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Print magazines included in this research

Magazines were grouped by category for analysis
Home Lifestyle Health Fashion
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Online magazines included in this research

Websites were grouped by category for analysis
Home Lifestyle Health Fashion Food
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Category Sample Size

Total Readers

Food 1,019
Lifestyle 734
Fashion 499
Home 697
Health 244

Weeklies 1,228

Print Readers

486
563
343
535
158
1,162

Online Readers

907
358
352
379
120
458

Fiftyfive



MAGAZINES ARE THE MOST TRUSTE
SOURCE OF INFORMATION ON
BRANDS AND PRODUCTS

PASSION FOR MAGAZINES DRIVES RESPONSE

MAGAZINES BUILD BRANDS AT ALL
STAGES OF THE CUSTOMER

MAGAZINES DELIVER CURAT JOURNEY
CONTENT THAT INSPIRES A
INFLUENCES




Magazines transcend boundaries: monthly

of those who claim to read

print magazine
once a month,

also claim to read an

online magazine
once a month

of those who claim to read an

online magazine once a month,

also claim to read a

print magazine once a month

BASE: NATIONALLY REPRESENTATIVE SAMPLE OF FEMALE AUSTRALIANS
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Magazines transcend boundaries: weekly

of those who claim to read

print magazine
once a week,

also claim to read an

online magazine
once a week

of those who claim to read an

online magazine once a week,

also claim to read a

print magazine once a week

BASE: NATIONALLY REPRESENTATIVE SAMPLE OF FEMALE AUSTRALIANS
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Magazines transcend boundaries

of print magazine readers went online
afterreading-SA G KSNJ 12 @GA&AAU0 GKS
online elements or search for more

AYVF2NXYEFOA2Y | 62dzi LINR RdzOQ 3
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Magazines are more effective across platforms

Readers feel better about, and have a greater
response to magazines if read across

multiple platforms

Readers are

22% more likely Readers are
to have been influenced 0)% a_d_s if 24% more ||ke|y
ey reqd Lol [P 210 U] to have been influenced by recommended
than Print alone or featured products if they read across

Print and Digital than Print alone




Readers feel better about magazines if read across multiple platforms

Attitude to magazines

m Read Paper AND Digital = Read Paper NOT Digital © Read Digital NOT Paper

93% 0
90% 5506 89% s 91% 88%
789 80% 78% .
72% 76%
70%
64%
The content is relevant | feel close to this | trust this magazine | feel positive about this | love this magazine | look forward to reading
to me magazine brand brand magazine brand brand articles in this magazine
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Readers have a greater response to magazines if read across multiple platform

Attitude to magazines

m Read Print AND Digital = Read Print NOT Digital = Read Digital NOT Print

85% 83% Ao 82% 83%
740,787 77% 77%75% 76% i
689, /0% 67% 70% 70%
I £50,58% 62%61% I
| have confidence in | have been | have been | have been | am often inspired by | am more in-the- | am fascinated by
what this magazine influenced by the influenced by the ads influenced by the  what I read in this know after reading what | read in this
brand tells me articles | have read in | have seen in this recommended or magazine the magazine magazine
this magazine magazine featured products |
have seen in this
magazine

Fiftyfive



Magazines reach your most valuable consumers

Magazine readers spenc

more on their interests
than theaverage
Australian

"B B Online magazine reader
are particularly valuable
spending more on
their interests than the
average Australian

\
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Magazine readers (print or online) spend 29% more on their interests than the

“average Australian
Average monthly spend on interests

Average spend on interests by media users
(once a week or more often)

$123.79

$107.55

Magazine Print or Online  Newspaper Print or Online Radio Live or Online TV Live or Online Average Australians

Magazine readers also spend 25% more on their interests than newspaper (print or online) readers

BASE: AMONGST WEEK USERS OF EACH MEDIA




Online magazine readers are particularly valualaglepending 40% more on their
“Interests than the average Australian

Average monthly spend on interests

$136.00  $134.46  ¢139 14

$120.44 $115.54 Average Australian: $95.96

. $97.28 $97.08 $96.00 $92.43

Radio (online) Magazine Magazine Newspaper Magazine Blogs TV (online) Newspaper Social media Radio (live) Internet TV (live)
(online)  (online AND (online) (print) (print)
print)

