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Magne&c’s	  purpose	  	  

To	  champion	  the	  power	  and	  vitality	  of	  magazine	  
media,	  in	  all	  it’s	  forms	  to	  the	  media,	  adver&sing	  and	  
marke&ng	  community	  



Today	  

What	  we’ve	  learnt	  
What	  we’ve	  done	  
10	  reasons	  to	  believe	  	  



Our changing 
 landscape 



ABen&on	  is	  
changing	  

Anxiety	  is	  
increasing	  

Ad	  	  
recep&vity	  
	  is	  declining	  





The	  baBle	  	  
for	  aBen&on	  



 

“The kind of  rapid,  cont inual  shi f t ing we do with 

mult i tasking causes the brain to burn through fuel  

so quickly that  we feel  exhausted and disor iented 

af ter  even a short  t ime. We’ve l i teral ly depleted 

the nutr ients in our brain.  This leads to 

compromises in both cogni t ive and physical  

performance. Among other th ings,  repeated task 

switching leads to anxiety,  which raises levels of  

the stress hormone cort isol  in the brain.”  



ADVERTISING	  RECEPTIVITY	  

Only	  7%	  of	  brands	  would	  be	  missed	  if	  they	  disappeared	  
overnight	  

Source:	  Havas	  Meaningful	  Brands	  	  



	  
	  

Professional	  edited,	  
original	  content	  that	  drives	  

ac&on	  



10	  reasons	  to	  believe	  Magazine	  media	  is	  essen&al	  

	  	  



1	  
	  

MAGAZINE	  CONTENT	  UNIQUELY	  
SATISFIES	  PLEASURE	  AND	  
PURPOSE,	  THE	  DRIVERS	  OF	  

WELLBEING	  
AND	  HAPPINESS	  



	  	  

‘We	  pay	  more	  a+en-on	  to	  the	  things	  that	  make	  
	  us	  happy’	  
	  
‘Happiness	  is	  about	  balance	  of	  pleasure	  and	  purpose	  
	  over	  -me’	  
	  
PAUL	  DOLAN	  
PROF	  OF	  BEHAVIOURAL	  SCIENCE	  AT	  LSE	  



Pleasure	  
‘Reward’	  

Purpose	  
‘Informa&on’	  

	  
	  

70%	  of	  all	  magazine	  moments	  



+5%	  

MILLENIALS	   GENERATION	  X	   BABY	  BOOMERS	  

Source:	  Moments	  that	  MaBer	  2015	  	  	  

+12%	   +1%	  



Magazine moments matter 



2.	  	  
	  

THIS	  CREATES	  A	  	  
MORE	  RECEPTIVE	  AUDIENCE	  
AND	  MORE	  WELCOMING	  

ENVIRONMENT	  FOR	  
ADVERTISING	  



Source:	  ACP	  The	  Science	  of	  Love	  	  

H u m a n s  a r e  h a r d  w i r e d  t o  e n g a g e  m o r e  
d e e p l y  w i t h  p o s i t i v e  e x p e r i e n c e s  
 
 
 
 
E m o t i o n s  a n d  m e m o r i e s  a r e  i n e x o r a b l y  
l i n k e d  
 
 
 





Source:	  ACP	  	  Science	  of	  Love	  2011	  	  

	  

110%	  

88%	  

emo&onal	  intensity	  	  

memory	  encoding	  

In	  a	  neuroscience	  study	  by	  
ACP,	  respondents	  showed	  an	  
upli`	  in	  emo&onal	  intensity	  
110%	  higher	  than	  the	  average	  
for	  all	  other	  media,	  and	  an	  
upli`	  in	  memory	  encoding	  
88%	  higher	  than	  the	  average	  

for	  all	  other	  media	  



42% 80% 6% 

Moments tthat Matter 2015 

Join the Dots 

On a scale of 1-5 where 5 is full undivided attention and 1 is no 
attention at all, how much attention do you pay to each of the 

following?  

