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First-party datais in our DNA
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FT.com subscriptions & paywall introduced

7 years after launching FT.com, the paywall is introduced. The
subscription journey asks users for demographic data.

Digital subscribers surpass circulation

For the first time, digital subscriptions surpass circulation. Think
of all that demographic data!

1 million subscribers

The FT hits its 1 million subscriber target - years earlier than
anticipated.

North star: 2.5mn Global Paying Audience

The FT broadens its aim: 2.5mn subscribers across all group
titles.
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The landscape has shifted

Social media is the main source of
news for over s of people in some
countries.

PROPORTION THAT SAY SOCIAL MEDIA IS THEIR MAIN SOURCE
OF NEWS (2013-2025) - SELECTED COUNTRIES
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US is joining a social-first club that In many European countries and
includes most Latin American and Japan the influence of social media is
African countries plus Philippines, less. Traditional sources brands have
Indonesia, Malaysia and Thailand. been more resilient.

Source: Reuters Institute Digital News Report 2025 | Link

Younger groups are less likely to
access news websites or apps. 22%
of 18-24 year-olds, vs 29% of 35-54
year-olds.

PROPORTION THAT SAY EACH IS THEIR MAIN SOURCE OF
NEWS - BY AGE GROUP - ALL MARKETS
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58% are concerned about what is
real vs what is fake when it comes to
online news.

PROPORTION CONCERNED ABOUT WHAT IS REAL AND FAKE
WHEN IT COMES TO ONLINE NEWS - ALL MARKETS
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https://reutersinstitute.politics.ox.ac.uk/digital-news-project

Trust remains the currency

Established news brands continue to be the most trusted sources for fact-checking. Earlier this year, we published
the Bridging the Trust Gap, a report that explores how trust shapes decision-making, drives brand loyalty, and

influences the bottom line.

PROPORTION THAT SAY THEY WOULD USE EACH IF THEY
WANTED TO CHECK WHETHER SOMETHING WAS FALSE,
MISLEADING, OR FAKE - ALL MARKETS
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Q_fake_verify_1.Imagine you came across something important in the news online that you suspect
may be false, misleading, or fake. If you decided you wanted to check it, where would you usually go?
Please select all that apply. Base: Total samplein all markets = 97,055

Source: Reuters Institute Digital News Report 2025 | Link

Figure 21. Gatekeeper/Controlled content media channels deliver much
higher levels than UGC sites and platforms

Q. Please rate the level of trust you have in the following media channels.
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Source: Bridging the trust gap, FT Research | Link
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https://reutersinstitute.politics.ox.ac.uk/digital-news-project
https://commercial.ft.com/campaigns/ft-ipa-trust-research-download/#contact-form
https://commercial.ft.com/campaigns/ft-ipa-trust-research-download/

Making the most of our data

FT custom segments
manually created using
keywords and IAB topics

Third-party

Natural language Relevant segments are Content is categorised /
processing scans content matched available for targeting

Natural language Relevant FT topics are Manual editorial Content is categorised /
processing scans content matched categorisation check available for targeting

FT's proprietary content
: taxonomy maintained by

First-party editorial
context :

Model learns based on editorial's acceptance/rejection of suggested categorisation



Making the most of our data

4 AskT FINANCIAL TIMES & MyAccount

WORLD UK COMPANIES TECH MARKETS CLIMATE OPINION LEX WORK&GCAREERS LIFE&ARTS HTSI FT Digital Edition Portfolio myFT

Google LLC (+ AddtomyFT

Google shares jump after judge refrains from
ak up
3rd party Se————————— - o T-14 4
Business S— =
Legal issues s Tk e Pereon Stefons Paims
Topic US finandial regulation Person Stephen Morris
Technology and computing

PublicCompany Alphabet Inc
Web search

The browser nmi‘"iﬂl Google LLC :
| built to be yours Organisation US Department of Justice

Organisation Google LLC Location US
Topic Companies
Topic Finandial & markets regulation
Topic Markets
Topic Technology
Topic World

or legal challenge for Google given that it handles about 90% of online queries © ClassifiedBy _