And 16% more than those who visit blogs

BASE: AMONGST WEEK USERS OF EACH MEDIA




Magazines reach the most influential consumers

Magazine readers are

more likely to post on social media versus other media users

[16] Fiftyfive



Magazine readers are more likely to be lead consumers than other media users

Top 2 box agreement by media users (once a week or more often)

B Magazine (print or online) users Average other media users

Difference | 19% 18% 14% 13% 10%

69% o
63% . 61% 65%  5gos
44%
39% 37%
33%

The brands | choose are | often post things on sociall enjoy the finer things in life | love searching out new When | find a new product |
important to me as | believe media products really like | have to tell others
they say a lot about me about it

BASE: AMONGST WEEK USERS OF EACH MEDIA
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Online magazines most effective at reaching influential consumers

Online magazine readers are more active online and vocal about ne

products than other internet users:

more likely post on social media than 3 6 O/
other internet users O

more likely to place importance on
brand choice than other internet users

’

17%

more likely to tell others about new
products than other internet users

Fiftyfive



Online magazine readers are 38% more likely post on social media than other

“Internet users

Top 2 box agreement by media users (once a week or more often)

B Magazine (online) users m Blog users Internet users m Social media users

74%
1% 69% 69%

66% 5404 10 63% 5206
53% S7%56% 0 >9%
51%
45% 4194 44%
I 1 I ] I

The brands | choose are | often post things on sociall enjoy the finer things in life | love searching out new When | find a new product |
important to me as | believe media products really like | have to tell others
they say a lot about me about it

Online magazine readers are just as likely to be early adopters as blog visitors

BASE: AMONGST WEEK USERS OF EACH MEDIA

Fiftyfive



Magazines provide a deeply engaged audience for your brand

print magazine readers spent
on average

-~ / reading each edition, with

e . .
/4 2 in 3 reading

of the content

ﬁ / Time spent with magazmes I
| 0 NBI &dzNBRZXZ LINZ
ONBI 1 Q
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Print magazine readers spend on average 1 hr 17mins reading each edition, wi
“In 3 reading at least 70% of the content

Reading behavioug print Magazines

36%

27%

24%

9%

| read cover to | went straight | only read my 1 just browsed
cover, readingto my favourite  favourite for items that
every article section(s), and section(s) took my fancy
then read other
articles

65% of readers read at leas
70% of the content

A

22%

1306 270 14%
9% 9%
6% 6%
29 3%
0%
~ m N

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
% of last edition read

Average time spent reading each edition: 1 hr 17mins

Fiftyfive



Time spent with magazines is treasured

% Top 2 box agreement with magazines (online or print)

Gives me a welcome break from somethi

I

else | might be doing S
A Magazines give 82% of readers a Is a great way to pass the tim 81%
welcome break and 74% read
magazines to treat themselves to some .
Wy § GAYSQo Helps me relax or wind dow_ 79%

L4 F 3INBFIIG ¢l e -GrY F749% 2 WY S

A 79% print readers say it helps them
relax or wind down

Is a great source of entertainmen 73%

Is a good way to get specific informatio

)
about my interests 68%

BASE: AMONGST WEEKLY USERS OF EACH MEDIA




Magazines provide a captive audience for your brand

Online magazine readers browse for

reading on average

of online magazine readers

browse beyond their initial interest




Online magazine readers browse for an average of 42 mins, reading on averag

“articles per visit

Reading behavioug Online magazines

37% 37%

Average number of articles

read: 5.4
14%
20% 12% 12% 12%
[0)
10% 9% 60
8%
5% 5%
3%

Went directly to the | only read my | just browsed for “ S _6 7 11+
article/section | was favourite section(s) items that took my Number of articles read |aSt visit

interested in, and fancy

then read other

articles

Average time spent visiting the website: 42 mins




Magazines allow you to reach people on multiple occasions, building ad recall

Each edition of ¢
magazine is picke
up and read or

The more &
magazine is picke
up and read, the
higher the ad reca

Fiftyfive



The more often a magazine is picked up and read, the higher the ad recall

% recall at least one ad (from print magazine)

