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The Journey
Oversupply

100 bn
units per day

Source: Comscore estimates



The Journey
Fraud



The Journey
Viewability



Leading the FT to innovate towards….

• Transparency

• Accountability

• Outcome-orientated

Resulting in a new way to buy FT media: Cost Per Hour (CpH)

- For branding campaigns

- Impressions viewable for at least 5 seconds

- Other impressions are counted but not invoiced

- Optimizing to time in view (not clicks, etc)



We’re asking advertisers:
“Would you rather buy this…”“…Or this?”



Today’s Agenda

1 The Journey

2 Beta trial results for FT advertisers

3
What it means for the FT – sales, ops, 

dev & editorial

4 The Future



CPM CpH

Time in hours 2545 3054

Brand X campaign time in hours



CPM at 100% viewable Cph

User exposure time per ad
served (secs)

14 19

User exposure time per ad served (secs)



SBDM Elite Group Detail

Business Position Sum of total time (hours) Unique Users

Chairman / CEO / President 137 8742

Other C level 693 3862

Owner / Partner 266 15938

VP / Director 261 19199

Exec Mgmt. (MD etc.) 95 5698

Top line delivery stats
Time delivered and Users Exposed

• Lifetime exposure per user: 60 Seconds

• Exposed unique users: 111,626

• Total time in front of C-levels: 830 Hours

• Users exposed to more than one Creative: 31,000



Effect of CpH campaign on Brand Attributes
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Benefits for Financial Times

• Moving the conversation from quantity to quality/transparency

• Working to 100% viewable standard

• Richer reporting and more campaign insights

• Shifted internal conversations to Attention

• Sales is selling it

• Ops is optimizing towards it
• Dev/design is working towards capturing it

• Editorial is writing with attention in mind – good content wins out









Content area one

Context 
three

Audience 
two
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The Future

• Cross-platform rollout

• Programmatic?

• Tailored offerings for different objectives

• Providing focus for ad product developments (lazy load, sticky)

• Continued education of clients and agencies



Questions?

Brendan Spain

Financial Times

+1 (917) 794-8524

brendan.spain@ft.com

@spanishbrendan


