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RECLAIMING SUBSTANCE

Why magazines matter more than ever in a
distracted, data-driven, distrustful world
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W DEVELOPMENTS SINCE 2020 - THE CONTEXT

DECADE OF ACCELERATION

Magazines at crossroad of disruption and rediscovery

2020 2025
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DEVELOPMENTS SINCE 2020 - THE CONTEXT
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2. TECHNOLOGY — Al EATS ATTENTION

3. BUSINESS FOCUS — EFFICIENCY VS. RESPONSIBILITY

4. POLITICS — TRUST UNDER PRESSURE

5. PEOPLE — GENERATIONAL SHIFTS
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CHANGE

* |s technological progress, progress for
everybody?

° Big Tech — aiming for monopolies vs.
consumer interest?
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CONSEQUENCES OF
CHANGE

How today’s 25-40 year-old
marketers and planners think —
shaped by a lifetime of digital not
print

* Knowledge loss
° Not medium, but memory problem

Bias

Intentional
blindness

Change
blindness

Negativity
bias

Confirmation
bias

Motivational
reasoning

How it drives knowledge 1loss

and affects marketers and
planners

Raised on dashboards and data feeds — print sits
outside their field of view

Never experienced print’s strong recall — digital’s
slow impact decline feels ‘normal’

Grew up hearing ‘print is dying’ — decline is the
only story they know

Digital = modern and measureable; print =past.
Positive results print seen as exceptions, not
evidence

Agency rewards speed and convenience — little
incentive to relearn print expertise



fd

CONSEQUENCES OF
CHANGE

1 YOU CAN HAVE A SEAT AT THE TABLE
| | AS SOON AS YOU CAN BACK UP YOUR
MARKETING IDEAS WITH DATA.

The measurability obsession
* ‘If you can’t measure it, it has no effect’

* Are clicks, impressions and likes delivering
business effects?
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CHANGE

Truth crisis: if everything is content, what is
credible?

* Truth, lies, alternative facts, misbeliefs,

fabricated information RY(OF!INFORMATION




CONSEQUENCES OF
CHANGE

Cultural flattening

* Algoritmic sameness replacing pluralism
and seredipity
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POSITIVE TRENDS -
REDISCOVERING THE
RELEVANCE OF MAGAZINES

Human behaviour Tl i e

[‘.‘n -'l'nf:‘-}.," want h'.’ !:r:e',f'r zx.".'f'r."."i ,"i ﬁr rdelen,

* Desire for immersion, authenticity and time
offline




POSITIVE TRENDS -
REDISCOVERING THE
RELEVANCE OF MAGAZINES PRINT DELIVERS THE HIGHEST PROFIT ROI

{(Meta-analysis UK, 141 brands, 14 sectors, 2021-23)

Brand needs:

° Proven ROI, attention quality, and brand
safety

Proflt ROI
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POSITIVE TRENDS -
REDISCOVERING THE European Industry Summit 2025
RELEVANCE OF MAGAZINES The Clean Industrial Deal

The sustainability story

* Forest-based industries = key EU industry
for decarbonisation

The sustainability paradox: most detailed \_ k-' Fi-
vs unknown and hidden = not used vs R [
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dominating
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Print’ story: circular, local and traceable
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POSITIVE TRENDS -
REDISCOVERING THE
RELEVANCE OF MAGAZINES

Creative renaissance;

* Winning executions at Cannes Ad Festival
* Print functions as launchpad for digital buzz

Every dream

* Indie titles elevate tactile storytelling _ ‘ P& e
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POSITIVE TRENDS -
REDISCOVERING THE
RELEVANCE OF MAGAZINES

The perspectives of Al developments:
the Promise

* Pluralism and freedom

° Print advertising more measurable,
efficient, creatively dynamic within mix




REDISCOVERING THE
RELEVANCE OF MAGAZINES

The perspectives of Al developments: the Peril

* Political control media

* Algoritmic control
° Al recreating news, entertainment, media
* Sustainability impact

°* Print Is antidote
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POSITIVE TRENDS -
REDISCOVERING THE
RELEVANCE OF MAGAZINES

Case Lidl Netherlands

° Remove print from the mix — sales decline

* Reinstate print — sales pick-up again
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FROM DEFENCE TO OFFENCE -
THE WAY FORWARD

Reclaim the attention narrative

Make sustainability your proof

Educate and partner [ \

Don't fight digital, but complement




RECLAIMING SUBSTANCE -
WHY PRINT MATTERS MORE
THAN EVER

In a world flooded with data, noise, and
fleeting attention, print reclaims the value of
substance:

*  Depth

°  Trust

* Impact

* Creativity

* Sustainability
* Effectiveness




LET’S DO THIS
TOGETHER

Let's make brands and agencies
feel what print can do again.

Ulbe Jelluma
Ulbe.jellumal@printpower.

eu
PRINT4POWER



