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Journalism matters  
to the nation 



70%    
of people think a world 
without journalism 
would harm 
democracy 

Source: World Without News, Office of Ideologies, Map the Territory and Tapestry 2020 



61%    
agree that news brands play 
a significant role in making 
campaigns better known 
and more popular  
 

Source: Come Together , Flamingo  & Tapestry 2021 



Journalism matters  
to people 



Adding news brand readership to a predictive 
model of people’s attitudes to politics, risk and 
success makes it 1.8x as effective as using 
demographics only  

News brand readership helps us to 
define and test our values 

Source: Come Together , Flamingo  & Tapestry 2021 



24m 
Adults daily 

46m 
Adults monthly 

40m 
Adults weekly 

People read news brands in every greater numbers 

Source:  PAMCo  1 2022 
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People turn to news brands in time of crisis 

Red 
Weather 
Warning  

Queen Catches 
Covid / Covid 
restrictions 

lifted 

Russia 
invades 
Ukraine 

*Compared to the day before. | Source: Ipsos Iris Data 7th March 2022 



Journalism matters  
to brands 
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News brands are a trusted place for brands 

Source: IPA Databank study 2021, Peter Field & IPA Databank 



Campaigns using news brands 
increase key business effects 

Source: IPA Databank study 2021, Peter Field & IPA Databank 

74% more likely to deliver market 
share growth 

Much more likely to deliver a 
reduction in price sensitivity 

58% more likely to deliver profit 



1.4x 
Dwell time for ads in hard news 

Source: Neuro-Insight brain response data 

Neuroscience research 
shows that hard news does 
not damage advertiser 
brands 
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Average time ads are in view 



And effectiveness is increasing 
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RAMetrics for 2012 - 2021 

Ad Recall Brand Recognition Engagement Action



Three years ago,  
we launched the  
biggest ever  
effectiveness project  
for news brands. 



We uncovered that not investing enough in news 
brands was having negative results for advertisers. 

£3 BILLION. 



There’s been a lot of water 
under the bridge since then 

…not least a global pandemic. 



WE SET OUT TO DISCOVER: 

1. 
If  some of 
that missing 
profit had 
been found 

2. 
The potential 
for future 
profit 

3. 
Whether investment 
in news brands is still 
effective for 
advertisers 

And finally, examples of brands that are getting it right. 



OUR VOYAGE OF DISCOVERY 

1. A decade of effectiveness data covering 2011-2020 

2. A meta-analysis of 1,012 econometric models 

3. Bespoke learnings for 90% of advertised brands 
across multiple categories 

4. Results for both print and digital news brands 



PROI= 

The key measure: Profit Return on Investment 

Sales revenue 

Profit margin % 

Media investment 

x 

÷ 



WHAT WE 
FOUND: 1. Over the last three years brands have 

enjoyed a 10% profit boost by investing in 
news brands 

2. The future is bright, with profit from news 
brand investment forecast to rise by up 
to £1bn by 2025 

3. Increasing investment in news brands from 
low levels delivers better gains than doing 
the same all other channels 



Across 2018 and 2019 as investment in news brands 
increased, advertisers benefited from a 10% increase in 
profits – despite the pandemic 
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Rising profit



As spend bounces back, there is the potential 
for rising profit – up to £1bn by 2025 
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Rising profit



BRANDS 
THAT ARE GETTING IT 

RIGHT 



Lloyds bank Crossword Clues 



Tesco 



Advertisers can benefit from   
backing journalism 



Back British journalism 
Because journalism matters 