83%
80%

4%

Just once Twice Three times

Number of times picked up and read last edition




Magazines deliver curated content that inspires and influences

of magazine readers believe the content is curat
for people like them

of magazine readers are inspired by the content

of readers have been influenced by the content

Fiftyfive



Curation drives willingness to pay for content, both in print and online

Print magazine readers are

1 % times

more willing to pay for their
content than other media users

online magazine readers

are willing to pay for the
content they read

Readers are

33% more willing

to pay for their content in print
magazines, than in print newspapers

Online magazine readers are

1 % times
more willing

to pay for their content versus
blog or social media visitors




Magazine readers are 1 %2 times more willing to pay for their content than other
media

% Top 2 box agreement

LA a2YSUOKAYy3I LQY gAtftAy3a G2 LI &

65%

40% 380  38%
31%
Average excluding magazines*: 279

9%

Magazine Newspaper TV (online) Magazine Internet TV (live) Radio Newspaper Blogs Social medigRadio (live) OOH
(print) (print) (online) (online) (online)

Online magazine readers are also 1.5 times more willing to pay for their content versus blog or social media

BASE: AMONGST WEEKLY USERS OF EACH MEDIA *ALSO EXCLUDING OOH




Curation of content drives trust and passion for magazines

Magazines are the most trusted source
information on

brands and product:

Magazine readers are more the

twice as likely

to trust what they read and see in magazin
(print or digital) than on social medi

61% of readers

believe magazines provide them witiformation
they trust on trends, brands or products

reaced€€| MOre passionately

towards magazines (print) than any other media




Magazines are the most trusted source of information for brands and products

% Top 2 box agreement

Provides me with information | trust on trends, brands or products

Average excluding magazines: 45%

39%

43% 43%

39%

35%

17%

Magazine Magazine Internet Blogs Radio NewspaperNewspaper TV (live) TV (online)Social medigRadio (live) OOH
(online) (print) (online) (online) (print)

BASE: AMONGST WEEKLY USERS OF EACH MEDIA *ALSO EXCLUDING OOH




Magazine readers are more than twice as likely to trust what they read and see
“magazines than on social media

% Top 2 box agreement

| trust what | read/see/hear

49%

46%

41%

37% 37% Average excluding magazines: 36%

A0,
I 70

14%

Newspaper Magazine Magazine Radio Newspaper Blogs Internet  Radio (live) TV (live) TV (online)Social media OOH
(print) (online) (print) (online) (online)

BASE: AMONGST WEEKLY USERS OF EACH MEDIA *ALSO EXCLUDING OOH




Readers feel more passionately towards magazines (print) than any other medi

% Top 2 box agreement

| feel passionately about it

51%

48%

Average excluding magazines: 36%

30% 30%

31%

7%

Magazine TV (online) Radio TV (live) Internet Magazine Newspaper Blogs Radio (live)Social medidNewspaper OOH
(print) (online) (online) (print) (online)

BASE: AMONGST WEEKLY USERS OF EACH MEDIA *ALSO EXCLUDING OOH




Magazines significantly more likely to be associated with advertising new
“products/services

% Top 2 box agreement

Ads show me new products/services

34% 34%

Average excluding magazines: 239

21%

19% 18% 18%

Magazine  Newspaper Magazine OOH TV (live on Radio (live on Radio (online, Newspaper TV (online e.g. Social media Internet (e.g.
(print) (print) (online) your TV) your radio) e.g. streaming, (online e.g. streaming, on-(not including websites)
on-demand) website, digital demand) blogs)
edition)

BASE: AMONGST WEEKLY USERS OF EACH MEDIA
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of magazine readers believe the
featured and recommended products
are curated to suit them

of readers have been influenced by the
recommended or featured products

of magazine readers believe the ads
have been curated

of readers have been influenced
by the ads
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. encouragement

Magazines (print and online)

significantly more likely

to be associated with brands people trust
than other media channels

wagazineClIfICAl 1O guIding purchase

by driving discovery, building confidence and encouraging purchase

Magazines encourag

two-thirds

of readers to consider products feature

Magazines are

/7% more critica

to building confidence in products than social mei

Fiftyfive



Magazines critical to guiding purchase by driving discovery, consideration and

“building confidence
% Top 2 box agreement with magazines (online or print)

