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GROWING DEMAND FOR OUR CONTENT  

25m 

people read a newsbrand every day 







ROI CONTEXT INFLUENCE 



Influence 



The newspapers  
you read explain much 
more of the variance in 
your views on success, 
politics, risk and 
generosity than simple 
demographics 
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Source: Newsworks, Getting closer to the Great British public, 2017 



The majority are relying more on established newsbrands 

Contrary to popular narrative that newsbrands are diminishing, the rise of fake news as a societal issue has led to the majority of 
people relying more on established newsbrands 
 
‘Since the rise of fake news, I rely more on established newspaper brands’   

Source: Newsworks trust research, 2018 

6 in 10 
agree 65% of 

under 
35’s 

agree 

75% of 
Londoners 

agree 



Context 



Memory response is stronger on newsbrand sites 
 

Newsbrands General browsing 

High levels 
of activity 

 
 
 
 
 

Low levels 
of activity 



81% vs 52%  

more likely to be seen in quality environment 
vs open exchange 



+19%  

more likely to be remembered 

+10%  

more likely to be recommended 



+51%  

more likely to drive conversions 



+42%  

more cost effective 



ROI 



Print is becoming more effective over time 
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6 years ending 

Trend-line 

Source: IPA Databank UK case studies 2012-2018 (62% of all cases)  compares users of print to non-users, data aggregated over 6 years for robust sample sizes   



Multi-platform newsbrands are delivering  
widespread business effects for brands  

Source: IPA Databank UK case studies 2012-2018 (52% of all cases)  

Campaigns using 
newsbrands are 
37% more likely 

to deliver market 
share growth 

Campaigns using 
newsbrands are 
more than twice 

as likely to 
deliver a 

reduction in price 
sensitivity 

Campaigns using 
newsbrands are 
more than three 
times as likely to 

deliver an 
increase in 
customer 

loyalty 

Campaigns using 
newsbrands are 
more than 58% 
more likely to 
deliver profit 

Campaigns using 
newsbrands are 
50% more likely 

to drive 
customer 

acquisition 



Two are better than one - significant multiplier effect from using print and 
digital in combination 

Source: IPA Databank case studies 2012-2018 (52% of all cases) 
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A H U G E  O P P O R T U N I T Y E X I S T S  
F O R  A D V E R T I S E R S  TO  O P T I M I S E  
I N V E S T M E N T  I N TO  N E W S B R A N D S  
A N D  I N C R E A S E  P R O F I T S  



£3 BILLION £3 billion 







B R I D G E   
S T U D I O  

BRAND PURPOSE, EMOTIONAL POTENCY  
(& GROWING A ‘TACHE) 

B R I D G E   
S T U D I O  

AEM PLANNING & THE SCIENCE OF EMO 

B R I D G E   
S T U D I O  





MEN ARE AFRAID. 

 

AFRAID TO APPEAR ‘SOFT’. 

 

AFRAID TO ADMIT THEY HAVE A PROBLEM.  

 

AFRAID THAT THEY WILL BE DIMINISHED  

IN THE EYES OF THEIR LOVED ONES.  

 

 











Questions? 


