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Our digital registration and 

subscription model means we 

have comprehensive, declared 

data on our elusive and desirable 

audiences. 

This data is used to inform a 

bespoke campaign’s structure, 

targeting and optimisation based 

on key campaign requirements.

This allows us to segment our audiences

1

2

3

4

Bespoke

Some campaigns may require a mix of different 

targeting criteria to pin down very precise audiences. 

We can easily combine various data points to 

accommodate such campaigns.

Eg. C-Suites reading technology content. 

Demographic targeting 

When a user registers with the FT we collect their 

‘business position’, ‘job responsibility’ and ‘industry’, 

so we are receiving declared first-party data.

Eg. C-Suites in the technology industry.

Behavioural targeting 

We track our audience’s activity on FT.com, including the 

content they consumed, the frequency, and the timeframe. 

This allows us to create audience segments based on interest. 

Eg. Individuals that frequently read technology content.

Contextual 

Our editorial content is segmented based on context, using 

our IAS technology, which in turn allows a client to place 

their brand next to relevant or specifically chosen content.

Eg. Aligning with technology content.
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Demographic

We can then use this to segment our audience, and use their behaviour across the site to create more options to target.
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Behavioural
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Contextual

This can then be categorised against our contextual segments to create more specific options to target.



Life in a Cookieless World

● Across both FT and FT Specialist we 

welcome the move into a cookieless world

● FT.com has been capturing first party data 

for some 20 years, and FTAdviser has 

been doing the same since 2010

● In 2019 across the business we stopped 

any targeting using 3rd party cookies

● No contextual or behavioural targeting will 

be impacted by the changes at the end of 

this year

● Programmatic still possible, but no layering 

of 3rd party data on top
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We can target our users while at work… 

Corporate Audience 

Our highly respected editorial team sparks debate, discussion and sets agendas in boardrooms and 

governments the world over.

This elite audience is made up of the biggest decisions makers from the corporate world to parliament, who 

rely on the FT for our gold-standard coverage to stay ahead. Targeting our professional audience allows you 

to reach the most influential people in business and politics.

Source: *Working readership only, FT Global Reader Survey 2022 

60%

are business decision makers*

75%

work for an international 

company.*

32%

are C-suite

executives*
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Or at home…

Consumer Audience 

The FT’s lifestyle content attracts some of the wealthiest and most discerning consumers on the planet. 

Whether looking to us for the latest in luxury watches, jewellery and fashion, or engaging in features on sport 

and high living, this audience exhibits a higher purchasing power than the average consumer.

Source: *FT Global Reader Survey 2022, **Ipsos GBI 2020 
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21%

are millionaires*

61%

Own luxury or designer clothing 

and footwear*

46%

have a property

portfolio in excess of

$1m (with an overall

average of $3.14m)** 90% of all 

FT readers own real estate.*



Our Reach
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Source: *ABC Circulation Figures, 

2021 **PwC assured MGR, 2020
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6 month average (Jan-

Jun 2021): 38,905 

Mon-Fri UK&I 

circulation* 83,905 FT 

Weekend UK&I 

circulation* 555,000 UK 

monthly readership**

6 month average (Jan-

Jun 2021): Mobile 67% 

of UK UUs in 2021 

Desktop 29% of UK 

UUs in 2021 7,424,907 

UK monthly visitors

Our global social media 

audience  now stands at 

over 28 million UK 

Social media audience

269,892

601,528

879,374

220,575

Average monthly 

listens 1,201,758 

1 - FT News Briefing 

863,119 

2 - Payne’s Politics 

154,340 

3 - FT Money Show 

127,278 

4 - The Rachman 

Review 29,431

Source: Acast May 2021
Source: FT Internal Figures, Oct 2021

Source: Chartio data, January - June 

2021

Print Digital Social Audio



Sources: All 49 Twitter Accounts under FT Control (Followers are not mutually exclusive), Instagram, Facebook and LinkedIn as

of April 2023
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FT Social Audience Growth 

Our global social media audience now stands at over 31.4 Million

Over 4 million 

followers

Over 3 million 

followers

Over 17.3 million 

followers

Over 7 million 

followers
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Partner Content with the 

Financial Times 

Showcase your own content, or content created by our 

inhouse experts, to our audience in a trusted 

environment.   We utilise native and display promotion 

to signpost branded content across FT.com, engaging 

readers with tailored articles, video, infographics, 

research, imagery and more. Partner Content takes 

the lead from the FT brand in terms of look and feel, 

but with clear labelling to ensure users can 

differentiate from FT journalism. Partner Content 

campaigns are entirely scalable to suit a range of 

client objectives from tactical, short term campaigns to 

longer-term audience engagement strategies.
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News by Email

Why are newsletters important?