Encourages me to consider produc 66%
Provides me with information | trust on trend
61%
brands or products
Provides me with personally relevant news a 61%
gossip °
Is a fantastic source of inspiratio 61%
Helps me feel connecte 56%
Is critical to keeping me informed about ne 5

products/the latest trends

Makes me more confident about buying produc
featured or advertised here

Magazines encourage twihirds of readers to consider products featured

BASE: AMONGST WEEKLY USERS OF EACH MEDIA




Magazines significantly more likely to be associated with brands people trust th

~other media channels

% Top 2 box agreement

Is only associated with brands | trust

40% 40%

23% 590/ Average excluding magazines: 24%

19%

15%

Magazine Magazine Newspaper Radio Blogs TV (online) Internet Newspaper TV (live) Social medidRadio (live) OOH
(online) (print) (print) (online) (online)

BASE: AMONGST WEEKLY USERS OF EACH MEDIA *ALSO EXCLUDING OOH




Magazines are 30% more critical to keeping shoppers informed than social mec

% Top 2 box agreement

Is critical to keeping me informed about new products/the latest trends

44% 44% 44% ’ Average excluding magazines: 44%

Internet  Magazine Magazine  Blogs Radio Newspaper NewspaperSocial media TV (live) TV (online) Radio (live) OOH
(print) (online) (online) (online) (print)

BASE: AMONGST WEEKLY USERS OF EACH MEDIA *ASLO EXCLUDING OOH




Magazines are 77% more critical to building confidence in products than social
media

% Top 2 box agreement

Makes me more confident about buying products featured or advertised here

56% 55%

53%

Average excluding magazines: 36%

Magazine Magazine  Blogs Internet Radio Newspaper TV (live) Social mediarV (online) Newspaper Radio (live) OOH
(print) (online) (online) (print) (online)

BASE: AMONGST WEEKLY USERS OF EACH MEDIA *ALSO EXCLUDING OOH




Two-thirds of magazine readers are encouraged to consider products featured |
“magazines

% Top 2 box agreement

Encourages me to consider products

63% 62%

48% 48%
Average excluding magazines: 45%

D

40%
34%

29% 28%

Magazine Internet Magazine  Blogs TV (live) NewspaperSocial medialVv (online) Radio Newspaper Radio (live) OOH
(online) (print) (print) (online) (online)

BASE: AMONGST WEEKLY USERS OF EACH MEDIA *ALSO EXCLUDING OOH




Passion drives greater response

THOSE WHO FEEL PASSIONATELY

_ SRS St aEsatlt D 15 b 9 { &
more likely to trust the brands featured

in magazines

more willing to pay for content

more informed about new
products/the latest trends

as likely to feel encouraged to consider
products featured

more confident about buying products
featured or advertised in magazines




Passion drives greater response

% Top 2 box agreement

| FEEL PASSIONATELY ABOUT MAGAZINE
Strongly/Slightly Strongly/Slightly

Agree Disagree Difference
Is only associated with brands | trust 61% 7% T77%
| trust what | read/see/hear 68% 14% 387%
L&A a2YSUKAYy3 LQY gAffAy3a (2 LI & F2N 72% 18% 295%
I look forward to spending time with it 85% 22% 284%
Makes me more confident about buying products featured or advertised here 79% 21% 282%
Helps me feel connected 73% 24% 206%
Is critical to keeping me informed about new products/the latest trends 72% 24% 201%
Provides me with information | trust on trends, brands or products 84% 29% 185%
| enjoy the experience of interacting with this media 87% 33% 165%
Is a fantastic source of inspiration 84% 33% 156%
Encourages me to consider products 84% 38% 121%
Provides me with personally relevant news and gossip 76% 36% 110%
La | 3INBLFG ¢Fe -GRYSQBIG YeasSt¥ G2 WwWYS 88% 52% 68%
Is a great source of entertainment 89% 53% 68%
Is a good way to get specific information about my interests 84% 50% 67%
Helps me relax or wind down 90% 60% 50%
Gives me a welcome break from something else | might be doing 91% 70% 30%
Is a great way to pass the time 88% 71% 25%

