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Welcome

Welcome to the first-ever digital breakdown of the FT’s
biennial reader survey. Nearly 12,000 readers completed
a 20-minute questionnaire, answering queries about
who they are, what they do and why they read the
Financial Times.
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e Drawn from a broad representation of FT readership

across all platforms, the results show both continuity
and underlying change

e The average reader age remains at 49 years old, as it was
in the 2022 survey, but the profile of younger readers is
more global, more female and more finance-focused
than older peers

e Across the generations, however, there is broad
agreement: more than 90 per cent of readers value the
FT’s global perspective and, for nearly three quarters of

the brand’s audience, it is their most trusted news source and what they read.
\_ /L J

Read on for a fascinating insight into your
fellow readers: who they are, what they earn
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The average FT reader is 49 years old with an average household income
of £239k, up from £221k in 2022. Women make up 21 per cent ofthe FT’s
readership (32 per cent of those under 25 years old) and the audience is
spread widely across the planet.

21% of the FT’°s readership are women

49% is the average age of a FT reader

£239k is the average household income
\_
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4 )
32 per cent of FT readers are high-net-worth individuals (HNWIs)
with liquid assets over £1mn, and @ per cent are UHNWIs with liquid
assets over £5mn.
\_ /
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of FT readers are of FT readers are
N\ O\ J
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Almost one-third of readers are C-Suite and over half are business
decision makers. Globally, 29 per cent of readers work in finance
(rising to 44 per cent among the FT’s Gen Z readers), but no single
sector dominates the audience.

-
29% of FT readers are C-Suite
56% of FT readers are business decision makers
29% of FT readers work in finance
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C-suite

. Financial

30%

. Professional services

19%

IT/technical services

7%

General services
8%
Manufacturing/engineering

18%

Governmental/NGOs

11%

. Other
8%

N /
4 )
Non C-suite
. Financial General services . Other
29% 5% 6%
. Professional services Manufacturing/engineering
15% 14%
IT/technical services Governmental/NGOs
10% 21%
- J

The FT Reader - Data

UOI1EAIIOIN Juswebebu] aJl1/>410M\ 9|1Jo1d

9oua.9)8.d

11



/

Age Range -25

B Financial 44%

I Professional services 17%
IT/technical services 9%

General services 3%

Governmental/NGOs 13%
B Other 5%

Manufacturing/engineering 9%

/

Age Range 25-44

B Financial 31%

) Professional services 16%
IT/technical services 11%
General services 5%
Manufacturing/engineering 15%

Governmental/NGOs 16%

N\
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Age Range 45-64

B Financial 29%

0 Professional services 16%
IT/technical services 8%

General services 7%

Governmental/NGOs 19%
B Other7°%

o

Manufacturing/engineering 16%

/

B Other 6%

%
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Age Range 65+

B Financial 19%

0 Professional services 20%
IT/technical services 6%
General services 6%
Manufacturing/engineering 16%

Governmental/NGOs 23%
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work for an international company, and 50 per cent work for an SME.

<
-

Medium company Large company C-Suite Decision-maker

Small company
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41 per cent of all readers have published an article, paper or book. The
same percentage have been interviewed for television, radio or the
press, and one in five has lobbied or advised members of government.
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30%

have set up a new
company

41%

have published an article,
paper or book

41%

have been interviewed
on TV, radio, or press

o

20%

have lobbied or advised
members of government
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C-suite

Non C-suite

o

Addressed a conference or public meeting

Been interviewed by TV, radio or press

Had an article, paper or book published

Been invited to be a keynote
speaker at a conference/event

Set up a new company

Sat on/ led an industry or
professional committee

Set up company policy

Been a company spokesperson

Organised/hosted corporate or
non-profit fundraising events

Lobbied or advised members of government

Been asked for advice/opinion
when considering a luxury purchase

Founded and sold a company
within the past 5 years

G

70%

59%

50%

49%

61%

43%

31%

40%

30%

29%

32%

14%

G

G

50%

36%

39%

26%

22%

25%

21%

17%

17%

18%

16%

3%
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Key audience insight 1

.

