
Scalable social ad tech solutions, tailor-made

How to scale 
Facebook Ads 
to boost a media?
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Hearst is one of the largest diversified 
international media, information and 
technology companies. Its major 
interests include ownership in cable 
television, majority ownership of global 
ratings agency, group of medical 

information, newspapers and magazines 
around the world. In Italy, Hearst 
Magazines is among the leaders for 
press distribution with very famous 
brands such as Elle, Marie Claire or 
Cosmopolitan.
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Hearst was already using Facebook as one of their key traffic 
generators for their websites. But the use of Facebook advertising 
was not optimal and their account manager at Facebook advised 
them to get the expertise of one of their official partners.

Experts

TEAM 
Hearst decided to work 

with MakeMeReach, 
because the promise was not only 

to scale their ad campaigns 
but also to custom them 

with Hearst’s core business data, 
and to have experts guiding 

the Hearst team step by step. 

Why did Hearst choose 
to work with a Facebook 
Marketing Partner?

Long-term

GOAL
The first focus for MakeMeReach 
was to help Hearst team better 

structure and optimize their existing 
campaigns. But the main 

and long-term goal was to use 
Facebook ads to promote 

new goals and new company 
objectives, and especially to boost 

the magazines’ subscriptions.
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Scale
THE AUDIENCE 
MakeMeReach helped Hearst to move 
from a narrow target audience 
to a broad audience. This new way 
of targeting helped in reaching 
new people and increase the number 
of subscriptions. 

Scale
THE INVESTMENT 
Hearst Facebook investment scaled 
x3 since they started working 
with MakeMeReach. This increase did 
not happen in one day. MakeMeReach 
and Hearst worked hand in hand to test 
new approaches and confirm where 
to allocate budget. Thanks to 
their campaigns’ very good results, 
Hearst Italia was able to scale 
its investment.

Scale
THE CONVERSION 
EVENTS 
OPTIMIZATION 
To better track their results, Hearst also 
needed to enlarge the conversion 
window of their campaigns by passing 
more conversion events to Facebook. 
Providing Facebook with more data 
enables the algorithm to better 
optimize towards the conversion 
events.

“It’s all about
 SCALE!”
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Now, the brand can leverage 
all the contents it has in the magazines, 
and create campaigns in a minute 
to promote magazine subscriptions, 
but indirectly. 

It’s much more efficient to talk about 
the last collection of Gucci or the last 
trend from Armani to promote the Elle 
magazine rather than just pushing sales 
on the magazine subscription itself. 

Scale
THE CREATIVES 
MANAGEMENT 
Without the MakeMeReach creatives library, it was 
quite difficult for Hearst to create multiple campaigns 
using different creatives. Thus, they were focusing 
all their previous campaigns on the subscription 
and the prices for each magazine.
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Scaling would not have been possible without outstanding results. 
First, Hearst wanted to be convinced that MakeMeReach could help them decrease 
their costs and increase their ROI before investing more. 

ACHIEVE 
outstanding
results

-26%
CPL IN 4 MONTHS

+443%
MAGAZINE SUBSCRIPTIONS

+87%
 ROI 

The CPL was the first impressive metric 
evolution: it reduces on average -26% 
in just 4 months! (-26% = December 
2016 average CPL compared with 
January-March average CPL).

The investments on magazine 
subscription campaigns 
increased by 2 proving that the ROI 
on this type of campaigns is already 
very satisfying.

And the most impactful metric for Hearst is probably 
the number of magazine subscriptions that increased 

by +443% in just 4 months! 
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To attract more subscribers, Hearst knows that content is key. People are not only 
interested by discounts on the magazine subscription but they also need to be 
convinced that what they will find in the magazine is relevant to them. 

That’s the reason why Hearst is working more and more on contextualized 
campaigns. For the Milan Design Week, Hearst focused its acquisition campaigns for 
Elle Décor on this specific event, making a time limited offer only during the “Salone 
del Mobile di Milano”.

Carlotta Frigerio, 
Web Marketing Specialist at Hearst Magazines Italia

“With MakeMeReach, we were able to quickly outperform our campaigns thanks to all 
the optimization tools it offers. Yet, this fast scale would not have been possible without 
the MakeMeReach team who provides us with both its expertise and its support in the 
management of our campaigns. Our next big initiative will be content and we are convinced 
that MakeMeReach will be an asset in achieving this milestone, both as a tool and as a team.”

NEXT CHALLENGE 
Focus 
on content


