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New Evidence Proves Spectacular Magazine Ads
Break Through Clutter 

Want proof that larger or “stand out” magazine ads get results? New research provides the hard data you’ve been seeking: “Spectacular” ads—ads with scent strips, multiple pages and/or unusual creative—can result in a significant payoff in gaining the attention of readers.


What’s a “Spectacular” Ad?
In “Do Spectacular Ads Generate Spectacular Results?,” a study commissioned by Time Inc., GfK Starch Communications recently looked at how much, on average, atypical ad formats affect readership of magazine advertising. They defined atypical ads or “spectacular ads” as any ad that appears on a special paper stock, including scent strips, and/or exceeds two pages. Consumers were asked whether they “noted,” “associated,” “read some,” or “read most” of the advertisement (see end of SalesEdge for definitions).

The study’s bottom line: 
Both scent strips and multipage ads get spectacular results!
The Scent of Advertising Success
 

When looking at readership of scented strip ads, the GfK Starch report revealed that when compared to a spread without a scent strip:

  

Overall, scent strips yielded higher scores for “read most” (+63%) and “read some” (+12%)

  

Copy of scented strip ads that were “read most” by women increased by 136%.

  

Copy of scented strip ads that were “read most” by men also showed a lift, though much lower than women.


Readership of Fragrance/Perfume Scent Strip Ads
Indexed Versus 4/C Spread Ads

 

Noted
Read Some 
Read Most 
Spread

100

100

100

2-Page Inserts w/Scent Strips (Men)
105

103

108

2-Page Inserts w/Scent Strips (Women, M&W)

105

114

236

2-Page Inserts (Total Scent Ads)

105

112

163

                     Source: GfK Starch In-Person Studies, January 2000 - October 2005
                     Note: Read Most scores are based on ads with 50+ words only 


Multipage Ads Gets Readers� Attention
GfK Starch found that in general, as ad size increased, so did their readership. �Noted� and �read some� scores showed greater increases than �read most� scores. This indicates that though readers may elect not to read a longer advertisement in its entirety, it still has positive impact.

Readership of Multipage Ads
Indexed Versus 4/C Spread Ads

 

 

Noted
Read Some 
Read Most 
Number of Ads
Spread

100

100

100

5,932

2-Page Insert*
107

116

100

310

 

3-Page Run-of-Book
119

132

94

389

3-Page Insert
117

127

100

26

3-Page Gatefold
122

127

100

57

 

4-Page Run-of-Book
126

143

106

258

4-Page Insert
122

143

119

195

4-Page Gatefold
137

149

138

155

 

6-Page Run-of-Book
130

149

131

27

8-Page Run-of-Book
126

146

138

36

 

10-Page or Larger Run-of-Book
150

192

100

21

10-Page or Larger Insert
148

189

131

36

Source: GfK Starch In-Person Studies, January 2000 - October 2005
* Differs from a spread in that an insert is on a single page but comprises both sides of the same page
Note: Read Most scores are based on ads with 50+ words only 


Ultra-Innovative Ads Gain Show-Stopping Levels of Attention
GfK Starch also looked at specific campaigns that got particularly high recall scores. These campaigns featured innovative creative that extended the reader’s experience beyond the two dimensions of the page, inviting her/him to touch, listen and smell. Two examples were the Aquafina and Clairol Herbal Essence campaigns. 

Aquafina
Aquafina garnered strong results from their innovative use of bubble wrap—the reader could touch the “bubbles” in the ad. Their ad produced a 110% lift in “read some” and a 73% increase in “read most.”
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Clairol Herbal Essence
Upon opening Clairol Herbal Essence’s four-page ad insert, the reader was greeted with a brief audio clip of Handel’s Hallelujah chorus, employing the name of the new product ingredient, Hawafena, in place of “Hallelujah.” According to the GfK Starch report, recall and involvement scores for the Hawafena ad were extraordinary in that 100% of the publication’s readers “noted,” “associated,” and “read some” of the ad, a result that is unmatched in the history of GfK Starch
.
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Definitions: 
“Noted” is the percentage of readers who remember seeing the ad—a measure of the ad’s stopping power.

“Associated” refers to the percentage of readers who recall seeing the name of the advertiser or the product—a measure of branding.

“Read Some” is the percentage of readers who read less than half of the copy.

“Read Most” is the percentage of readers who read half or more of the copy—a measure of reader involvement with the ad.

GfK Starch is a leader in print ad readership measurement. Its in-person research methodology combines a unique blend of proprietary insights with an extensive print ad database and provides clients with a better understanding of their target markets and audiences.
For further information on this study, contact Phil Sawyer, Vice President, GfK Starch, at (914) 698-0100. For more information about this issue of SalesEdge, please contact Stephen Frost, Director of Research, Magazine Publishers of America, at sfrost@magazine.org.
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Beyond Demographic Targeting
Media planners have long recognized that magazines are a great medium for targeting. Magazines and the Internet share an advantage over television and radio because planners can make their buys based on data that reveal product usage or purchase (a type of behavioral targeting). However, a lot of planners still rely on demographic targeting alone to predict consumer purchase behavior.