Website TV 
Magazine 

A d v e r t i s i n g  d o e s n ’ t  

d i s t r a c t  f r o m  t h e  
c o n t e n t  e x p e r i e n c e  



4.	  
	  

THE	  QUALITY	  OF	  ATTENTION	  
AND	  ENGAGEMENT	  TO	  ADVERTISING	  
IN	  	  OUR	  DIGITAL	  ENVIRONMENTS	  
FAR	  OUTPERFORMS	  INDUSTRY	  

AVERAGES	  	  



	   	  INTERACTION	  RATE	  

18%	   30%	  
	  	  	  	  	  	  	  INTERACTION	  TIME	  

Source:	  Moat	  



Magazine	  brands	  online	  deliver	  a	  stronger	  impact	  on	  brand	  KPI’s	  
	  

Magazine	  digital	  n=12	  Non-‐Magazine	  Digital	  n=26	  

0 

0.02 

0.04 

0.06 

0.08 

0.1 

0.12 

Magazine	  brands	  online	   Other	  digital	  environments	  

41%	  Average	  media	  
KPI	  contribu&on	  



5.	  
	  

WHEN	  OUR	  DIGITAL	  
ENVIRONMENTS	  ARE	  

COMBINED	  WITH	  	  PRINT	  
CAMPAIGNS	  ARE	  OVER	  
TWICE	  AS	  EFFECTIVE	  

	  



0	  

0.02	  

0.04	  

0.06	  

0.08	  

0.1	  

0.12	  

0.14	  

0.16	  

0.18	  

Campaigns	  with	  magazine	  print	  &	  digital	  are	  twice	  as	  impacgul	  on	  
brand	  KPI’s	  as	  print	  alone	  

54%	  

Campaigns	  with	  dig	  &	  print	  N=10	  –	  Magazines	  with	  print	  only	  N=	  29	  

Campaigns	  with	  digital	  mag	  &	  print	   Campaigns	  with	  print	  mag	  only	  

Average	  media	  
KPI	  contribu&on	  



6.	  
	  

	  WE	  HAVE	  MORE	  	  
INFLUENCE	  THAN	  	  
THE	  INFLUENCERS!	  



Owned	  
Earned	  

24K	  

6.5K	  3K	  

3K	  MAG 

Across	  February’s	  LFW,	  top	  magazine	  brands	  aBracted	  4x	  the	  level	  of	  
earned	  engagement	  (replies/likes/retweets)	  compared	  to	  top	  Bloggers	  

*Data	  based	  on	  a	  comparison	  of	  the	  top	  50	  magazine	  brands	  vs	  top	  50	  fashion	  bloggers	  Source:	  2CV	  



7.	  
	  

MAGAZINE	  MEDIA	  MOVES	  
THE	  MOST	  DIFFICULT	  AND	  
MOST	  IMPORTANT	  BRAND	  

METRIC-‐	  RELEVANCY	  



PRESTIGE	  

KNOWLEDGE	  PRESENCE	  

TRUST	  
QUALITY	  

RELEVANCE	  

HARD	   EASY	  



Magazine	  Brands	   TV	   Social	  

1.	   2.	   3.	  



8.	  	  
	  

MAGAZINES	  OFFER	  THE	  	  
MOST	  COST	  EFFECTIVE	  

WAY	  TO	  BUILD	  A	  	  
BRAND	  LONG	  TERM	  

	  



Source: Magnetic/Millward Brown:  Primed for Purchase 2015 

+ 2% 

Magazines 

+ 2.1% 

TV 

+ 1.5% 

Newspapers 

+ 1.3% 

Radio 

+ 0.5% 

Online Display 

S A L I E N C E  

A c r o s s  8 7  c a m p a i g n s  T V  a n d  M a g a z i n e s  h a v e  t h e  
s t r o n g e s t  i m p a c t  o n  t h e  s a l i e n c e  d i m e n s i o n  -  t h e  

a b i l i t y  t o  c r e a t e  t o p  o f  m i n d  a w a r e n e s s  w i t h  c o n s u m e r s  



