


There are many reasons why you should choose the Telegraph. 
The global strength of our brand. Our affluent, loyal, influential and 
elusive audience. Our trusted and award-winning content. 
Our innovative platforms...

However, there is one reason that is hard to ignore. It is the reason 
why hundreds of brands turn to us every day for their campaigns. 
It is because the Telegraph works.

Use the index on the next page to see feedback from our clients and agency 
customers, results from our recent campaigns and four video case studies.
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The Telegraph’s campaign ticked all 
the boxes for us – a big audience, 
great idea, beautiful creative, 
impeccable delivery, great results 
and an enjoyable journey on the way.

Lisa O’Beirne, Director of Brand 
Communications, John Lewis Home



The Telegraph works for me 
because they get me what I want 
when I want it; they have ideas when 
we need ideas; they have solutions 
when we have problems; and 
they're really nice people. 

Neil Ivey, Director, MediaCom



From the outset, the Telegraph 
demonstrated a commitment to the 
project and the capability to meet 
the demands of my team and the 
professional standards of our 
organisation.

James Farrar, Head of Marketing, 
UK Commercial Banking, HSBC



The Telegraph showed true 
understanding of the brief and gave 
real energy to our campaign for 
BMW. That’s why we absolutely loved 
it and that’s why we bought it

Tony Giordani, Associate Director, 
Media Solutions, Vizeum UK



The Telegraph leads the way in 
delivering upmarket, high-end 
fashion magazines in a sophisticated 
and intelligent way. They find a niche 
and launch into unchartered waters 
— ST Kids is an example of this.

Paola Carlotta, Commercial Director, 
Dolce and Gabanna



The results of the Gordon’s 
campaign were fantastic. It’s a 
testament to everyone involved that 
we managed to distribute over a 
million copies of The Friday each 
week. And, crucially the sales in off-
trade over the period rose as well.

Jessica Evans, Media Manager, Carat



Telegraph works for me because 
they put our clients at the heart of
our conversations, they listen better 
than anyone and act in an
intelligent, efficient manner.

Chris Amor, OMD



Telegraph works for me because 
they are efficient, proactive and they
understand our business needs as 
well as those of our clients.

Dominic Williams, Carat



We couldn’t have hoped for a better 
solution. The Friday was a highly 
innovative idea that allowed us to 
create a new gin association that 
truly connected with our target 
customers.

Alex Smith, Marketing Manager, Gordon’s



We felt really proud of the 
Telegraph’s John Lewis campaign. 
It was truly innovative. It had a truly 
multichannel approach and it was a 
great success,  as demonstrated by 
the uplift in home categories.

Emma Norris, Account Director, Manning 
Gottlieb OMD
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