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Media Matchmaker study reveals consumers
are more welcoming of ads in magazines

Marketers get closer to consumers through magazines because
people are more welcoming of ads in magazines and find them more
appealing and relevant than in other media, according to a major
new research study released by Magazine Publishers of Australia.

The study explored the performance of differ-
ent media at various stages of the purchase
decision process, including which media
consumers rated their best sources for in-
formation and ideas in 11 key product cat-
egories.

The two-stage study — Media Matchmaker:
It's about relationships — involved focus group
research by Jigsaw Strategic Research and
a national quantitative survey conducted by
Roy Morgan Research among a representa-
tive sample of 1501 respondents aged 14 to
69 years.

In eight of the product categories surveyed,
magazines top scored as the best source of
ideas and information.

Magazines were also clearly seen as

the best medium for making people aware
of new products and services in four key
advertiser categories — clothing & fashion, skin
care & cosmetics, food products and household
furnishings.

Magazines rated highest of all media for ‘I
like this medium to carry advertising’ with a
score of 41% and for ‘ads are more relevant
to me’, scoring 44%.

Conversely, Free and Pay TV, the internet
and radio all achieved their highest scores for
ads that ‘annoy me’ and ‘l avoid ads if | can’.

More than 160 client, agency and pub-
lishing representatives attended the launch
of the Media Matchmaker study at Doltone
House in Sydney in September.

Helen Kingsmill, executive director of MPA,

At the Media Matchmaker launch, from left, Peter Zavecz (Pacific Magazines), Helen Kingsmill (MPA),
Terry Little (Clinique), Nick Chan (MPA chairman/Pacific Magazines) and Carolyn Scott (Clinique).
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1 Magazines rated number one for ads
that are more relevant with a score of 44%.

1 64% score magazines the best
for keeping them up to date with
latest styles and trends.

1 58% say advertising in magazines is
appealing and attractive compared to
only 15% for newspaper ads, 10% for
internet advertising and 22% for outdoor.

1 42% scored magazines highest on
‘brands advertised here are quality
and trustworthy’, significantly
higher than newspapers at 30%,

TV 27% and internet 9%.

said the study followed an industry review
last year which found that media agencies
more than ever needed new insights into the
role different media play in the new commu-
nications environment.

“MPA undertook the Media Matchmaker
study to provide some of those insights and
understandings,” she said. “The prolifera-
tion of media and the growth of the internet
is constantly changing the media rules and
we found consumers are very savvy when it
comes to understanding the roles different
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Skin care, cosmetics & grooming
Food & cooking
Clothing & fashion
Home decorating & furnishing
Home renovating & improvement
Gardening & landscaping
Home appliances
Health, fitness & wellbeing
Leisure & hobbies
Motor vehicles
Family parenting & childcare

>> from page 1

media play in society and in their lives.

“Getting the attention of consumers
and penetrating the clutter is a major chal-
lenge for advertisers today. So finding a
match with the right medium to carry mar-
keting messages is more certain if consum-
ers are welcoming of, and open to, relevant
propositions.

“To merely interrupt is not the answer,” she
said.

Launch attendee Andrew Lamb, associ-
ate media director, The Media Store, said
the study “confirmed magazines’ strength
as being one of the most trusted sources of
information for consumers, and it was en-
couraging to see that regardless of the prolif-
eration of other media over recent years that
this position has not altered.”

Steve Allen, director of Fusion Strategy, add-
ed: “This study provides added confirmation
of what we already know - the relevance of
magazines in the overall media environment
and in those product categories where they
figure prominently.”

Terry Little, brand manager for Clinique
said: “The presentation certainly highlighted
the importance of magazines. We at the Es-
tee Lauder group have always understood
the importance of magazines.”

Study confirms magazines +
internet best combination

Despite the growth of the internet and digital
media, magazines stand out as the medium
people turn to when they need personalised
information. The study found that a strong
synergy exists between magazines and the
internet in two ways:

1 Magazines were the offline medium
grouped most often with the internet as best
or second preferred source of information
and ideas in 10 out of 11 product categories
covered in the study.

1 More people said they visited a specific
website as a result of advertising seen in
magazines than ads in any other medium,
including internet advertising.

“This study provides added confirmation of what we
already knmw - the relevance of magazLnes un the werall
media erwironment’” — Steve Allen, Fusim Strategy.

At the launch of the Media Matchmaker study at Doltone House in Sydney (from left):
Tim Trumper (PBL Media), Paul Korch (Total Advertising & Communications),
Scott Lorson (ACP Magazines) and Steve Allen (Fusion Strategy).

"t confirms magazines
serength as being e of
the maust trusted, sources of
wfirmatumn’ —
Andrew Lamd, The
Media Store.

Lotte Olesen (ACP Magazines), Marija Gavran
(ACP Magazines), Jo Green (Weight Watchers),
Bruna Rodwell (ACP Magazines).

