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Unlock the quality advantage

The value of trusted editorial brands

@A

Trust Brand safety Engaged Value creation
audiences & results



Why quality
pays

74%

MORE RELEVANT

Is important to me personally

70% 69%

64% 60%

MORE INFORMING OF THEIR WORLD

Helps me understand what's going on in the
world

83%
73% 73% 8%
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MORE ACCURATE
Is accurate
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MORE ENGAGING
Has depth of content not found elsewhere
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Trusted editorial leads to influence

83%

Is trustworthy

PpPa

79%

Helps me make up my mind

OFCOM




The ‘halo’ effect: increasing brand credibility
through quality association
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“Ads fit well with the content”
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19%

MAGAZINE
BRANDS

NEWSPAPER
BRANDS
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“I’'d miss the ads if they
weren’t there”
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TV MAGAZINE
BRANDS

NEWSPAPER
BRANDS

“Ads are relevant to me”
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TV MAGAZINE WEBSITES
BRANDS WHEN
BROWSING
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From passion to purchase: Put high value
context on the plan

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%

PPA MAGNETIC CRAVING CONVERSION:

FROM CONTENT TO CART
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FUTURE CAMPAIGN EFFECT STUDIES 21-23

AWARENESS

74%

exposed to
brands in print

campaigns
recalled seeing

the brand

CONSIDERATION

+24 %

Brands achieve
considerably
higher
consideration
uplift after print
campaigns

ADVOCACY

+28%

Brands also
achieve much
higher

recommendation

after print
campaigns

Advertising
with us
Influences the
whole journey



Prioritise quality over quantity to close the o
sale

Distribution of touchpoints by channel for grocery conversions
All users

Trusted editorial Online
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FROM CONTENT TO CART
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+60% +60%

+40%

Positive
environments
deliver

HEARST + THEOBALDS ROAD CONSULTING +

BOURNEMOUTH UNIVERSITY

BRAND BRAND LIKELIHOOD TO
CONSIDERATION FAVOURABILITY PURCHASE
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Context Is a conversion accelerant - propelling
buyers from inspiration to purchase

Supermarket websites - conversion funnel

Checked out 1.7% I 5.4% I +43%

Trusted editorial Non trusted editorial
brands visitors brands visitors
.
O
Food content 0 o &
consumers 100 7 100 %0 %
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FROM CONTENT TO CART
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Next: Autumn/Winter Taylor & Colledge

Transform your
brand into an
action brand

Pandora: milestones to personal me-stones Hendrick’s Gin: Feeling Curious? Very: Joyful Style Jump Start

See case studies of leading brands who have grown
awareness, increased consideration and driven sales
through trusted editorial here


https://magnetic.media/case-studies

Return on quality: a proven profit driver

) lad) (€)

SPEND FULL PROFIT VOLUME FULL PROFIT
ROI

3.3% 4.8% £6.536
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The quality shift: unlock ROI through trusted oo
editorial brands

Bubble size = conversion phase index

160
Trusted editorial brands

Search
Online
newspapers . Social

Share of 2024 ad revenue

PPA MAGNETIC CRAVING CONVERSION:
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Invest in the quality advantage

The measurable value that trusted editorial brands deliver

@A

The quality Truly safe, Meaningful Proven results
‘halo-effect’”  positive spaces customer
connections
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