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Click on the category logo to review it.
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GLOBAL FIGURES 2014

i T PRINT NEWSPAPER |  WEBSITE i
. et qmmmmmm o mmmmmmm e e - /
| REGION | CIRCULATION | READERSHIP | UNIQUE VISITORS ! T
IVl & T WA (A I il ™ N B L e e e R RS 1
J | I I |
North America 1.285..000 2.637.000 3.075.560 :
| USA | 484.000 11.175.000 | 498.988 i 3
' Canada (ENG) 1626.000 11.174.000 | 1.963.000 ! 22
. Canada (FR)  1175.000 | 288.000 | 636.572 i Countries
Latin America 1.401.000 4.401.000 15.659.474
| Mexico ***  1300.000 1175.000 | 3.000.000 i
' Puerto Rico  1120.000 1 467.000 | 2.400.000 :
| Guatemala  180.000 | 724.000  92.383 |
! Nicaragua | 25.000 ' 88.000 ; " !
| Colombia 197.000 | 328.000 | 2.404.366 :
\ i Ecuador 580.000 5272.000 i 115.837 i
! Peru '95.000 ! 122.000 | 838.441 ]
. ¢ | Chile |91.000 | 401.000 | 6.807.992 L
i Brazil 5513.0{)0 51.825.000 E . E
| 1 1 1 1 et
Europe 5.018.000  9.566.000 9.149.294 I=F
! Sweden 1624.000 11.206.000 ! 500.000 ;g
| Netherlands ~ 1400.000 1 1.245.000 | 663.000 Tl
' France 1743.000 | 2.334.000 | 5.966.000
| Hungary 1353.000  1563.000 | 176.000
; Russia 1530000 12385000 ! 1454756 Editions
: Italy 1810.000 1 847.000 1 112.350 I A e A Ee ST e S B A R A S g G (g e S 0 B e S
' Finland 1140.000 | 255.000 | 80.000 ! :
i Czech Republic EZGS.DDG EﬂSE-DDU E 197.188 i m i
' Portugal 170.000 | 276.000 = ! ! metre
1 | | | 1 I
1 I I I 1 1 1
Asia 849.000 1.004.000 526.000 t ‘) i O
i Hong Kohg ** 540&000 i5¢3.0m i 380.000 . i , : i
bkl A i AR s ol | 8.5m | 28.4m
S i Houees . l 3 Daily circulation i Unique Visitors
‘ (**} August 2014 Figures LBI’IQUHQES :

[***} Difference between readership and drculation due to study's methodology
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BEST OF METRO CATEGORIES

f

Best of Metro 2014 is the summary of the best marketing solutions executed

in the Metro markets. Here we show the creativity and the endless possibilities

that METRO offer to our clients. METRO is no longer just a print product for
advertisers; METRO offer 360 solutions including online platforms, mobile apps

and creative street promotion. Making METRO the best and most effective way .
to reach The Metropolitans.

AUTOMOTIVE

FOOD & ?

BEVERAGES
Page 14

_ ELEGTRONICS
CREATIVITY L .
Imagination and ideas out the box ~ & IEE:IEEEH

are our drivers, finding the best
way to use the print and digital
channels is what we do best.

Creativity
FINANCE _
D & CAREER
- INNOVATION Page 26
Metro is always one step
ahead in finding the best
way o deliver innovation to FASHION .
© our clients. & RETAIL
Page 30

A

QUALITY
Is a must in the metro world, HOUSEHOLD
all the creative solutions offers Page 38

top of the line quality ideas and
implementation.

: ig . ENTERTAINMENT
; = v — Page 42
L

&)

RESULTS

sales revenues and satisfied ' //' P WORLD CUP ZI]]J[ - -
clients, make us the mast i L & Page 46 ; f
effective media for our client } '.‘ ' .

e s needs.
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AUTOMOTIVE / WINNER

TOYOTA

Portugal

CLIENT
Toyota / Agency: Caetsu

OBJECTIVES
New Yaris launch. All the campaign was associated with Bruno
Mars and had his music “Locked Out of Heaven”. Our briefing
was to raise awareness and emotional engagement towards the
brand/model among a young target.

EXECUTION :

We took a video team to special places in Lisbon and Oporto
and invited young people to sing Bruno Mars/Toyota Yaris
soundtrack through a special frame.