Fiftyfive




Passion drives greater response

Readers ar57% more I|ke|y) have purchased products

advertised in magazines they trusi

Readers ar29% more I|k€|y) have purchased products

advertised in magazines they have confidence

Readers arQO% more I|ke|y) have purchased products

advertised in magazines they love

Fiftyfive




Readers 57% more likely to have purchased products advertised in magazines
trust

Impact of trust on purchase

% Bought products or services mentioned in the magazine/website

33%

26%

21%

| trust this magazine - Strongly Agree | trust this magazine - Slightly Agree | trust this magazine - Neither/Slightly/Strongl
Disagree

BASE: STRONGLY AGREE (N=172), SLIGHTLY AGREE (N=290)MHITHWESRADNGLY DISAGREE (N=390)




Reader 29% more likely to have purchased products advertised in magazines t|
“have confidence in

Impact of confidence on purchase

% Bought products or services mentioned in the magazine/website

31%

25% 24%

I have confidence in what this magazine tells mel have confidence in what this magazine tells mel have confidence in what this magazine tells m
Strongly Agree Slightly Agree Neither/Slightly/Strongly Disagree

BASE: STRONGLY AGREE (N=180), SLIGHTLY AGREE (N=283)MHITHWESRADNGLY DISAGREE (N182)




Readers 20% more likely to have purchased products advertised in magazines
love

Impact of passion on purchase

% Bought products or services mentioned in the magazine/website

30%
28%
25%

| love this magazine - Strongly Agree | love this magazine - Slightly Agree | love this magazine - Neither/Slightly/Strongl
Disagree

BASE: STRONGLY AGREE (N=199), SLIGHTLY AGREE (N=277)MHITHWESRADNGLY DISAGREE (N175)




Perceived curation of ads drives contextual relevance

Most ads seen to have a

natural fit

with the magazines they feature in:

4 7 %believe the ad(s) fit very well

4 1 O/(believe the ad(s) fit fairly well

Fiftyfive



Most ads seen to have a natural fit with the magazine it featured in

Fit of ads with magazines

47%

41%
7%
- 3
LG RARY

QG FAG F G Ndtsure

It fit very well It fit fairly well




Ads featured in Food and Lifestyle magazines seen to have the most natural fit

Fit of ad with magazine type

m Lifestyle m Fashion = Food @ Home mHealth = Weeklies

54% 0%
51% 51%
49%
44%
41%
38%39% 38%
0,
33% 3204

6% 6%

5% 5% 5%
2% 2%

= H H

It fit very well It fit fairly well LG RARY QG FAG |4 Ndtsure

Fiftyfive



Contextual relevance drives impact

Ad fit with magazine drives:

Desire to buy/use the advertised product ay Desire to buy/use OR find out more
about the advertised product by

Desire to find out more about the product by




Contextual relevance important to driving impact

Response to advertising by claimed fit

m Ad fits very well = Ad fits fairly well

Difference
61% 56% 59% 37% 63% 50% 15% 71%
29% 28%
24%
19%
18% 0 16%
° 15%
12%

7%
| wanted to buy/ | felt more positive | wanted to go It made me more It increased my | felt more | wanted to talk to | wanted to see
use what was about what was online/into a likely to consider desire for the informed about  other people  the ad again or
being advertised being advertised store to find out what was being product what was being about what was other ads from

more about what  advertised advertised  being advertised/  this brand

was being the ad

advertised

Fiftyfive



Magazines build brands at all stages of the customer journey

RELEVANC INTRIGUE DESIRE COMMITMEN ADVOCACY

(awareness) (brand | know (for people (brand | want to (brand | would (T2B purchase (brand | want to
a lot about) like me) find out more about like to own) intent) tell others about)

Filty five



Magazines establish the presence of brands

- Drive brand discovery,by 40%

Build familiarity by 56%

Fiftyfive



Magazines build desire for brands

Increase brand relevance by 50%

—

Build desire by 43%

'Drive intrigue by 36%

Fiftyfive



Magazines drive purchase and amplify brands

Build commitment to purchase by 27%

Drive advocacy by 69%

Fiftyfive



Not only does magazine advertising drive discovery, it builds intrigue, desire,
“commitment and advocacy

Impact of magazine advertising

ADVOCACY

Fiftyfive



Not only does magazine advertising drive discovery, it builds intrigue, desire,
commitment and advocacy

Impact of magazine advertising

+ (o)

Not seen advert Seen advert Not seen advert Seen advert

A brand lwantto A brand | want to Is for people like

| have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about

about this brand lot about favourites like to own AIEE IS

39% 41% ., 46%

Not Seen Not Seen Not Seen Not

Seen Not Seen Not Seen Not
seen seen seen

Seen Not Seen
seen seen seen

seen seen

Fiftyfive
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of food magazine
| & I A readers regularh
SR g T e : read online

' magazines

.

