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which aims at controlling and certifying the Circulation of the Press and 

the Audience figures of different websites, online radio stations, podcasts, 

display ads and various magazine and newspaper brands
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R.O.I. short-term

3,6

R.O.I. short-term

4,2

For every invested euro, 
5,7€ generated in 
additional sales



Contextualize and 

share the best 

practices in the 

market

2

Quantify and prove 

the impact of the 

press on the brand’s 
business

1

Exchange and enrich the 

practices of the market 

players

Why should we 

continue to invest in 

branding via the 

press?

2

What impact does 

the press have on 

online searches?

1

Would it be relevant to 

increase media 

investments to increase 

the volume of brand 

related queries?

3

3
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Number of searches generated by the activation 
of a media lever

Example: breakdown of the number of searches
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Other media

TV

Base

Weight (in %) of a media lever on the number of searches generated 
by the total media activation

= Number of searches generated by the press

Number of searches generated by all 

media channels

PRESS 

CONTRIBUTION

Example  
decomposition 
of the contribution 
by media:
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Brand
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*All the brands that were studied are anonymized

Market leaderFrom the best-selling to the lowest-selling brand in France in 2020 
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