All recorded video clips were uploaded both in Metro's and
Toyota's facebook page. The one who got more likes won a test ey
driving of the new Toyota Yaris for a month. ' r.ﬂlr;}rgco

CLIENT COMMENTS
“Once more Metro proved.to be the right partner for out of

the box activities. What we did, not only meet the campaign
global strategy, but also responded effectively to the cross-media
objectives. The funny videos produced became viral reinforcing the
campaign visibility in the digital medium.”
— Elisabete Soares, Caetsu Media Manager
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Italy

OBIJECTIVES

Launch of the new Mini

EXECUTION

Mini launched their new model and as
part of the campaign they asked Metro
for something new, that could attract
the attention of readers during the
subway trip. Then they came up with
this Special cut out ad from cover to
back page.

! s s e | ey b a1 i, =
BT et s iy e e e g e

THEBOLDNEW

CAMRY

Metr®,

FOR PICKING UP

GROCERIES. LIKE

GHOST PEPPER

HOT SAUCE. -

[H=BOLON=VCAMRY

[R—

Toyota/ Cover Wrap / English Canada j : ’

LTSS A
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T
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Nissan / Cut Out / Hong Kong

Mitsubishi trae més
tecnologia para el 2015

Mitsubishi / Bespoke / Puerto Rico
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FOOD & BEVERAGES / WINNER

KOT, HAH W IIOEMMAS BABVITH
CI"A.I'[HCHMJIGJIAMD‘[ ‘H'EDTA

LIPTON

Russia

CLIENT

Unilever, Lipton / Agency R&I

OBIECTIVES

PR-campaign at International Day of Tea. o vy e o

Provide the atmosphere of home comfort (Lipton as a symbol of : o e [N W i

coziness). Slogan: «Make the World brighter». ' ———————— = PP —_ _“?a -
Bcrpeqau-re HOBBIX PeJ,aKTOpOB Metro! T R T m——

EXECUTION R ety

Pre-campaign: A reader’s contest (5 weeks long) asking them to write gy SOHEKT OT THOHOGA MOMEHTS
positive news in tweet-format. The news were submltted in the website
WWW.metronews.ru.

Winners took part as editors in the December 15th issue, they wrote and
commented their articles. Also to provide the winners with a relaxed and
friendly atmosphere (when they were editing the newspaper) cat, tea

Outdoor campaign: Sampling (100.000 pieces). 30 branded distributors
in Lipton's uniform and the other Metro Mascow distributors gave to
readers a perforated card with two tea bags samples. The idea was
that everyone can rip it and share it with someone they like

RESULTS

Metro and Lipton collaboration was one of the best Tea
Day activations (the brightest one), with a high media
coverage.

CLIENT COMMENTS
“At the beginning of the project, we wanted to come up with
the idea that could highlight Lipton at The International Tea
Day 2014. Bright promo team, a custom edition and tea

l
,EI..I‘II; {AI AMBAC !.

Crunnep sabpan ¥ MEHH- HE,E‘\".%E‘ PU;%A
- BonweBHy0 TabnuuKy | KUY RTHIER Cobr SiHOHE

otr consumers to bring positive mood to the loved ones. We
are really proud for this positive and sunny collaboration
between Metro and Lipton!” '
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- Awards for recycling initiatives.

iPorgue s wmpordanie elagua®
i [F=—

COCA COLA - SAN
LUIS

Conoce los beneficios de
una buena hidratacion

Peru Las alimentos también
. dejan una huella hidrica
Fela e o R R
OBIJECTIVES
Create awareness on climate issues.
Develop earth care and recycling
activities.

EXECUTION
During 2014 5an Luis and Publimetro
Peru carry out several initiatives under
the campaign “Amazing things can be
done with recycling”

Special editions on the water day,
earth day and recycling day.