[60] Fiftyfive



85% of food magazine readers read online magazines 'ﬁ' Food

Cross Readership

60%

25%

14%

Read Print ONLY Read Print & Digital Read Digital ONLY




Food magazines build confidence and knowledge ﬁ Food

1 N 5readers turn to magazines
for cooking confidence

82% of readers

are influenced by the content in food magazine:

=

1 1N 3readers learnt something new or
surprising last time they read a food magazine

849% of reader:

are inspired by food magazine

1 1N 5bought products featured in the latest food magazines




Food magazines build confidence and knowledge

'ﬁ' Food

Category attitudes

The content is relevant to me
| feel positive about this magazine bran
I have confidence in what this magazine brand tells
| trust this magazine brand
This magazine brand creates their content for people like
| am often inspired by what | read in this magazi
I look forward to reading articles in this magazin
I have been influenced by the articles | have read in this maga
| love this magazine brang
| feel | can relate to other readers of this magazine bra

I am more in-the-know after reading the magazin

94%
91%
87%
87%
84%
84%
82%
82%
78%
77%
75%

| feel close to this magazine bran 2%
¢tKS NBO2YYSYRSR 2NJ FSI G1dzZNBR LINERRd I ‘ ‘ §BY OKz2aSy
| am fascinated by what | read in this magazi 69%
L KIFI@S 6SSy AyTfdzsSyOSR o6& GKS NBO?Z ‘ ‘ ‘ ‘ d8B%Wwa L KI @S &
LiQa Y& LINBTSNNE I : 65%
The ads in this magazine have been chosen to suit readers lik 65%
| often find the ads in this magazine interesti 60%

| have been influenced by the ads | have seen in this maga 58%

Fiftyfive



1 in 3 readers learnt something new or surprising last time e Food
they read a food magazine i
Outcome from reading Food magazine
m Magazines (Print or Online) = Print Online
47%48% 460, . 46%
"I 43%
36% 35%
31%
28% 27%
25%
21% 21% 0
18% i 16% 20% s 18% 189" Ajl?%
Information about Inspiration Learnt something new  Relaxation Information on  Confidence/expertise Education
GKAYy3a LQY Ayl SNBadil Saétsurprising brands and products  in a new skill

in

Fiftyfive



1 in 5 have bought products featured Iin the latest food magazines 'ﬁ' Food

Call to action

m Magazines (Print or Online) m Print Online
67%

58%
53%

26% 209 24% 10, 24%

21% 21% 0

Did something +A&A0SR UKSxAYA AJd S R yUSKOSDis¢ussed witth ofh8r§Searched for information Bought products or
social media pages website about what | read about products or  services mentioned in th
services mentioned in the magazine/website
magazine/website

18%

Fiftyfive



of online readers browse food magazines, spending

per visitation

Fiftyfive



85% of readers browse food magazines online ﬁ Food

Website interaction

Average time spent: 37.7mins

48%

37%

15%

Went to the website to browse Went directly to the article/section | was Read my favourite section(s)
interested in, and then read other articles




Food magazines establish the presence of brands ﬁ Food

Drive brand discovery by 44%

Build familiarity by 56%

Fiftyfive



Food magazines establish the presence of brands ﬁ' Food

Impact of advertising in Food magazines on consumer journey

ADVOCACY

Total Magazines

Fiftyfive



Food magazines drive discovery and familiarity

Impact of advertising in Food magazines on consumer journey

78% 67% @

Not seen advert Seen advert Not seen advert Seen advert

A brand lwantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about about this brand lot about favourites like to own

45% 50%

21% 22 S 18% 257 2006 29% 2306 32% 36%

A brand | trust

149, 22% 14% 19%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen seen
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Half of Lifestyle magazine readers read online magazines @; Lifestyle