The FT'sreadership is
constantly renewing itself

Since the last reader survey in 2022, the average age of the FT
reader has remained constant at 49 years old, suggesting that a
new cohort of younger readers are discovering the brand and
replacing an older, more homogenised generation of readers.
Among readers under 34 (22 per cent of all respondents) there is a
marked demographic shift when compared to older cohorts.
Women make up 28 per cent of these younger readers (as opposed
to being 17 per cent of readers 65+) and the Anglo-American cohort
shrinks from 71% of all readers to 57 per cent of readers under 34,
with 16 percent coming from APAC and 27 percent coming from
CEMEA.

Younger readers also engage with FT content differently - for
instance, 62 per cent of FT readers under 25 prefer FT podcasts
over other digital products, compared to just 16 per cent of readers
aged 65 and over.

The FT Reader - Insights

287

Women make up 28 per cent of younger readers
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FT print readers are long-standing and engaged: across all ages, readers
have been consuming Financial Times content for an average of 12 years,
with 77 per cent reading the paper Monday-Friday. They read widely,
averaging 35 minutes a day during the week, and 52 minutes at the
weekend (up from 46.4 minutes in 2022).

oJ11/310M
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4 )
years is the average length of time readers
have consumed FT content
77
0
of FT readers read the paper Monday-Friday
g J

-
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FT Weekend

average minutes per weekend
reading FT Weekend

(up from 46.4 min in 2022)

FT Mon-Fri

average minutes spent
reading the newspaper
each weekday
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, of Mon-Frireaders call the FT read FT Weekend at of FT Weekend readers call the FT z
read FT Mon-Fri , . S
their most trusted news source least monthly their most trusted news source 3
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70% 78% 79%
E
C_Dh
, of Mon-Frireaders call the FT read FT Weekend at of FT Weekend readers call the FT 2
read FT Mon-Fri , , 3
their most trusted news source least monthly their most trusted news source
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C-Suite Non C-Suite

o
5

~

N \\

=
0 0 0 )
83% 80% 77%
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Of all readers, 73 per cent access FT.com orthe FT App at least once a
week, but there is considerable variation across industries. 84 per cent
of those working in the fast-moving financial sector frequently access
one of the brand’s different digital platforms.

\_
4 N

847

of finance professionals
frequently use FT digital
platforms

137

access FT.com or
the FT App at least
once a week

N AN
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59%

of readers access one of the FT°s many digital products at least once a
week, with 30 per cent reading one of the newsletters and 31 per cent of
readers listening to at least one of the podcasts. This figure jumps to 52
per cent among millennials and Gen Z.

~

-

30%

read one of the FT newsletters

31%

listen to at least one FT podcast

52%

of millennials and Gen Z listen to FT podcasts

The FT Reader - Data
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! United Kingdom )
View on website or app . ZZ Gk
Access Digital Edition weekly W/////////% 54%
View on app W//////////% 51%

My FT N w
Listen to FT podcasts -7//////////////////% 29%

. Read FT newsletters W 28% )

4 )
CEMEA
View on website or app m 81%
Access Digital Edition weekly _W 62%
View on app w 61%

My FT NN %
Listen to FT podcasts -%/////////////% 39%
i Read FT newsletters -%///////////////% 33% )
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Americas
View on website or app . ZEEY
Access Digital Edition weekly _W 56%
View on app _W 50%
My FT N w
Listen to FT podcasts -%/////////////////% 27%

. Read FT newsletters W 28% )

4 )
APAC
View on website or app 7 84%
Access Digital Edition weekly w 71%
View on app MR
My FT E N s
Listen to FT podcasts -%///////////////% 33%

i Read FT newsletters -W//% 34% )

a|1401

oJ11/310M

2
2

23






Unsurprisingly, the brand’s global audience comes for its global
perspective, with 92 per cent citing it as one of the reasons they read

the FT. And the FT’s reputation as a world authority on economic matters
remains undimmed: 88 per cent of readers enjoy its coverage of the
finance sector.