Weekly print ads related to recytllng
Sponsorship

Recycling Campaigns (one of the
biggest in Peru)

L
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mwlﬁnnﬂnﬂ -""‘-—--_____
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Domino’s / Cut Out / Guatemala
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nybakade téer |
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"Mon gofit unique te fera craquer !
I
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e S o et e e b
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Kinder / Cover / France , ’
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ELECTRONICS & TELECOM / WINNER

SAMSUNG

Italy

CLIENT
SAMSUNG / Agency STARCOM

OBIJECTIVES
Promote the new smartphone Samsung Galaxy 5 with special APP for
FUNNErs

EXECUTION
Samsung was searching an idea for the launch of the new SAMSUNG
Galaxy 5. They decided to sponsor the Rome MARATHON in April,
because in this new smartphone model a lot of APP’s have been
studied especially for runners.
They presented the new smartphone

— s Samsung Galaxy 5 to runners in the
fr_ % village where the Marathon took place.
They bought print ads on the METRO
ROME EDITION days before the Race in

order to invite people to subscribe in il it W [T 1
the Marathon, then they decided also < et
for a SPECIAL EDITION about the Race Di corsa nella storia

that showed all the possibilities of the e oo, Lo i st i
new app for runners.

The Special Edition was distributed in
the Rome underground station during
the Race and in the village during the

weekend of the Marathon.

RESULTS

Increased the number of marathon’s
participants.

Increased awareness and interest in the
new Samsung Galaxy 5.

e ]
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ELECTRONICS & TELECOM / SPECIAL MENTIONS

CLARO

Chile

OBIJECTIVES

Promote the new Claro benefit to
their prepaid clients. Now all social
networks are free for Claro prepaid
customers.

Communicate the benefits of changing
to Claro.

EXECUTION

This was a multimedia campaign
(Internet, TV and Newpapers).
Publimetro Chile was selected as main
Newspaper for the campaign. The
print ads were bespoke format within
the paper you could find different
insights of thing to share in social
networks for free. The campaign
slogan was: “Change to Claro and Top
Up now!”

§ Quién dijo palmeras?7?

RECARGA TU PREPAGO Y LISA

f ¥ ©FiEAIBo"

I La“Guerra Fria”en R -
la pantalla grande g SREST

“No me pesa que

e ﬁx I:ue ]uegue _

ue ju -
puau! ene_

“Nomepesaque ..

Ty

i- 'h

‘CenCiary
i

-
«[L, ME RESTE UNE “‘%‘-‘5"’:‘-‘
ETAPE A FRANCHIR®

EULENE ECUCHARD, GUN BEFUTERS L FROALE [
WPREEL TR (VIR AL W T A R DORE RASRASE

100% de rabais <
sUr tout telgphone intsligent

‘Obrlenie el
ki A Fachal d'aocermores

oo oot nous | o mer e clo nobe boutns
B, rus Sointe-Catrens Quesl, angie Mansfiskl,

i 11 e olks moeciEn

= TELUS

Telus Mobility / Cover and bespoke / French Canada

‘ |1“ar“;|rz Hay una impresora con
su nombre. Blasquela

Ahara impresionamtemants delgado,
$607 al et & 12 mees sin inteneses.

Imprimir con calidad ahora cuesta menos.,
Con cartuchos originales HP desde
$19.900" IVA incluido

=0

oy i o Lo

: MacStore|[ 1S hop |

Ipad / Full Page ad / Puerto Rico HP / Bespoke Format / Colombia
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BEAUTY & HEALTH / WINNER

=% =11 =N

LOREAL

Portugal

CLIENT
’Oreal, Excellence Chocolate - Agency Zenith Optimedia W I ’:‘-
OBJECTIVES :

L'Oréal was launching a new range of hair colors for their brand
Excellence: Parisian Chocolate (shades of chocolate brown)

EXECUTION

Back cover and front cover dominator. ;

Metro with chocolate scent, that everyone could smell in all
subway galleries, in cars (hand delivered in traffic) and office
buildings entrance halls.

In a few places we were offering hot chocolate (with Green
Metro) to commuters in the cold January morning.

RESULTS
LOréal was very happy with the activation and the results were a
70% increase of thé investment for the period 2013-2014.

CLIENT COMMENTS
“Metro challenges us with out of the box ideas that go

. beyond our expectations and we like it.”

— Antonio Frazao, Product Manager L'Oréal

Paris Hair Color

i, B I
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BEAUTY & HEALTH / SPECIAL MENTIONS

':II;&-I:! At ks o e
- mphmuppﬁ

SORINE

—

contre... les % E
sauvages |0 |
OBIJECTIVES = ek ‘s
Day of Pollution awareness _ |EEr o
M by onbain

EXECUTION
To make people aware of the damage
that air pollution causes, Metro

Eﬂ‘.‘ﬂ'— & a5 ﬁ £

i insi e dalighen [——1
produced special content inside the Bt | | S
paper. Also 20 promoters dressed SR = dimi - ”“'\
as executives using air masks at Sao g7 %‘5&-’? ¥ 5 o0 ‘
Paulo main areas, produced a big 3 (=

impact and awareness about the air
pollution issue.

