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Where we connect with consumers

Safe, positive spaces for brands to thrive
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11% of total
household spend

2"d biggest ad category

3 rdbigges'r

spend

£1.1b:
) ery yedar

Visit food & drink
websites

62% =,

Total spend (per shop)

ONS
NIELSEN

Interested in food and
drink content

half of all
m internet
o users

IPSOS IRIS CUSTOM ANALYSIS

IPSOS IRIS

High engagement: average time
spent on food & drink content

17mins £4.6m

IPSOS IRIS

TGI



The power of
passionate
communities

4.5m

intfernet users have
a high interest in
food & drink.

They are in the top
20% for time spent
on food & drink
content.

J

94 %

of those with a
high interest in
food & drink
content are
visitors to trusted
editorial brands

\L

J

+59%

The increase in
favourable
perceptions

around food &

drink ads amongst
those who trust
magazine media
advertising

J

IPSOS IRIS CUSTOM ANALYSIS

IPSOS IRIS CUSTOM ANALYSIS

AA/CREDOS



Click. Eat. Repeat.
Every click counts ppa



Understand the online food and drink journey and
prove that every click counts

Prove the role and value of trusted editorial brands
to advertiser’'s vs other digital channels

Encourage advertisers to plan for content impact
AND reach to drive increased ROI




Ppa

Quantifying the impact of trusted editorial
brands based on the value of every click

Clickstream data :
9,000 websites and apps

0L 10,000+ internet users aged 15+
18:01:27 |

18:01:32 Every second, every click

18:01:3 . Nationally representative

18:01:47 - Single-source
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Content first approach: enriching
behaviour data with people’s passions

Leveraging Al to categorise content and interests based on actual visitation

Content data )
Content-first

4 R
000 CO - 120,000 URLs every day

[ D ] Assign topics using NLP models
S « Confidence scores
_J

Aggregated to create ‘super’ topics

.




The customer journey and decision-making

ecosystem

nextdoor - o
10:41:35 11:12:31 11:14:54
Browses Reads local news on Google
Nextdoor site Surrey Live site search for

‘Tesco’

Female, aged 66, ABC1, London

goodrOOD
& O O
20:30:17 20:22:1 18:27:44
Last grocery shop Looks at pasta Returns to
of the day and bakes and pesto Facebook site

checks out dishes on site

11:15:05

Shops on Tesco
across two hours

goodrOOD

17:42:13
Looks at roast
potato recipes

14:44:13
Browses
Facebook for
three minutes

16:42:38
Browses
Facebook site for
15 minutes

Ppa

14:56:14
Returns to

grocery shopping 15:35:08

Looks at
recipes for
EOOdFOOD ' pasta, orzo
and risotto on
site

15:42:29
Returns to
grocery
shopping






Trusted editorial brands fuel discovery In o
an algorithm-based world

Average food & drink topics read per month

Trusted editorial brand visitors

52 topics

Non visitors to trusted editorial brands

28 topics

IPSOS IRIS CUSTOM ANALYSIS
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Targeting passionate food communities o

Average number of food & drink topics per month:
Heavy users

Average Trusted Online Online TV Social media Search
editorial brands newspapers

IPSOS IRIS CUSTOM ANALYSIS



THE go-to for food inspiration; trusted o
editorial brands outperform

Proportion of audience interested in food & drink topics: All users

Trusted
editorial 90% 45% 41% 39% 34% 33%
brands

Non visitors
to trusted
editorial
brands

72% 36% 12% 22% 25% 15%

IPSOS IRIS CUSTOM ANALYSIS

+25% +23% +237% +75% +35% +130%
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Highly targeted opportunities for advertisers PP

Proportion of audience interested in food & drink topics: All users

Trusted
editorial 67% 67% 24% 24% 20% 19%
brands

Non visitors
to trusted
editorial
brands

39% 41% 12% 8% 6% 5%

+71% +63% +97% +193% +220% +246%

IPSOS IRIS CUSTOM ANALYSIS



Intentional connections provide greater impact oRe

Proportion of audience interested in food & drink topics:
Heavy users

Trusted
editorial 73% 74% 31% 32% 28% 28%
brands
Social 63% 63% 23% 23% 18% 18%

Y=lelgely 71% 71% 27% 28% 22% AV

IPSOS IRIS CUSTOM ANALYSIS



Passions + broad reach = scalable impact P

Trusted editorial brands reach by topic

94% . 8.3m
91% - 6.7m
o8% - -
w
>-
36% -
s
85% Bl -
-}
(@)
84% Bl -
(7]
2






Direct link between passions and purchase B

Size and reach of retail sectors among trusted editorial brand
users interested in food & drink

91% 62% 65%
Trusted editorial Grocery / Fast food & Restaurants &

brands Supermarket delivery pubs

IPSOS IRIS CUSTOM ANALYSIS



Context matters: social & search are not the only ppo
options

Reach of retail sectors among trusted editorial brand readers
interested in food & drink

94 % 89% 92%

Trusted editorial Social Search
brands

IPSOS IRIS CUSTOM ANALYSIS
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Visitors to trusted editorial brands are ope
always in-market and looking to buy

% share of journeys where a grocery or supermarket is the next
step in the journey (average - 0.6%)

