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PROMOTION

Fairfax is an energetic promoter of its titles - but not
always in conventional ways. Community events
play an important role in the Fairfax branding
strategy with initiatives such as The Sun-Herald
City to Surf run - attracting 48,000 entrants - and
niche programs like The Sydney Morning Herald

Best
Best feature nn( tograph in a magazine.
The paper is committed to providing readers
with gquality information and entertainment.

investments Fairfax has
itted itself to in its 160 year history came
nth the announcement that the
C any hm. become a Team Millennium
Partner for the Sydney 2000 Olympics.
I'\e1< 1§ Mru |In nedia advertising also represents
ant for the group
with mu|_. branding ¢ gns suchas The
alian Finar Review's respected 'sharpen
your view' series now running for four years.
dney Morning
n addition to brand advertising, various
tactical campaigns on
radio and TV are
rotated for key sections
like Drive, Metro and
Domain. The paper
also invests heavily in
maintaining the high
profile of the Herald
| ified advertising section and the role it
@] I:w 5 in the lives of Sydney residents
In October 1996 a brand campaign for The
Age was launched, targeting existing readers
and potential new readers. An integrated
campaign was launched utilising a
variety of media including
TV, radio, outdoor and
transit advertising , with the
objective of 'wall-papering’
Mt-a!tu,l.r! e with the brand
and the tagline; ‘The Age,
Melbourne's newspaper'.
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BRAND VALUES
In a fragmenting,
frantic and some-
times frivolous media
environment, Fairfax
and its newspaper
mastheads have long held
ast to the concept of
quality. Fairfax titles have in
the main been spared the
public cynicism levelled at

elements of the media industry in recent
years, and the company's own
sumer research bear this out.

Editorial independence and integrity
has been a hallmark of Fairfax's history
and with an increasingly informed readership
base, this ethos has proven immensely
beneficial to readers and advertisers alike
Quality and editorial credibility underpin the

group's activities: they also sum up the brand
values of Fairfax mastheads.
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N Things you dldn t know about
Fairfax

QO  Fairfax newspapers use approximately
1200 tonnes of newsprint each year,

Q  The Sydney Moming Herald's popular

Column 8 first appeared on January 11,
| 1947, The column's editor, Syd
Deamer, was a perfectionist known for
the economy of his paragraphs.
Deamer's acid wit, caustic commentary
and eye for news oddities made it the
talked about newspaper yam of the
time.
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