Genre News Topic Artificial intelligence
PublicCompany Apple Inc
Organisation Nasdaq 100
Organisation OpenAl
Organisation US Government
Organisation Wedbush Morgan Securities
Person Dan Ives
Person Gail Slater




Making the most of our data
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Apple Inc Add tomyFT

Apple launches skinny iPhone as it holds prices

FINANCIAL TIMES & MyAccount

FT Digital Edition Portfolio myFT

3rd party

Business

Smartphone

Technology and computing

Ccosts

SP——————————— I () 0T 191)

Artificial Person Michael Acton
Mobile devices
Technology sector
Trump tariffs
US companies
Topic iPhone
PublicCompany Apple Inc
Person Tim Cook

PublicCompany Apple Inc Location US
opic Companies
Topic Economy
Topic Global Economy
Topic Global trade
Topic Technology
Topic Trade disputes
Topic US economy
Topic US trade
Topic World

Cucusstosy ——————— Pemtiom
Genre News Location China

Location Cupertino

Topic US-China trade dispute

PublicCompany Morgan Stanley

later this month at a starting price of $999 © Godofredo A. Vasquez/AP

PublicCompany Samsung Electronics Co Ltd
Organisation Google LLC
Organisation Huawei Technologies
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Putting 1st party context to the test

@ Testing for accuracy is hard!

We consistently saw that using first party contextual tags were more
accurate and offered larger scale than our legacy approach.

Editorial vs 3rd party scale

Gains in partner content, CTR, attention and recall

We carried out a series of A/B tests with several partners, ensuring a
spread across sectors. From this, we saw:
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The FT's article metadata

Article & metadata

FINANCIAL TIMES

Topic Technology sector

Topic US companies

Topic US finandial regulation
PublicCompany Alphabet Inc
Organisation Google LLC
Organisation US Department of Justice

.

Reporting

Data ingestion

Planning

FT



Operationalising metadata

m Content planning

Investigate related topics, articles and

audiences related to one or many topics.

Keyword blocklist scale
N estimates

Scan client-supplied blocklists and
estimate the volume and type of inventory
that would be lost.

+
*¢ Whitespace analysis

Find areas of content that are
underserved, or find trending topics and
ride the wave.
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Identifies top
topics for smarter
targeting.

Recovers content
wrongly blocked by
third-party tools.

FINANCIAL
FT TIMES

Consultative
Tools

Increased
Reach

Al categorisation
Human-in-the reviewegd by

-Loop Al newsroom editors.

FT TARGET

First Party
Context

Unmatched
Relevance

Enhanced
Engagement

Targets 700+
FT-specific topics
with precision.

Boosts CTR by up
to 50% for
content drivers.




Results

Revenue Uplift i Campaign Engagement i Unlocked Valuable Content
15% uplift in revenue per e 50% increaseinCTR Up to 70% previously
campaign for campaigns for branded content blocked content unlocked
with First Party Context trafficdrivers by analysis of Keyword

& e 5.5%increasein Blocklists
partner content scroll

depth post-click
e 17% increasein

attention (universal
interaction rate)
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Why this matters beyond the FT

For publishers For advertisers For audiences

Move beyond subscriptions and Privacy-first # performance loss. Better ad experiences:

zggd( SV U I DS PE Context + first-party = stronger Relevant, uncluttered, and trusted.
’ outcomes.

“94% of consumers prefer contextually-relevant ads over those based on

browsing history” FT

1. ExchangeWire | GumGum Study: 94% of Consumers Across the US, UK & Canada Prefer Contextual Ads Over Identity-Based Ads | Link
2.1AS | Undercover Context: Driving consumer engagement through non-obvious contextual links | Link


https://www.exchangewire.com/blog/2025/02/20/gumgum-study-94-of-consumers-across-the-us-uk-canada-prefer-contextual-ads-over-identity-based-ads
https://integralads.com/insider/undercover-context-research/

What'’s next for FT Target?

Age Inferrer

Salary Inferrer

Enhanced
O/D timication &
IhS'ng te

Campa/‘gn
Planning Toole
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First-party data + context
= sustainable revenue

1| Heritage @ Performance

9 Trust ¢» Impact