/

: )
92% read the FT for its global perspective
8 8% enjoy the FT’s finance sector coverage

b /
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—_———————————————————————————0® 95Y% Learn about or discover something interesting
—————————— @ §7% Stay abreast of business developments

—————————————————— @ §85% Savetimeby reading a trusted source

Learn about/ educate myself about subjects
that will assist me professionally

—_———————— 0 76% Make smarter, more informed decisions

—_— 0 /8%

——————————————————— @ 74% Getalerted to changes in the market
————————— 0@ 73% Identify emerging risks and opportunities
————————— 0 73% Have informed discussions with clients/colleagues
————————————————————————0® 72% Understand the latest technology trends

— @ 066% Better understand client businesses/industries

—® 51% Make investment decisions
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47

say the FT is their most
trusted news source

The FT Reader - Data

Nearly three quarters of all readers (74 per cent) say the FT is their most
trusted news source. 56 per cent agreed with the statement: “l believe
anything written in the FT to be important,” rising to 60 per cent among
C-suites. And while a quarter of readers say they trust branded content
appearing within the FT, this number increases to more than one-third
(37 per cent) for Gen Z.

\_

60%

of C-suite readers believe
that anything written in the
FT is important

37%

of Gen Z readers trust the
FT’°s branded content
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Key audience insight 2
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.

FT readers use its coverage
to stay competitive

From younger executives through to captains of industry, readers of
all stripes recognise that the FT gives them a business advantage. 88
per cent of millennial and Gen Z readers read the FT to educate
themselves about subjects that will assist them professionally. And
92 per cent of C-suite readers say the FT helps them to stay abreast
of business developments.

Overall, 66 per cent of respondents read the FT to better understand
their clients’ businesses and industries, a form of research that is
particularly popular among those working in IT and technical services
(73 per cent). When it comes to making investment decisions, 51 per
cent of respondents said that reading the FT helped inform their
choices, a figure that rose to 59 per cent among readers who work as
institutional investors or in wealth management. And although
readers under 25 have on average been reading the FT for 3 years, 76
per cent agree that the FT is their most trusted media source.

-

The FT Reader - Insights

3887

of millennial and Gen Z readers read the FT to
educate themselves about subjects that will
assist them professionally.
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The FT’s coverage of world news is the most-read aspect of its offering, with
82 per cent of respondents regularly consuming it. But there is great interest §
in the full breadth of its coverage. More than half of respondents regularly ZE
read the FT’s opinion pages (51 per cent). And 46 per cent read the Life & Arts :
section, a figure that jumps to 59 per cent among readers over 55 years old.
N < m
r N &
3
8 4% of C-suite readers regularly read the FT’°s world news coverage
s
56% of readers with £5600k+ income regularly read the FT’s opinion pages S
46% regularly read the Life & Arts section %
\_ /
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Key audience insight 3

The FT audience reads
beyond the front page

Given that 74 per cent of respondents agree that the FT is their
most trusted news source, it’s unsurprising that world news is, by
some way, is the most regularly read content (82 per cent). The FT’s
coverage of technology is also popular — read regularly by 48 per
cent of readers; its opinion pieces are similarly sought after, by 51
per cent. Interestingly, there is remarkable consistency in
preferences across regions, ages and genders, with the odd
occasionally unexpected variation.

Counterintuitively, the FT’s coverage of the climate is more widely
read by those over 65 (41 per cent) than it is among millennials and
Gen Z (32 per cent). 69 per cent of FT readers are international
business travellers, so it is less surprising that a significant chunk of
readers (41 per cent) enjoy the coverage of luxury travel, a figure
that rises to 64 per cent among those with a household income
above £500Kk.

.

-

The FT Reader - Insights
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The FT’s coverage of technology is also popular
— read regularly by 48 per cent of readers.
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L.earn more

Beyond the increasing diversity of the FT’s audience, and the
influence and business clout of its readers, one of the
surprises of the 2024 reader survey was the volume of
responses. Some 11,934 readers completed the survey (an 11
per centincrease on 2022), reflecting the brand’s rapidly
growing audience. Since 2010, the FT’s total paid-for
circulation, encompassing both digital and print, has grown
from 579,763 t0 1,421,377 today.

Ultimately, there is no such thing as a typical FT reader. Our
audience is as dynamic and diverse as the world we cover.

Now you know about the profile of the FT readership, find
out what they think in the FT Audience Barometer, our
quarterly insight into readers’ opinions on everything from
the state of the global economy to the future of democracy.

N
@ : :

For more information about the survey,
_ please email: research@ft.com
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