Vichy / Cover & Activation / USA Clinique/ Bespoke / French Canada - ’

Policia detiene a lideres” Qﬂmerl;:imaptes. 'n.w“:m"“
de wqtestas en Hong Kong reci];li: a los

!‘ “ compradores
o B

B i
ﬂEpﬁlmm nn:m u'“' Eh;m’
JAfectado por el SITP?
Habri una feria de ayuda

de tendenda
de | phwnaa

scamprela en

Asodacdan Colom biana de Diabetes,
PregunteluensuEI‘S Faraiedts freutats Satud o

[y

Abott / Cut Out / Colombia
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FINANCE & CAREER / WINNER

-

SISTEMA UNIVERSITARIO ANA G. MENDEZ d%

Puerto Rico Q
CLIENT 02%00

Sistema Universitario Ana G. Mendez / Agency: BBEDO Puerto
Rico

OBIJECTIVES
New school year enrollment period launch to generate new
student enrollment.

EXECUTION

Execution consisted of a custom glossy 4 page coverwrap and a
sleeve to insert the newspaper. Promoters wore client branded
T-shirts.

RESULTS .

A high flow of calls, leads and applications were obtained
by this advertising effort, along with the rest of the
communication plan, which helped achieve the projected
numbers of enrollment.

CLIENT COMMENTS i .
“Creativity takes place on the right side of the brain. It's an f < $4/ Ve . i EMBTRED +2
area full of imagination. The left side is analytical. Logic bk 4 '
rules in this dimension. At Universidad del Turabo every
student will satisfy all his intellectual needs. Everyone
will discover what side of the brain he belongs to.
Through this piece we convey this message in order to
call the attention of hew prospects and enroll them in
our educative institution.

— Heecmarylys Ortiz Martinez
Communications Director

€
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(%) FINANCE & CAREER / SPECIAL MENTIONS

(i)

RAY v, S
Finland 74l CLETKO SINA YKSI
CLIENT

RAY (Raha-automaattiyhdistys —
Finland's Slot Machine Association) /
Agency Dagmar

OBIJECTIVES

Promote RAY’s recruitment event

which took place at Sanomatalo. T, TR i,

JUONTAJAPERSOOMISTA? e

EXECUTION

Two creative formats ads printed in

Metro (one on the day of the event

on March 5th and the other two days
: prior to the event) plus flyer sampling
‘ of 6.000 copies on the day of the

— Tuss SANDWATALON MEDIATORILLE .1 K10 T5-18 [ o Eaae swiied
Fuikan pides ek sl JONE BIGRLA o KRSTIRA

event.
. [ iommn | s
Gobierno retomara el dialogo ... Cerebro de “31 minutos™: “No estamos
por cambios en sector justicia = angustiados ni vivimos del rating”
[ e - - = e E e
e = bl e

L o 5L - : : N = = i P tin
Ll'O'EREKRY ' i ¢ L — i T ﬁ- & I

== —=1| OLETKOSINA
ST === | JUONTAJA-
S S =—ad| PERSOONISTA?
==

i

il
1
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_ 3 I

CARREFOUR

Brazil

fa

CLIENT

Carrefour / Agency Leo Burnett

OBIJECTIVES

Summer Fashion Launch

EXECUTION

To present new summer fashion campaign, we took the beach
to the streets of Sao Paulo.

Metro promaoters used bathing suits to leverage the launch,
capturing the attention of people on the streets.

CLIENT COMMENTS
‘ “At holiday’s eve we ran a coverwrap and distributed the edition

i with promoters dressed up as if they were going to the

beach with Tex’s T-shirts , sunglasses and swimming

glasses at 5 special distribution points. Also models

supported the distribution.

We knew that it was goirtg fo drive costumers to the

store, the action was a sucess.

