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Publishers urged to engage with supermarkets 

Magazine publishers need to actively engage with supermarkets as fear of them is freezing them into “inactivity and inaction” according to Jim Bilton from Wessenden Marketing presenting his report Magazines in a supermarket economy to the PPA conference.

Addressing more than 70 PPA member publishers in a publisher round table session at the Magazines 2005 conference, Bilton described moves by the supermarkets into traditional publishing territory and the huge cutting of suppliers profit margins as “scary” although he encouraged magazine publishers to be confident in their dealings with the supermarkets and look to develop a genuinely multi channel strategy.  

Bilton said he believed that supermarkets share of the market would probably plateau at around 40 per cent, they currently control just under 30 per cent. 

He said it was important that publishers learnt from supermarkets “obsession with owning the consumer” and praised Tesco’s strategy of “clinical and ruthless excellence.” 

He pointed to the different ways supermarkets were encroaching on publisher and supplier territory including as media owners, publishers, censors, advertisers and subscription agents. Said Bilton: “Supermarkets have taken £50m in advertising revenue in the last year alone. Tesco alone has a media reach that beats Coronation Street and most of the broadcast medium.”   

Debunking some commonly held myths he said the reason supermarkets wanted magazines was because they “enhanced the shopping experience” and there was anecdotal evidence they “improved basket size.”

In one of the surprise findings of the report he said that contrary to popular belief magazine range in supermarkets is much wider than commonly believed although he did concede that magazine buyers were finding it increasingly harder to justify their space. 

Concluding his presentation Bilton said that the three things publishers would need to do in a supermarket economy were understand the consumer better than the supermarket, understand their brand and its value and constantly improve ones own business.

Further information is available from Grace Aungier.  

