In the driving seat
Jos van den Bergh, Marketing
Manager of Renault Netherlands,
in one of the car manufacturer’s
electric Zero Emission cars
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“PRINT IS A WONDERFUL
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IT’S EFFECTIVE”
JOS VAN DEN BERGH,
MARKETING MANAGER OF
RENAULT NETHERLANDS, IS
A BIG FAN OF PRINT MEDIA,
ESPECIALLY WHEN IT’S USED
AS A KEY PART OF AN
INTEGRATED CAMPAIGN
BY ERIK TIMMERMANS
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enault has a fantastic track record
when it comes to innovation in car
manufacturing, so it should come
as no surprise that its customer
communications follow the same pattern.
“We use every possible channel,” says
Jos van den Bergh, Marketing Manager
of Renault Netherlands. “We exploit the
power of the various media channels to
optimum effect. Renault has struck out
and made the transition to an integrated
media policy.”
But which medium does Renault use
when? In absolute terms, their use of
print media is declining in favour of
television and online. Social media is
also being used extensively to attract new
customers to the brand. But Twitter and
Facebook require a different perspective
on communications – just generating the
means for people to interact using them
isn’t enough since there’s an increasing

need to react to followers’ messages. The
rise of the iPad also plays an important
role in their developing media policy.
Renault’s choice of television as one
of their key channels comes down to a
number of factors, the main one being
that it’s a high-volume medium and
can therefore communicate widely.
Meanwhile, the print stakes are changing
and partnerships with publishers are for
longer periods in order to go further than
a standard advertisement.
An example of this is the collaboration
with the Dutch newspaper, NRC
Handelsblad. The newspaper’s readers
are alerted to Renault’s range on various
pages, as well as on the online version
of the paper. Here, Facebook comes into
play and there is a wide interaction with
NRC’s readers.
Other publishers are also being
stimulated by Renault to make optimum >>
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“

MAKE SURE THERE’S AN
INTEGRATED CROSS-MEDIA RANGE
OF CHANNELS IN WHICH THE
DIFFERENT MEDIA REINFORCE
EACH OTHER”

“

Man on a mission
“Make sure there’s an
integrated cross-media range
of channels in which each
media reinforces each other,“
says Jos van den Bergh

<< use of their channels – both the print
publications as well as their websites.
Renault plays an active role in this,
delivering content that’s appropriate for
each platform. Although you can ﬁnd a
magazine that appeals to almost all target
groups, for certain campaigns there are
big advantages to using digital media to
reach speciﬁc groups.
“We can advertise on an almost
individual level,” explains van den Bergh,
“and can see within just a few days
whether an advert works or whether we
need to modify it.”
Driving response
Despite the decline in magazine adspend,
van den Bergh still emphasises the power
of print. For convertible models or business
campaigns, Renault speciﬁcally targets
niche or special groups through carefully
selected periodicals.
“Periodicals continue to be important in
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Renault’s media mix,” he says.
As far as Renault is concerned, it can
also reach an extremely interesting target
group via newspapers. A large proportion
of Volkskrant, Trouw and NRC Handelsblad
readers also drive Renaults.
“The newspapers’ large reach and their
interesting target group make them a
valuable part of our media mix,” stresses
van den Bergh.
Print also plays a key role in other
aspects of Renault’s marketing strategy.
Is there anyone who isn’t familiar with
the advertising leaﬂets that drop on the
doormat every week?
It’s been proven that unaddressed
mailings have a big effect on sales, an
effect that also applies to Renault. The
house-to-house leaﬂets take customers
straight to regional Renault dealers and
the Renault website.
Meanwhile, the promotional print
magazine C’est Renault aims to build

loyalty and deliver brand experience.
Although van den Bergh does not rule out
the possibility that the publication may
appear on another platform in the future
– on iPad, for example – print is currently
the best medium for the job.
“Renault looks for the added value
of every medium,” he says. “We look at
which medium is the best way to get each
individual message to the target group.
That also applies to the use of social
media. They have to be used as effectively
as possible. Just mentioning something
new on a website isn’t enough. The social
medium itself must contribute value to
the media mix.”
In van den Bergh’s opinion, Sanoma
media is a good example of an organisation
that knows how to use the added value of
each of the various media. Does he have
a tip for publishers?
“Print is a wonderful medium,” he says
“Use it where it’s effective. Make sure
there’s an integrated cross-media range of
channels in which each media reinforces
each other. And work with the advertisers,
too. That way the future looks good.”
A policy for the future
Finally, how does Renault deal with the
subject of sustainability?
“Renault is not only innovative, it has
invested a lot in sustainability,” explains
van den Bergh. “Renault has the eco 2
label, and over 90% of its models can be
recycled. The brand has made huge efforts
in terms of electrically powered vehicles as
well. The new ‘Zero Emission’ technology
is clean and offers a lot of driving pleasure.
“For the average Dutch driver, the
driving range of the electric Renaults
about to be launched is more than
adequate”, he continues. “In addition,
they offer big tax advantages. Renault is
investing in Zero Emission and assuming
its responsibility towards society. That is
reﬂected in our communication policy too.
Responsible use of paper is no obstacle to
sustainable communication though, and
we look critically at the quantities of paper
we use and have made agreements with
Post.nl about sustainable delivery of our
promotional magazine.” PP
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