— Leonardo Moraes, Carrefour’s Media Director at
Leo Burnett Tailor Made
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FASHION & RETAIL / SPECIAL MENTIONS

THE BODY SHOP

Portugal

OBJECTIVES
Launching The Body Shop's new
moisturizing lotion BODY SORBET

EXECUTION
Metro with The Body Shop executed
a based distribution around their
stores with: :
2 models in sorbet pink pin up
dresses and a specific set. One gave
Metro and a discount voucher with
hand fan shape. The other model,
samples of the new The Body Shop's
. new moisturizing lotion BODY
‘ SORBET in several scents.

= e e k|

EVENEMENT A PARIS LE 14 MAI! A EVENEMENT A PARIS LE 14 MAI!

SO BT b I 6 TR L T e B ; i I R VTN O P 1 UM, 6 PR, (T B A T i e .

Houssa de caussin

495¢€ -

V220NN
N\

swatehe:

Swatch / Cover Wrap / Italia Lidl/ Cut Out/ Holland
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TRAVEL / WINNER

TOURISM OF IRELAND

United States

CLIENT

Tourism of Ireland

OBJECTIVES

Metro generated awareness about travel to Ireland.

EXECUTION _

Metro's street team distributed glossy cover wraps in all 3
markets (NY, Philadelphia, and Boston) on September 25th

and sent out an e-newsletter to nearly 25,000 subscribers.
Additionally, Tourism of Ireland ran strip ads during September
and October. Also did an online homepage takeover on
September 29th.

RESULTS

Together with Metro, Tourism of Ireland reached Metro readers

via a cover wrap, print ads, online units and via an e-newsletter.

This was new bu51ne5s for us and should produce future
business.

$75k
Net reach / 2.6 million adults 18+
Gross Impressions / 11.6 million

gl‘eetlngs for Phlh phlans
ritheiu

clubmetre '

Gad on Dot Smvmepumintom, (oade i Cougsone i g Gy

JUMF INTC IRELAND

s b o o s s e kbt st e e
B a1

Rapid Weight lus in
as litle as | month!

| dirsriiand 5d Saparvimd by lapart ke |
ol call [ B30 o S aomn

[ rae QS SRR

Iraqi PM says ISIS plans
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() TRAVEL / SPECIAL MENTIONS

“ESPECIAL TIANGUIS
TURISTICO”

Mexico

OBJECTIVES

Present and Promote the "Tianguis
Turistico” one of the biggest touristic
conventions in Mexico. For this
purpose Publimetro Mexico designed
a full coverage plan including custom
editions and editorial coverage during
the whole even between May 6th to
May 10th,

Also this event was an opportunity for
Publimetro to promote Green Metro in

BuDa PesT

the tourism industry. ’
EXECUTION BKV / Front Cover / Hungary SNCF / Full Page / France

Custom edition about the “Tianguis :

Turistice™ with a circulation of 100.000 TE ESPERAMDS EN

copies. .

Guadalajara: 20.000 copies
Monterrey: 20.000 copies

Cancun: 10.000 copies (inside the
Tianguis plus strategic distribution
points in the city).

Special Editorial Coverage: Daily
coverage of the event in print and -
online editions. anguis f - 3% EDICION

CEL Toa b Gas TURBTHIO

eI stbo apies Cid Atitlan: Un lugar de paz y armonia

LSt
|

TEESPERAMOS EN
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HOUSEHOLD / WINNER

CORFERIAS

Colombia

CLIENT

Corferias / Agency Universal McCann

OBJECTIVES

One of the main Corferias’s goals during 2014 was to innovate in

the Communications strategy to attract visitors to their conventions
and fairs. Then along with Publimetro Colombia, they came up with
a creative execution, besides print ads, to communicate in effective
way about "Feria del Hogar” (House Fair), the biggest household fair

in Colombia.

EXECUTION

For first time in the history

of Corferias they decided to
publish a high impact piece with
a distribution of 50 thousand
copies around Bogota, this

was a huge change in their
communications strategy.

