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The ability to effectively target an audi-
ence and ‘engagement for branding’ are 
regarded as the key strengths of maga-
zines, according to a new Australian 
survey of marketing and media agency 
decision-makers.

Nearly half of all respondents in the 
Catalyst Research/AdNews Media 
Choice Study are ‘enthusias-
tic’ about the targeting ability 
of magazines, rating it ahead 
of all other main media. 

Relative to other media, ‘creative im-
pact’ was also regarded as a key strength 
of magazines. The Media Choice Study, 
based on 300 responses to an online 
survey conducted between June and 
August this year, examined the strengths 
and weaknesses of different media. 
❚  Two-thirds of respondents felt that 
magazines were ‘good value’. Nine out 

of 10 marketing executives from me-
dium-sized companies rated magazines 
highly in this respect. 
❚  Among all respondents, marketers 
and planner/buyers were likely to spend 
more of their budget on magazines for a 
product launch or tactical campaign. 
❚  Companies involved in healthcare, 

travel, IT and telecommunica-
tions, FMCGs and entertainment 
and leisure were likely to allocate 
a greater than average proportion 

of their media budget to magazines.
One respondent commented: “The 

reader is more receptive to your mes-
sage since they are usually relaxing or 
having time out when reading their fa-
vourite magazine.”

For further information, contact  
mpa@magazines.org.au

Advertisers rate mags number one for targeting

Magazine news
ACP Magazines moves  
into online shopping
ACP Magazines has made its first foray 
into the e-commerce sector with the 
launch of the shoptilyoudrop.com.au 
‘boutique’ web site. The initiative is part 
of a broader plan by PBL Media to de-
velop stronger online brands that involve 
more consumer participation. A second 
e-commerce site, realshopping.com.au, 
will launch as the ‘online department 
store’ on October 23 via Real Living 
magazine. If successful, ACP plans to 
extend the concept to other titles, such 
as Australian Women’s Weekly, Cleo, 
Cosmopolitan and Dolly.

Pacific’s Women’s Health  
takes on lifestyle market
Pacific Magazines aims to fill a gap in the 
women’s lifestyle magazine market with 
the launch of an Australian edition of 
Women’s Health. The magazine, the first 
edition of the title to be published out-
side the US, will target women who are 
“seeking information on health and well-
being for all areas of life – from fitness to 
nutrition to sex and relationships.” Wom-
en’s Health will have an initial print run 
of more than 100,000 with a sales target 
of around 50,000. The launch issue will 
have 180 pages and retail for $6.95. 

Magazine ad revenue 
tops $762m: CEASA
The latest report on ad spending in main 
media from CEASA for the six months to 
June 30, 2007, puts magazine revenue 
at $352.4 million. For the full year to June 
30, the figure was $762.2 million, an in-
crease of 3% on the previous year.

Vogue Living turns 40
Vogue Living celebrates its 40th anni-
versary this month. Now published by 
News Magazines following the acquisi-
tion of FPC Magazines, the bi-monthly 
design and home decorating title has a 
circulation of 42,605 (ABC June ’07).

ACP takes over Emap titles 
UK media group Emap Plc sold its Aus-
tralian magazines to ACP Magazines  for 
$94 million in September. Emap’s titles 
include ZOO, FHM, Empire, New Wom-
an, Mother & Baby  and Pregnancy & 
Birth. ACP CEO Scott Lorson said ACP 
is committed to growing its magazine 
portfolio through selective acquisitions 
and product launches..

Do spectacular ads generate spectacular results?
The simple answer is yes but a more accu-
rate response starts with…it depends.

GfK Starch Communications, a division 
of GfK Custom Research North America, 
has released a new report revealing the 
impact of  ‘spectacular’ advertising execu-
tions on magazine advertising readership.

According to the report ‘Do Spectacu-
lar Ads Generate Spectacular Results?’, 
commissioned by Time Inc. (US), when 
additional media ‘weight’ is combined with 
technological innovation and creativity, the 
results can be “truly spectacular”. 

The study reviewed the readership of 
‘spectacular’ ads including multi-page 
units, gatefolds, inserts, and scented strips 
and offers insights into their performance.

 It found ‘read most’ scores tended to be 
higher for multi-page units than for typical 
two-page spreads.

Although the difference in scores tend-
ed to be small, the consistency of the in-
crease in run-of-book multi-page ads over 
standard inserts highlighted the efficacy of 
multi-page units.

The study also investigated the extent 
of reader recognition and involvement 
with scented-strip ads, used primarily by 
fragrance companies. The report revealed 
that although recognition of scented-strip 
ads was only slightly higher than com-
parable two-page spread ads without a 
scented strip, readership of body copy of 
scented-strip ads increased significantly 
by 136%. 

The inclusion of bubble wrap in this multi-page  
magazine ad for Aquafina in the US “brilliantly exploited 
one of the great psychological drives of modern times; 

the inexplicable compulsion to pop the bubbles in 
a bubble wrap”. According to GfK, the ad recorded 
“stellar” noted and associated readership scores.

The study also contained an analysis of 
the effectiveness of five different ‘spec-
tacular’ ads, ranging from two-page gate-
folds to four-page inserts utilising musical 
devices. 

For more contact GfK Custom Research 
North America at info@gfkamerica.com 
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