull to Truro.

· Half of the sample was ‘in-market’, half ‘out-of-market’.

· A profiling survey was followed by a media diary which was 
repeated over 4 consecutive weeks for each respondent.

· Fieldwork took place from May to October 2008. 



A new economic era impacting all markets

· Project began as the global economy 
experienced massive transition

· As fieldwork started in May 08, so did 
rapid contraction of the UK economy

· The number of people active each of 
market fell as the year wore on…
± Property sales slumped
± Car sales crashed
± Recruitment was frozen



Headlines: Active and passive consumers

· People don't buy houses, cars or change jobs very often, but many 
keep an eye on the jobs, property or motors markets

· Many people use the local press and specific websites to satisfy
curiosity about what each market has to offer:

± Local newspapers are a convenient s̀hop window' enabling people to 
keep in touch with each market

± The internet is the favoured source for those who actively want to 
survey the market and make a purchase



Headlines: The role of print brands in the 
purchase process is changing

· Print fosters relationships with interested consumers before they 
enter a market

· Local press can engage òut-of-market' readers by encouraging 
casual browsing: particularly for jobs and property



The ‘Jobs’ story



Job hunting is a complex process…

…a proliferation of touch points, a myriad of choice  



Researching jobs market places…



Week 1
Depth & 

Diary

Week 2
Diary

Week 3
Diary

Week 4
Diary

May 2008 October 2008

Approach« 762 Job seekers /c2,000 control



Actively 
looking

PassiveUnavailable



The active ‘job seeking’ process is complex…

Looking 
into 

salary/ 
benefits Looking 

at jobs in 
media Looking 

into 
features 
want job 
to have

Looking into 
areas/ 

locations/ 
companies

Register 
with 

agency/ 
job 

centre/ 
company Seen a 

job you 
are 

interested 
in

Applied 
for a job 
or gone 
for an 

interview

Looking 
into 

different 
job 

sectors

Received 
a job 
offer

…it's a non linear process; it takes time, but 
people keep turning to our products at every 

stage of the àctive process'

Source: other lines of enquiry 2008.

Interest Action



Dave D – looking for a job

Public sector

£10-14.9k

Aged 15-34

Full time job, C2DE

Lives in Cornwall

FT job

Public sector

£10-14.9k

FT job

West Briton
The Packet

Several 
times a 

day
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In-market 1 month Week 1 Week 2 Week 3 Week 4

Looking into the salary range and benefits you can expect Y

Looking into the features/characteristics you want your job to have

Looking into the areas/locations/companies you will consider

Registered with a recruitment agency/Job Centre/direct with a company

Looking into different sectors Y Y

Seen job interested in

Applied for a job or gone for an interview Y Y

Received a job offer (or taken up a job offer)

Direct marketing Y

Broadcast adverts

Event sponsorship

Online Y Y Y Y

Local press Y Y Y

National press

Job press

Job brochure / taking to professional

Word of mouth

Dave D – active job diary
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thisiscornwall

thisiscornwall
fish4jobs

career builder
cornwall.gov.uk

West Briton
The Packet

West Briton

thisiscornwall

West Briton



We can demonstrate that locally…

· We offer the most powerful cross media solution 
delivering over 6 in 10 j̀ob active'

· Combining our newspapers and job websites 
provides the most efficient route to market

· We deliver a greater reach of j̀ob active' than 
any other media combination



Impressive reach of active job seekers

50% 
NML 

newspapers

25%
thisis/jobsite

Source: other lines of enquiry 2008. All àctive job seekers' (2031 sample points)



Source: other lines of enquiry 2008. All àctive job seekers' (2031 sample points)

61% of all j̀ob active' are 
turning to our products

Adding our online jobsites 
provides a 20% uplift in reach of 
j̀ob active'

Combining our newspapers and job websites 
is the most effective route to market



Adding our print to our job websites more 
than doubles reach of j̀ob active'

Source: other lines of enquiry 2008. All àctive job seekers' (2031 sample points)

61% of all j̀ob active' are 
turning to our products

Combining our newspapers and job websites 
is the most effective route to market



25%
of all j̀ob 

active' are 
turning to 

thisis/jobsite

The ‘job active’ use thisis/jobsite …

Our website attracts the greatest 
proportion of j̀ob active'…

4% ùse council websites*

10% of j̀ob active' use monster

15% of j̀ob active' use the job 
centre website

10% of j̀ob active' use fish4jobs

Source: other lines of enquiry 2008. All àctive job seekers' (2031 sample points).
*asked in Hull / East Riding, Plymouth, Cornwall