M E A N I N G F U L 

N e w s p a p e r s  a n d  T V  h a v e  t h e  s t r o n g e s t  i m p a c t  o n  t h e  
m e a n i n g f u l  d i m e n s i o n  –  t h e  a b i l i t y  t o  h e l p  c o n s u m e r  

u n d e r s t a n d  w h e t h e r  a  p r o d u c t  m e e t s  t h e i r  n e e d s  

Source: Magnetic/Millward Brown:  Primed for Purchase 2015 

+ 1.5% 

TV 

+ 1.6% 

Newspapers 

+ 1.1% 

Magazines 

+ 0.9% 

Online Display 

+ 0.5% 

Radio 



D I F F E R E N T  

C i n e m a  a n d  M a g a z i n e s  h a v e  t h e  m o s t  i m p a c t  o n  
d i f f e r e n t  d i m e n s i o n ,  t h e  a b i l i t y  t o  h e l p  c o n s u m e r s  
u n d e r s t a n d  w h a t  m a k e s  a  b r a n d  u n i q u e  a n d  m o r e  

d e s i r a b l e  t h a n  o t h e r s  

Source: Magnetic/Millward Brown:  Primed for Purchase 2015 

+ 2% 

Magazines 

+ 3.2% 

Cinema 

+ 1.2% 

Radio 

+ 1% 

Online Display 

+ 0.9% 

TV 



MEANINGFULLY	  DIFFERENT	  
IMPACT	  

Magazines	  and	  Cinema	  
excel	  at	  helping	  
brands	  deliver	  a	  	  

meaningfully	  
different	  impact	  for	  

consumers	  

TV	  

Cinema	  

+1.77%	  
+0.89%	  

%
	  U
pl
i`
	  in
	  m

et
ric
	  p
os
t	  e

xp
os
ur
e	  

+1.59%	  

Magazines	  

Source:	  	  Magne-c/Millward	  Brown	  2015	  
MDI	  Measure:	  Magazines	  n=22,	  TV	  =	  83,	  Newspapers	  n=32,	  Online	  Display	  n=68,	  Radio	  n=29,	  OOH	  n=59,	  Cinema	  n=28,	  Online	  video	  	  n=9	  



COST	  PER	  1%	  MDI	  CONTRIBUTION	  

Magazines	  have	  the	  
lowest	  overall	  cost	  to	  

deliver	  1%	  of	  MDI	  

Newspapers	  Magazines	   TV	   Online	  
Display	   Radio	   OOH	   Cinema	  

£0.55m	   £1.62m	   £3.32m	   £2.64m	   £1.45m	   £3.98m	   £3.99m	  

Source:	  	  Magne&c/Millward	  Brown	  2015	  	  
MDI	  Measure:	  Magazines	  n=22,	  TV	  =	  83,	  Newspapers	  n=32,	  Online	  Display	  n=68,	  Radio	  n=29,	  OOH	  n=59,	  Cinema	  n=28,	  Online	  video	  n=9	  *Low	  base	  size	  



9.	  
	  
	  

DEMAND	  FOR	  MAGAZINE	  	  
CONTENT	  	  

IS	  GROWING	  



10.	  	  
	  

BECAUSE	  SIR	  MARTIN	  
SORRELL	  (	  AND	  OTHERS)	  

SAY	  SO	  



 

"There is an argument at the moment 
going on about the effectiveness of 
newspapers and magazines, even in 
their traditional form, and maybe they 
are more effective than people give 
them credit [for]." 

Mart in Sorrel l  



Our	  approach	  

Connect	  with	  the	  young	  
	  
Cut	  through	  with	  industry	  debates	  
	  
Collaborate	  and	  collec&ve	  



ANY	  QUESTIONS?	  