Why? When demographic targeting is used, it is often because the planning team defaults to the construct used for planning TV, i.e., the demographics used for TV ratings, even though product data is usually available for magazines. 

Understanding the limitations of using demographic targeting alone can help publishers use their individual magazine’s strengths and the strengths of magazines overall to make their case when confronted with demographically based plans that exclude them.

This Behind the Numbers (BTN) takes a closer look at volume contribution and the resulting cost efficiency to help position magazines more positively, based on work presented in Mediamark Research’s Senior Vice President Ted D’Amico’s paper, “Selecting Mass Media Vehicles on the Basis of Demography: A Recipe for Cost Inefficiency” (see the full paper at www.magazine.org/research).


Volume Contribution and Cost Efficiency
The target audience used in the media planning process is sometimes defined on the basis of a single demographic variable (e.g., age 18 to 49) or a combination of two or more demographic variables (e.g., women 18 to 49). 

Typically, media planners count only the people reached within the target segment and ignore those people outside of the target in the media selection process, even though nontarget members may account for the majority of the users and the majority of the volume of the advertised product. 

As a hypothetical example, a diet soda advertiser has a target of 18- to 24-year-olds. Magazine A clearly reaches more of this target than Magazine B:

Magazine A
Magazine B
18- to 24-Year-Olds
7,624,000

6,438,000


Furthermore, Magazine A has a better cost efficiency in reaching the 18-to 24-year-old age segment:

  

CPM of Magazine A = $97,400/7.6 million x 1,000 = $12.78

  

CPM of Magazine B = $98,700/6.4 million x 1,000 = $15.33


But if we look at actual diet soda consumers, Magazine B has a slight advantage:

Magazine A
Magazine B
18- to 24-Year-Old Diet Soda Consumers
4,501,000

4,776,000


And Magazine B maintains its advantage with CPMs:

  

CPM of Magazine A = $97,400/4.5 million x 1,000 = $21.64

  

CPM of Magazine B = $98,700/4.8 million x 1,000 = $20.67 


Furthermore, if we look at the average number of glasses of diet soda consumed by the age segment—the volume contribution—the difference in reach becomes even greater in Magazine B’s favor:

Formula:
2.6 Glasses per 18- to 24-Year-Old Diet Soda Consumers 
X
Magazine’s Audience of 18- to 24-Year-Old Diet Soda Consumers 
=
Total Number of Glasses Consumed by This Age Segment
Results:

Glasses per Person
Magazine A
Magazine B
18- to 24-Year-Old Diet Soda Consumers
2.60

11,702,600

12,417,600


And the CPM advantage continues to favor Magazine B:

  

CPM of Magazine A = $97,400/11.7 million x 1,000 = $8.32

  

CPM of Magazine B = $98,700/12.4 million x 1,000 = $7.95

If Magazine B’s reach and CPM (based on product usage for the target of 18- to 24-year-olds) are still not considered compelling enough to warrant inclusion in the media plan, then a further examination can be undertaken (depending on the marketer’s objectives). Show the magazine’s strength among a larger group of category users, such as extending the age segment from 18 to 34. A media plan that targets 18- to 24-year-olds assumes that the number of diet soda users over age 25 and their volume contribution are both zero, but this would be highly improbable.

Here is how the reach of diet soda consumers breaks out for a wider audience of both magazines:

Magazine A
Magazine B
18- to 24-Year-Old Diet Soda Consumers
4,501,000

4,776,000

18- to 24-Year-Old Diet Soda Consumers
788,000

4,832,000

Totals
5,289,000
9,608,000
Magazine B has almost double the number of readers 18- to 34-year-olds who consume diet soda as Magazine A. Why ignore them? Diet soda consumption does not suddenly change when a consumer turns 25. 

If we look at the volume contribution of these two age segments, the difference again is heavily in Magazine B’s favor:

Glasses per Person
Magazine A
Magazine B
18- to 24-Year-Old Diet Soda Consumers
2.60

11,702,600

12,417,600

18- to 24-Year-Old Diet Soda Consumers
1.93

1,520,840

9,325,760

Totals
13,223,440
21,743,360

The cost efficiency of reaching the 18- to 34-year-old age segment weighted to take into account the volume contribution of the diet soda consumers makes an even better case for Magazine B:

  

CPM of Magazine A = $97,400/13.2 million x 1,000 = $7.37

  

CPM of Magazine B = $98,700/21.7 million x 1,000 = $4.54

These hypothetical examples are not far-fetched. A shift in media efficiencies may result when volume contribution is considered. Try this exercise the next time you are challenged by a demographic target and—as long as the product category or brand is associated with a volumetric result—you may be able to uncover a winning story.

For more information about this issue of Behind the Numbers, please contact Stephen Frost, Director of Research, Magazine Publishers of America, at sfrost@magazine.org.


	


