
Národní kolo soutěže Young Lions - Media   
 

The Brief 

 

 

The Client 

 

Newspapers have been loosing ground in terms of their readership and sales (number of copies sold). Newspapers 

are among the most successful mediatypes in terms of readership and media investments. For many years they 

have been the main source of information. In this particular project, we want to concentrate on the broadsheets, 

i.e. MF Dnes, Lidové noviny, Právo, Hospodářské noviny. 

 

 

Target audience 

 

The audience is very wide. But we are targeting two main groups. 

 

The first group are former readers, who have over time switched to electronic media. They already have the 

experience with the electronic media and know what their disadvantages are. We want to remind them, that the 

printed newspapers are still here and point out all the advantages they provide. 

 

The second group are young non-readers, who are yet to realize the benefits of reading a printed newspaper. They 

are primarily university students or young people interested in the current events. 

 

Altough they are not the primary target, we also want to reach current readers. All people aged 20 to 60, whom 

we want to assure, that it is perfectly OK to read a printed version of a newspaper and that it provides them with 

some unique features that electronic reading cannot supply. 

 

 

The challenge 

 

To stop decreasing readership, sales and subscriptions and to try to turn the wheel. To show (help to understand) 

the target audience that reading a printed version of a newspaper is a “different experience” in comparison with 

digital reading. It brings emotions to reading. It is much more relaxing for both eyes and body to read on paper 

than on screen. It helps readers with orientation in the text. It brings an overview, it shows importance and 

relevance of news (articles) by their placing and size of the headlines. Printed newspaper also summarises the 

current events in a compact way. 

 

The challenge is to persuade the target audience that paper is not dead or old fashioned and it makes perfect 

sense to read it if you are not a slave to news but you want to be in the know. 

 

The initial budget for this strategy is 5,000,000 CZK but we are prepared to invest what it needs if we believe we 

can reach the target.  

 

The Young Lions Media competition doesn’t require teams to become immersed in providing tactical media 

explanations; but rather to develop an explanation of why the media type/s was selected and how they are 

intended to be used.  



 

 

The strategic idea must be demonstrated clearly across the selected channels and the winning team will be the 

one that creates the most compelling communications strategy to meet the marketing challenge. 

 

 

The objective 

 

To inspire 200,000 people in the Czech Republic to start or come back to reading printed versions of newspapers 

by the end of 2011.  

To stop readership and sales of newspapers from decreasing  and to show some positive progress in 2012.  

 

 

Tone of voice 

 

Bold. Positive. Optimistic.  

 