Trusted
eliJde Il 0.9% ' Social
brands

1in 109 visits 1in 152 visits

Online .
newls- Online

TV
papers

1in 205 visits 1in 278 visits

IPSOS IRIS CUSTOM ANALYSIS



A relevant and engaging experience for
users

Supermarket brands - Engagement by channel users

Average minutes
per month

Trusted editorial brands

63

Non visitors to trusted editorial brands

46 +31%

Average supermarkets
visited per month

Trusted editorial brands

Non visitors to trusted editorial brands

24 +41%

Average days visited
per month

Trusted editorial brands

8.9
Non visitors to trusted editorial brands

6.6 +35%

IPSOS IRIS CUSTOM ANALYSIS

Ppa



Invest more in trusted editorial brands to

drive ROI

Supermarket brands - Engagement by heavy channel users

Average minutes
per month

Trusted editorial brands

84

Social

60 +40%

NS +27%

Average supermarkets
visited per month

Trusted editorial brands

3.9
3.3 +18%

Search

IS 8%

Average days visited
per month

Trusted editorial brands

9.7
8.1 +40%

Search

I 27%

IPSOS IRIS CUSTOM ANALYSIS



Ppa

Content to cart: Trusted editorial brands
drive both consideration and purchase

Supermarket websites - conversion funnel

Trusted editorial Non trusted editorial
brands visitors brands visitors
Food content 0 0
consumers 100% 100%
Visited supermarket 68.2% 524% +30%
online

Checked out 7.7% I 5.4% I +43%

IPSOS IRIS CUSTOM ANALYSIS



Driving higher consideration and conversion

than other channels

Supermarket websites - conversion funnel

Heavy users

Food content
consumers

Visited
supermarket
online

Checked out

Trusted
editorial
brands

100%

76.6%

'

Online
Newspapers

100%

75%

I

Online TV

100%
67.7%

8.I%

Social
Media

100%

69.9%

1o|7%

Search

100%
70.3%

8.I%

IPSOS IRIS CUSTOM ANALYSIS

Ppa



Case study: value of trusted editorial brands to

Tesco

S50%

of heavy trusted editorial
brand readers visit Tesco more
than heavy TV, social or
search users

Heavy trusted editorial brand
visitors spend

27%

longer on the Tesco site and
app than heavy social users

Tesco website - conversion funnel
Heavy users

Trusted Social Search
editorial Media
brands
All interested
in food & drink 100% 100% 100%
Visited
supermarket 31.2% 27.1% 18.7%
online

Checked out 3.1% 3.#% 1.5#%

IPSOS IRIS CUSTOM ANALYSIS

Ppa



Through the
funnel impact

Key steps to purchase helps to ppa
maximise ROI

oo%s  sess
8 Tt 33



Mapping the customer journey to drive
ROI

Customer journey analysed based on click-by-click behaviour

Grocery
conversion

No. steps before 2110 -40 w=mm -11to -20

end of journey

Not necessarily Closer to shop and Immediately before
thinking about open to influence, shop - media will
shop, awareness media is influencing be heavily

stage, media is and offering influencing and

creating inspiration driving decision
awareness making




Trusted editorial brands drive purchase
decisions

Distribution of touchpoints by channel for grocery conversions
All users

Trusted editorial Online
brands Social media Online TV newspapers Search
-40 to -21 38% 54% 54% 48% 44%
-20 to -11 26% 26% 26% 26% 24%
-10to -6 | 14% 12% 11% 14% 14%
-5to-3 | 13% 6% 6% 7% 10%
-2 | 3% 2% 2% 3% 2%
-1 | 6% 1% 1% 3% 5%

IPSOS IRIS CUSTOM ANALYSIS

Ppa



Trusted editorial brands provide inspiration
and drive consideration

Distribution of touchpoints by channel for grocery conversions
All users

-40 to -21

-20 to -11

-10 to -6

-510 -3

-2

-1

Trusted editorial
brands

38%
26%
14%
27%
13%

3%

6%

Social media

54%
26%
12%
18%
6%

2%

1%

Online TV

54%
26%
11%
17%
6%

2%

1%

Online
newspapers

48%
26%
14%
21%
7%

3%

3%

Search
44%
24%
14%
24 %
10%

2%

5%

IPSOS IRIS CUSTOM ANALYSIS

Ppa



Ppa

Trusted editorial content amplifies
conversion

Distribution of touchpoints by channel for grocery conversions
All users

Trusted editorial Online
brands Social media Online TV newspapers Search
-40 to -21 38% 54% 54% 48% 44%
-20 to -11 26% 26% 26% 26% 24%
:
-10to -6 | 14% 12% 11% 14% 14% E
Z
-5 to -3 13% 6% 6% 7% 10% ;
o
-2 | 3% 2% 2% 3% 2% 8
9% 3% 3% 6% 7% %
-1 | 6% 1% 1% 3% 5% =
2
=



A delicious combination:
Advertisers + trusted editorial brands
= RO1I

oo%s svoe
8 S o

PpPa
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Why you should invest more in trusted
editorial brands

Bubble size = conversion phase index

Trusted editorial brands

Search
Online ‘

newspapers . Social
90 ' Online TV

-10% (0)7 10% 20% 30% 40% 50%
Share of 2024 ad revenue

Qo 120

Consideration pha

IPSOS IRIS CUSTOM ANALYSIS, AA/WARC



Can we help you
to target trusted
editorial brands
more effectively?

Yes.

UKOM
Ipsos

Easily activate passion-based audiences
from trusted editorial brands using Ipsos iris

Data you can trust: UKOM endorsed panel at
the heart

High quality accurate audience data
Fully consented and privacy safe

Puts the customer journey central to
strategy, planning and buying

Transparent targeting of audiences based on
people’s actual online behaviour & passions



Do you want a
greater ROI?

Work with us.

Ipsos

Direct integrations with leading
global ad buying platforms, trading
desks, DSPs, DMPs and ad networks

% eyeota )



Craving Conversion: invest more in trusted
editorial brands
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