


- PAPERFOOLY multl platfcrm campalgn that tackles e e
- | problem of our time with a holistic approach how to remain a credrble
medrum and embrace the medla llteracy in people at the same trme’P '
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We create a fun phenomenon natronwrde that not only mcreases the

media awareness and shares, but also boosts Helsingin Sanomat as S
-modern, bold and relatable medium and provrdes data that w111 he e o
hlghly valuable asset for the future purposes aswells . "




In the constantly changing world bombarded with messages it gets
trickier to spot the truth out of the massive load of false. Print news are
still seen more credible than the ones in digital. Furthermore, the state-
.owned entities are recalled more trustworthy over the commercial ones.*

by giving them confidence when it comes to choosing their sources right
and embracing the credibility for Helsingin Sanomat. With this campaign
we target adults in order to gain access to the data of their thinking: how
do they understand the world of news and motives behind the content?




- " Apnl Fools' Day is known for g gtvrng a socially a‘cceptable reason forthe
auy p‘a'pers to publtsh take content in Ftnland'tn order to challenge people to

‘" we create a phenomenon that w111 engage 1ncrease knowledge and Vg £
~ provide valuable data, culminating in February 2019 dunng the natlon— g1t

w1de "Newspaper Week"'known as Sanomalenttvnkko e s
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to give an 1nterest1ng 1ns1ght and ratse constant awareness of the
toplc el IR e R ) SR

)Y harnessmg influencers, pald digital ads and creating a series of
~ fake news and engaglng content to direct traffic to the campalgn sne

‘The campaign starts in November 2018 with the first articles, .
culminating on the Newspaper Week in February 2019, when the rest

of the activities take over the digital channels nationwide.




”- Introduce the thematles in an\ o
o IRIBTeRtTIs Wiy ot e 15 o

” - Create a hot toplc for the targe‘[ e
V. ETOR D g sEaE i T
° Mamtam the campalgn message i
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~ AND WITH INFLUENCERS

~ DIGITAL ADVERTISING ON SANOMA
- PLATFORMS |

»




MISLEADING INFORMATION
PICTURE MANIPULATION
TROLLING




TARGET
GROUP
18-44

W

E.G: APRIL FOOLS' W/
INFLUENGER, EVENTS,
SEMINARS, WORKSHOPS




WILL BE USED OUT OF THE ANNUAL BUDGET
AND THIS WILL BE DIVIDED AS FOLLOWS

OF THE ANNUAL BUDGET WILL BE SAVED
FOR THE FURTHER AGTIVITIES IN 2019

SANOMA
6 %

incl. display and in-stream

video, content marketing,
campaign site and retargeting

INFLUENGER
MARKETING

incl. YouTube videos, pre-roll &
vertical video adyertising and
social media activities '




