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Introduction: how Covid-19 accelerated the digital transformation

Zoom on internal communication

Zoom on external communication

Conclusion

Overview | On today’s agenda



Introduction |





Introduction |



An explosion in the number of remote meetings |
200% increase of Teams meetings between 16/03 and 31/03
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Paper is not dead yet |
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Paper vs. digital

Zoom on internal communication



Arguments in favour of digital |

• Print is slow

• Print distribution is expensive and limited

• Print is a one-way exchange of information

• Print is fixed and permanent

• Digital is instant

• Digital distribution is free and global

• Digital media is interactive

• Digital information is malleable, scalable, transmutable 
→ You can edit, shape and refresh it however you'd 

like for as long as it exists online

Print Digital



Arguments in favour of print |

• Is tangible and experiential. We can see, touch and smell paper 
→ We like the look and feel of paper
→ The positive tactile experience of print leaves a more 

significant impact on readers 

• Traditional “linear reading” tracks left-to-right, top-to-bottom, 
start-to-finish

• Reading a printed magazine or newspaper is much more 
relaxed and focused

• Improves understanding, analysis and memory
→ Is still vital for learning (processing, internalising and 

acting upon information)

• Stimulates the ventral striatum, an area of the brain associated 
with reward and reinforcement

→ Brings a level of comfort and trust that digital media fails 
to inspire

→ Establishes more emotional and natural contact with the 
reader

→ Helps the reader to develop empathy

• We sense the digital world with our eyes

• Reading online is non-linear. Digital is diagonal/superficial 
reading: we scan texts and “browse” through them

• Online readers face a host of digital distractions
→ Reading is frequently interrupted 

• Screen-based reading / Scrolling through text is more physically 
and mentally draining

→ Decreases comprehension

• Digital lacks some important sensory and emotional factors 
that print offers

Print Digital



A few side-notes from marketing (in the USA) |

The average household gets only 2 pieces of direct mail a day compared to 157 email

40% of all American adults look forward to checking their mail

Direct mail open rate is between 80-90% compared to 20-30% email open rates

Direct mail provides the best response rates among all direct marketing mediums

Proper 1:1 personalization boosts response rates by 50%

Direct mail is 20% more likely to motivate consumers to take action compared to digital media

88% of millennials believe print is more official than digital



A few side-notes from marketing (in the USA) |



Food for thought

▪ Paper as a survivor of the digital age

▪ Hangout-hangover, Zoom-fatigue

▪ The return of paper?

▪ Don’t lose yourself in “going green”

▪ Did you know? One email generates 
10g of CO₂ per year



What does this mean for the 
internal communicator?

▪ An integrated combination of digital 
and print efforts can bring about the 
best ROI

▪ Determine which channel to use for 
which type of communication

▪ Back to basics: 

› What do you want your audience to 
know / feel / do? 

› What is your message?

▪ Per channel: what do you want to use 
it for?



What does this mean for the 
internal communicator?

▪ Use a mix of print & digital communication 
channels, based on criteria like

› Need to know vs. good to know

› Addressing 1 person or multiple people

› Formal/official communication vs. 
informal communication

› Importance of the message

› Top-down, transversal or bottom-up

› High or low interactivity requested

› Call-to-action required or not

› …

▪ Improve existing channels: e.g. personalise
emails, add video to a digital newsletter



Internal communication channels|



“Meten is weten” 

▪ Employee engagement is hard enough 
already, especially now

▪ Try to find out what works for YOUR target 
audience 

› what they need 

› where you can reach them

▪ Which will allow you to 

› identify key priorities to focus on

› take immediate actions based on 
employees needs 

› identify channel mix (digital, print & face-
to-face), depending on strategy & budget 

› develop a communication plan for the 
short and long term
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Paper vs. digital

Zoom on external communication



What has digital changed
for media relations?

▪ Doing more with less, a new reality 
for media

▪ New ways of looking for information

▪ New players on the market, both 
paper and digital

▪ Devices and sources are changing

▪ Different formats lead to different 
types of news consumption

▪ Influencers & key opinion leaders



Doing more with less, a new reality for media |

▪ Shared press articles

▪ Newsrooms have to do more with less 

resources

▪ Less fact-checking

▪ Multi-tasking

▪ More freelance journalists

▪ Room for investigative journalism is 

decreasing

▪ Digital first & visual first



New ways of looking for information |

Source: Portrait des journalistes belges en 2018, AJP

Main information sources are:

▪ Websites

▪ Social Media

▪ Information published in other 
Belgian media

What still works (+/-)

▪ Press releases

▪ Face-to-face interviews

What does not work anymore

▪ Press conferences



New ways of looking for information |



New ways of looking for information |



New players on the market, both paper and digital |



Source: Digital News Report 2019, Reuters Institute 

Main device: smartphone Main information source: online news

Devices and sources are changing |



Different formats lead to 
different types of news consumption|

For younger groups

▪ Computer

› Dedicated moments where they give 
time to news (usually on evenings and 
weekends)

› Moment of update (usually in the 
mornings)

▪ Smartphone

› Time fillers (commuting or in a queue)

› Intercepted moments where they receive 
alerts 



Influencers & key opinion leaders |



What does this mean for the 
external communicator?

▪ Don’t eliminate paper completely

▪ Digital communication doesn’t replace 
face-to-face (informal) meetings

▪ Personalize all your digital contacts with 
journalists

▪ Enrich all your external communications 
with digital content

▪ Prepare “ready to use” stories 

▪ Thanks to an efficient monitoring of 
social media, seize opportunities to 
communicate proactively

▪ The rise of digital allows companies & 
organisations to invest in corporate 
journalism



Corporate journalism |
The example of Politie Antwerpen



Corporate journalism, also in case of a crisis |



Corporate journalism |
The examples of AG Insurance & Brussels Airport



Corporate journalism |
The example of AXA – Behind the scenes

Info on the job as well



Corporate journalism also works for employer branding |



The communication around Matexi’s 75 years is on paper… 



… but also digital |



Conclusion



Thank you!
mathieu.van.overstraeten@akkanto.com

evi.claeys@akkanto.com