“The presentatiom. cereainly
hghlighted the imporeance
of magazines’ -
Terry Little, C[LMM.

Simon Davies (OMD) and Andrew Raymond Radoczy (Reader’s Digest)
Cowell (Northern & Shell) and Theresa Paglia (Nestle)

ﬁm‘w’ﬁ‘g Want to know more about Media Matchmaker?

e st it For further information or to arrange a presentation
of the Media Matchmaker study, contact
Helen Kingsmill, MPA Executive Director:

T: (02) 9923 1568 or mpa@magazines.org.au
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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%.

%
‘andd & grast way to dink 1o your heatth. Make yous body haogy. Drink more water. |

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

Advertisers rate mags number one for targeting

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 - AN
of all other main media.

Relative to other media, ‘creative im-
pact’ was also regarded as a key strength
of magazines. The Media Choice Studly,
based on 300 responses to an online
survey conducted between June and
August this year, examined the strengths
and weaknesses of different media.

I 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.

I Among all respondents, marketers
and planner/buyers were likely to spend
more of their budget on magazines for a
product launch or tactical campaign.

I Companies involved in healthcare,
travel, IT and telecommunica-

M 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
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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 filla 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..
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Magazines better for driving purchase intent

Magazines are stronger at building brand
favourability and purchase intent than
either TV or online, according to a new
US research study into cross-media cam-
paigns.

Dynamic Logic, a Millward Brown com-
pany, has released an analysis of 32 cross-
media campaigns across 10 key categories
showing that media work best when used
together.

All three media platforms — television,
magazines and online — contribute incre-
mentally to brand metrics, but at different
levels, bringing various strengths at differ-

ent points along the purchase funnel.

Magazines were stronger at building
brand favourability and purchase intent
while TV and online’s contributions were
more apparent during the awareness stag-
es. The findings are consistent with results
from an earlier analysis conducted by Dy-
namic Logic in 2006 and those from MPA’s
own Australian study Media Matchmaker.

The latest study compared people who
had the opportunity to see only TV advertis-
ing with those who had the opportunity to
see TV in combination with other media.
Key findings:

Incremental Effect of Medium on Brand Metrics: Overall Studies
Average Percentage-Point Increase Over Unexposed (Control) Baseline
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Source: Millward Brown & Dynamic Logic CrossMedia Research

The case for magazinesgetcloser.com.au

Case studies, research, Morgan reader-
ship and trends data are featured on the
new online resource for agencies and

marketers magazinesgetcloser.com.au.
Magazine campaign success stories for
leading brands including Dove, Wonder
White, Atari/Lara Croft Tomb Raider,
Special K, Aero, Tooheys Extra Dry Plati-
num and ‘Miss Green’ M&Ms are fea-
tured as well as downloadable research
studies that support the close connec-
tions magazines have with readers. Lat-
est award-winning print ads from around
the world, including the Grand Prix and
Gold and Silver winners from the 2007
Cannes Lions are showcased in the Get
Creative section.

I When used in combination with TV, mag-
azines and online each build on the initial
awareness impact of TV. Over the 32 multi-
media campaigns, magazines' incremental
awareness added nearly as much to the
total as TV.

I Both magazine and online advertising gener-
ate significant lifts when used in conjunction
with TV. TV and magazine advertising produced
greater incremental brand and ad awareness
gains than online advertising.

I Incremental contributions from magazine
advertising are strongest for brand favour-
ability and purchase intent. They almost
double the average persuasion contribu-
tion of TV and online combined.

Magazine ads drive website usage
In a separate US study, it was found that
magazine ads also had a major impact on
building website traffic, with a lift of more
than 40% over a control group.

Marketing Evolution’s analysis of nine cli-
ent-commissioned studies examined how
magazine ads contributed to building web
traffic and compared the number of online
visits among consumers who saw maga-
zine ads to those of consumers who read
different issues of the same magazines
without any exposure to the ads.

Other findings:

I Magazine ads generated web traffic at
each stage of the purchase funnel, espe-
cially purchase intent.

I Including a URL address in magazine
ads significantly increased web visits.
When the URL was included, the percent
change in visits tripled.

I For the automotive category in particu-
lar, magazine ads had significant impact
in driving traffic to the auto brands’ web-
sites—with an average increase of seven
points, representing an 85% lift, over the
control group.

Additional web-related findings:

I Offline media perform well in driving web
traffic and search—often better than online
media.

I Media synergy is important, although each
medium influences online behaviour differently
and plays a distinctive role.

I When looking at the role individual media
play in driving web results, magazines most
consistently drive web traffic and search.

These findings are also reflected in
MPA’s Media Matchmaker study. For
more go to magazinesgetcloser.com.au
For more on the Dynamic Logic

and Marketing Evolution studies go

to magazine.org/accountability
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