The piece was a representation
of a house with the newspaper
inside. Publimetro Colombia
was selected as main media

of the campaign, because a
massive and free newspaper
was a perfect match for a
massive event such as “Feria del
Hogar”. Also the creativity and
flexibility offered by Publimetro
Colombia allowed Corferias to
create a different high impact
promotional campaign with a
special distribution making it
more efficient in resources and
budget.

feria del og
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HOUSEHOLD / SPECIAL MENTIONS

METSATISSUE

Finland

OBJECTIVES

Promote the Lambi super soft toilet
paper, on Valentine’s day and promote
the special issue of Lambi toilet paper
featuring the winners of the love
poem competition

EXECUTION

Lambi love poem toilet paper included
6.000 rolls with print collar sampling
plus full page creative print ad and a
cut out circle shape print ad.
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ENTERTAINMENT / WINNER

Brazil

CLIENT
Microsoft / Agency W/Mccann

OBIJECTIVES
Promote Brazil Game Show —
Game Fair

EXECUTION
For the third year in a row Metro produced a special edition
about games, printed in Black Pages.

To leverage Microsoft's new game launch Metro also produced a
special customized shuttle from subway to the fair. To enter the
bus, clients needed to show the add and the newspaper.

RESULT

: ‘ Microsoft renewed their investment in METRO, showing client
satisfaction. Even more since Microsoft is not used to invest
exclusively on newspapers.

WINNER COMMENTS.

Metro’s wisely got a bus exactly like the one in
the game, and together with our creative team
customized in a way that offered the same look
and feel of the game. Beyond that, the Special
Edition of Metro emphasized even more the
platform launch. The ride to the fair on the it
customized bus made consumers really found of _ ¢
how X-Box look after them” -
— George Mofarei, Media Manager W/McCann
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ENTERTAINMENT / SPECIAL MENTIONS

¥
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FTV pRIMA Klaus. Ceské stoleti finiuje Dr. House. Hugh Lanrie
= 9 - temtokrit

Czech Republic Eaamtess ST usedne

OBIJECTIVES

FTV Prima decided to use Metro Czech
Republic as printed channel for their
promotional campaign of Hannibal,
the TV Show. The main objective of the
campaign-was to create expectation

about the season premiere. HAN I“ ] AL
i =y

EXECUTION KAZDE PONDEL! 215
Days before the season premiere, FTV
Prima and Metro printed a creative
format where the newspaper was

+ s : .:.I.""I,.ﬁhln -
30 DE MAYO
sOLO EN CINES - TAMBIEN EN

Francouzsky mag

covered with finger blood prints and navstivi Prahu
= = : g Auborsoundtrackl [T ot i e e : 3 .
at the end a print aq communicating SRR oo Seal Disney / Lower Clip / Colombia
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WORLD CUP 2014 / WINNER

CONTINENTAL TIRE ANDINA

Ecuador

fa

CLIENT

Continental Tire Andina S.A. / Agency Percrea cia. ltda. Perfil
creativo

OBJECTIVES _
Promotion of the Campaign: 3x4 in tires and “Live the World
Cup”

EXECUTION
Cover Wrap plus product sampling and people using stilts on the
distribution points.

RESULTS ;

The Street activation was of high impact, then the client
i ‘ repeated it on June. Both activities generated revenues

for USS 40.000. Plus an increase of client sales.

Also Continental HQ Marketing office congratulated all

teams involved in the activity.

WINNER COMMENTS
“The Street activation was well executed and we couldn’t
expect less from METRO. We want to thanks for your
collaboration and performance; everything goes as
expected and even better.”

— Continental Marketing Team.

L=

CONTINENTAL y DIRECTV
Gasats FDE;';T;;;Q';HJ”'“ DmECTY
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WORLD CUP 2014 / SPECIAL MENTIONS

EFECTY

A SAMSUNG ESTA

Colombia COM 200 MILH
DE BRASILEI
OBJECTIVES NUM SO PENSAMENTO:

Promote the brand during the World, ANOSSASELECAO.

since they were official sponsor of the
Colombian National Team.

EXECUTION

Street activation including sponsared
racks and promoters. Cover wrap and
special editions.

'Un pais entero unido
por la magia del futbol

m Estamos confE Colombia

i ici &) |
El Giro Oficial ef;‘“*afi @

v" B de nuestra Seleccion
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DAILY BREAK

/GLOBAL PRESENCE / BRASIL/CANADA/CHILE/CHINA/COLOMBIA/CZECH REPUBLIC / ECUADOR / FINLAND / FRANCE / GREECE / GUATEMALA / HOLLAND / HUNGARY
ITALY / KOREA / MEXICO / NICARAGUA / PERU / PORTUGAL / PUERTO RICO / RUSIA / SWEDEN / USA
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