Cross Readership

51%

28%

21%

Read Printr ONLY Read Print & Digital Read Digital ONLY




'-u.,, +

*I Lifestyle

Lifestyle magazine readers spend the longest engaged, at

per issue (print) and

B #
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I{i}l Lifestyle

Lifestyle magazines a primary source of

of readers look forward
to reading the articles
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Lifestyle magazines a primary source of
“entertainment and relaxation

@ Lifestyle

Outcome from reading Lifestyle magazine

®m Magazines (Print or Online) = Print Online

2304
210 °7°

II 17%

48% 49%
46% 440
44% 43%
39% .
36% 3504 37%
29%
25% 25% 26% 25%
Entertainment Relaxation Gossip or celebrity Information about things Amusement

updates LQY AYGSNBaAaGSR Ay

Learnt something new or
surprising




Lifestyle magazines highly trusted and inspiring ® }*ﬁ Lifestyle

79%of readers trust Lifestyle magazines

72%have confidence in what it tells them

72%of readers are inspired by what they read in Lifestyle magazines




Lifestyle magazines highly trusted and inspiring @; Lifestyle

| look forward to reading articles in this magazin 83%
The content is relevant to me 82%
| feel positive about this magazine bran 80%
| trust this magazine brand 79%
This magazine brand creates their content for people like 7%
| feel | can relate to other readers of this magazine bra 76%
| have confidence in what this magazine brand tells 2%
| am often inspired by what | read in this magazi 72%
| love this magazine brand 71%
LGiQa Y& LINBFTSN 71%
| feel close to this magazine bran 71%
I am more in-the-know after reading the magazi 71%
tKS NBO2YYSYRSR 2NJ FSI (dzNBR LINE Rd S8 VOO K2aSYy
The ads in this magazine have been chosen to suit readers like 66%
| am fascinated by what | read in this magazi 66%
I have been influenced by the articles | have read in this magaz 64%
O8P% L KI @S &

L KIFI®S 06SSy AyTFfdzsSYyOSR o6& (KS NBOA
| often find the ads in this magazine interesti

| have been influenced by the ads | have seen in this magai
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Lifestyle magazines build desire for brands ®

%) Lifestyle

Increase brand relevance by 58%

Build desire by 47%




Lifestyle magazines drive brand relevance and desire @ Lifestyle

Impact of advertising in Lifestyle magazines on consumer journey

ADVOCACY

Total Magazines

Fiftyfive



Lifestyle magazines drive brand relevance and desire I{i}l Lifestyle

Impact of advertising in Lifestyle magazines on consumer journey

0

Not seen advert Seen advert Not seen advert Seen advert

A brand I wantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about about this brand lot about favourites like to own

me
41%

39% ) 1, 48
2% 24% 179, 26% 189% 297 1905 28%

A brand | trust

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen seen
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of Fashion magazine readers
regularly read online magazines

~

of Fashion magazine readers ol
read online




Half of Lifestyle magazine readers read online magazines ‘ Fashion

Cross Readership

39%

35%

26%

Read Print ONLY Read Print & Digital Read Digital ONLY




Fashion decisions are inspired and influenced by magazines ‘ Fashion

‘30utof4

readers are inspired by Fashion magazines

77%

of readers are more informed after
reading Fashion magazines

168%

of readers have been influenced by ads
in Fashion magazines

72%

of readers have been influenced by
recommended or featured products




Fashion decisions are inspired and influenced by magazines

‘ Fashion

| feel positive about this magazine bran

This magazine brand creates their content for people like
The content is relevant to me
| look forward to reading articles in this magazin
| am often inspired by what | read in this magazi
I am more in-the-know after reading the magazi
| often find the ads in this magazine interesti
| trust this magazine brand
| am fascinated by what | read in this magazi
| feel | can relate to other readers of this magazine bra

NEO2YYSYRSR 2NJ FSI GdzZNBR LINRBRd

86%
79%
79%
78%
77%
7%
76%
75%
75%
75%
53500 OK2aSy
74%

¢t KS
| have confidence in what this magazine brand tells
The ads in this magazine have been chosen to suit readers likg 73%
| love this magazine brand 73%
L KIFI@S 6SSy AyTfdzsSyOSR o6& GKS NBO?Z ‘ ‘ ‘ ‘ i%L KI @S &
I have been influenced by the articles | have read in this magaz 69%
| have been influenced by the ads | have seen in this maga 68%
| feel close to this magazine bran 67%
66%