High net worth individuals, often in C-level and other senior 

managerial positions are over-represented in the engaged 

newsletter reader cohort

11% The percentage of engaged subscribers who would not 

be engaged if it wasn’t for newsletters (up from 7% in 2019)

Readers on monthly direct debits are 54% more likely to be 

retained if they are subscribed to a newsletter.

Engaged email users are predicted to stay as subscribers for 

an extra year vs non-email engaged users

Readers on a trial are 134% more likely to be retained if 

they are subscribed to a newsletter
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FT Audio continues to go from strength to strength. Our 

podcasts now reach over 2.4m unique listeners every 

month. 

In recent years we have launched the new Life and Art from 

FT Weekend podcast, helping listeners lead a better life, 

Working It, helping listeners work better, and Unhedged, a 

fast-paced twice weekly markets chat show 

We have refreshed Tech Tonic, which has now run multiple 

in-depth seasons that examined the big issues in 

technology, and Behind the Money, our weekly deep-dive 

into a key business news story 

We’ve also launched a new branded content product from 

FT Partner Studio called The Next Five. All content is 

available on FT.com, the FT app, a wide range of podcast 

apps and the leading smart speakers. 

6.5m
Monthly downloads to all FT 

podcasts, September 2023

8
Regular shows covering news, UK 

and world politics, personal 

finance, arts and culture and the 

world of work

5m
Monthly downloads to the FT 

News Briefing in September 2023

2.4m
Unique listeners to FT 

Audio in September 2023

FT Audio Overview
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Promoted Content Units

What is it? 

A natively designed 300x250 and/or 300x600 that promotes clients 

offsite content. This is an ‘off the shelf’ FT solution for clients wanting 

to promote content that sits on their site. All you need is the article 

itself, image assets and promotional text copy. 

Where does it run? 

On ft.com and the Web app in article and stream pages. FT readers, 

contextual (recommended minimum), behavioural and bespoke. 

Who does it work for? 

Clients with 1-15 pieces of content, who aren’t in the market for a 

content deal with the FT.
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Account-based marketing with the FT

Targeting with first-party data 

Account-based marketing (ABM) is the FT’s latest commercial product offering that 

enables business-to-business marketers to create FT.com campaigns, exclusively to 

reach audiences at specific companies.

Continuously improving our targeting, we are accelerating our capabilities in the ABM 

space, directly in response to clients’ demands.

Precise and efficient 

The ABM solution is built using company name and first-party data, and is wholly GDPR compliant. It 

ensures brand messaging is reaching the right audience to maximises the efficiency of spend, and can 

bring an additional layer of targeting on top of contextual and demographic options. 

Simple and quick

All that is needed is a list of target companies. This is cross-referenced with our ever-growing digital 

readership, providing clients rapidly with an estimated number of matches and impression counts.

Easy reactivation

ABM can be implemented as an always-on component of your strategy, a service we offer to optimise our 

long-term partnerships. Audiences that have been previously targeted can be easily reactivated for future 

campaigns with the FT. New campaigns can be run with minimal setup time and crucially, implement 

retargeting strategies within an existing campaign.
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Mobile Outstream

• Outstream video is the primary display video 

advertising format for smartphones.

• The format allows advertisers to deliver video 

advertising within a publisher’s article 

environment, in a non-intrusive and lightweight 

form.

• Can play videos of upto 15 seconds long

• Average CTR - 0.29%

• Available across all segments

• The luxury goods sector has a CTR of 0.48%
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Vertical Mobile Audience

• Page dom format, offering an impactful brand experience

• Standard and Rich media can both run – fully reportable 

by 3rd party providers

• Demographic targeting alongside FT Readers is available

• Smartphone CTR - 0.23%

• Average in view time - 16.25 seconds

• Viewability rate - 79% 

• Commercial Banking and Legal attract the highest CTR 
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Measurement 
For all campaigns invested at £20k, we will produce a report giving insights on best performing variables in order to aid in 

optimisations for future campaigns
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Pricing

FT.com is a subscription only site and therefore supply and demand is monitored very closely. There are various months of the year where 

our inventory sells out, and many other months where this gets very close. Therefore, our FT.com digital prices are a precise reflection of the 

demand we now see on our inventory. The prices fluctuate every month according to the changes in demand - we call this our 'FT Digital 

Dynamic Rate-card'.
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• All inventory can be bought direct 

• No longer available on the open exchanges

• PMP & PG available – recommend any specific audiences are 

bought direct.

• Video formats are available to buy on a PG basis
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FT Group Portfolio 

FT Group is a network buy across all FT’s owned and operated sites. It can give you the scale you need at a much cheaper price, 

whilst still guaranteeing a high-quality audience. Cost - £20cpm net.



For more information please contact:

Julia Woolley

julia.woolley@consultants.ft.com

+44 (0) 7950 918864

mailto:julia.woolley@consultants.ft.com
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