Over twice as many job seekers…
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monster

Source: other lines of enquiry 2008. All àctive job seekers' (2031 sample points)



Competitor websites add little…

50% 
NML newspapers

Adding 
`monster' only 

adds an 
additional 4% 
of j̀ob active'

Adding thisis/jobsite gives an 11% points uplift; 
almost 3x as many as the leading competitor website

Source: other lines of enquiry 2008. All àctive job seekers' (2031 sample points)



Actively 
looking

PassiveUnavailable



Source: other lines of enquiry 2008. 
Base: Classification survey - all out-of-market (1,989)

46% of people that are not actively looking 
for a job like to keep an eye on the 
market

Nearly half are passive: keeping an eye out…

30% like to see what jobs are available

15% like to know what other jobs are paying

14% are always on the look out for their dream job

5% are looking for job opportunities for someone else











80% 

Local 
papers

Where are the ‘job passive’ looking?

Source: other lines of enquiry 2008. Base: J̀ob-passive' people used media to look at jobs in past 7 days 
(893 diary entries)

43%
job websites

Local papers are the #1 
media source for the ‘job passive’



The ‘job passive’ use Northcliffe Media…

69%
used NML 
newspapers

20%
used NML 

websites

12% used Monster

9% used fish4jobs

9% used Job Centre

Source: other lines of enquiry 2008. Base: J̀ob-passive' people used media to look at jobs in past 7 days 
(893 diary entries)



The ‘job passive’ use Northcliffe Media…

75% of all j̀ob passive' are 
turning to our products

Source: other lines of enquiry 2008. Base: J̀ob-passive' people used media to look at jobs in past 7 days 
(893 diary entries)



69%
use our 
newspapers

And they are inspired to take action…

56% went on to take 
action
· 27% told someone about something they saw

· 23% used the Internet to look at jobs

· 18% thought about changing their job/career 

· 13% went on to find out more about a job

Source: other lines of enquiry 2008. Base: J̀ob-passive' people used media to look at jobs in past 7 days 
(893 diary entries)



And they are inspired to take action…
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Source: other lines of enquiry 2008. Base: J̀ob-passive' people used media to look at jobs in past 7 days 
(893 diary entries)



Newspapers are vital for the j̀ob passive'

Source: other lines of enquiry 2008. Base: J̀ob-passive' people used media to look at jobs in past 7 days 
(893 diary entries)

Making the newspaper more than twice as 
effective at driving action among ‘job passive’



Active

61%

Passive

75%

Source: other lines of enquiry 2008. Base: J̀ob-passive' people used media to look at jobs in past 7 days 
(893 diary entries)

Playing a role across all behaviours in job 
hunting… and delivering massive reach 



Summary…

· NML title & NML website provides the greatest coverage 
of p̀assive' and àctive' job seekers

· NML's total brand package consistently outperforms òne 
channel' competitors across the p̀assive' and àctive'
phases of the job hunting process

· The most effective campaigns include NML's online and 
newspaper offerings



Demonstrating the value



Local campaigns



Editorial supplement coverage



Demonstrating relevance & value

A robust response to challenges from advertisers: 

P̀rint is no longer relevant'
Ìt's all about online now'

Ì get a better response from online'

P̀rint is too expensive'

Ỳou're not as big as Rightmove'

· Able to prove the relevance and value of the NML portfolio
± Demonstrate the relative strengths of print & online



Bespoke advertiser forums

NML compellingly demonstrated the impact of their print & online brand 

portfolio to advertisers in the key jobs, property and motors categories:

`We hosted a forum for local estate agents to highlight the benefits of 

multimedia advertising. The independent research helped us 

demonstrate the habits of house-hunters and browsers, the platforms 

they use and how we can help agents reach these audiences.'

Richard Duxbury, Deputy MD, Mail News & Media



Retaining advertising revenue

T̀he marketing information provided by Mail News & Media 

compliments what we have but gives the additional detail that Toyota 

marketing research doesn't. It's the localised information that Toyota 
doesn't have that is of most value to us as a business: what the local

picture is.'

John Roe Toyota dealer, Hull



Thanks for listening. Any questions?

Sally Hubbard

Insight Account Manager, Northcliffe Media

sally.hubbard@anmedia.co.uk
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