LGiQa Yé LINBFSN
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Fashion magazines drive

1 out of 4

readers to search for your brand

Fiftyfive



Fashion magazines drive 1 out of 4 readers to search for you bran‘ Fashion

Call to action

74% m Magazines (Print or Online) m Print Online
70%

63%

)
27% 27% 27% 26% el

21%
20% 0
14% 14% 149 0 Lt e
0 0 14% 129% 13%

Did something +A&A0SR UKSxAYA A3l S R yISKOSDis¢ussed witth ofh&r§Searched for information Bought products or
social media pages website about what | read about products or  services mentioned in th
services mentioned in the magazine/website
magazine/website
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Fashion magazines build desire for brands ‘ Fashion

Build desire by.42%

Drive advocacy:by 63%

Fiftyfive



Fashion magazines drive desire and advocacy ‘ Fashion

Impact of advertising in Fashion magazines on consumer journey

ADVOCACY

Total Magazines

Fiftyfive



Fashion magazines drive desire and advocacy

Impact of advertising in Fashion magazines on consumer journey

e @ 66% @

Not seen advert Seen advert Not seen advert Seen advert

A brand Ilwantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about about this brand lot about favourites like to own

42% 44%
26% 16% 22% 27% % 200 470 209 32% on0p 34% 31%

A brand | trust

16%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen seen
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of home magazine readers
regularly read online magazines

[93] Fiftyfive



Half of Home magazine readers read online magazines yﬁ\ Home

Cross Readership

46%

30%

23%

Read Print ONLY Read Print & Digital Read Digital ONLY




Home magazines evoke passion Home

of readers love Home magazines
of readers are inspired around the
88% home by magazines
' 0 of readers are fascinated by the content
| SEXCIN i Home magazines

>»
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. . |/
Passion delivers response /ﬁ\ Home

3 out of 4

readers have been influenced by the
recommended or featured products 840/

of readers are influenced by Home
magazines

2 out of 3

readers have been influenced by the ads

Fiftyfive



84% of readers are influenced by Home magazines

yﬁ\ Home

| feel positive about this magazine bran
The content is relevant to mej
I look forward to reading articles in this magazin
This magazine brand creates their content for people like
| have confidence in what this magazine brand tells
| am often inspired by what | read in this magazi
| trust this magazine brand
I am more in-the-know after reading the magazi
I love this magazine brang
¢tKS NBO2YYSYRSR 2NJ FSI GidzNBR LINRRdzOG & Ay
I have been influenced by the articles | have read in this magaz
| am fascinated by what | read in this magazi
| feel | can relate to other readers of this magazine bra
LiQa Y& LINBFTSN
| feel close to this magazine bran
| have been influenced by the recommended or featured products | have seen in this mag
The ads in this magazine have been chosen to suit readers likg
| often find the ads in this magazine interesti

I have been influenced by the ads | have seen in this maga

93%
93%
91%
90%
88%
88%
88%
87%
85%
A 8495 1 R
84%
83%
80%
79%
78%
77%
77%
73%
67%
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Home magazines drive familiarity, commitment and advocacy /ﬁ\ Home

~Double your brand advocacy

Build familiarity by 60%

Builld commitment to
purchase by 30%

Fiftyfive



Home magazines drive familiarity, commitment and advocacy yﬁ\ Home

Impact of advertising in Home magazines on consumer journey

ADVOCACY

Total Magazines

Fiftyfive



Home magazines drive familiarity, commitment and advocacy yﬁ\

Impact of advertising in Home magazines on consumer journey

0

Not seen advert Seen advert Not seen advert Seen advert

Abrand Iwantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about me about this brand lot about favourites like to own

@
31%

37% 40%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen

A brand | trust

429%
20% ~<7°

Not Seen
seen
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of Health magazine readers regularly read online magazin

read online only

Fiftyfive



Half of Health magazine readers read online magazines e Health

Cross Readership

51%

35%

14%

Read Paper ONLY Read Paper & Digital Read Digital ONLY




Health magazine build trust and confidence

of readers trust the advice in Health
magazines

of readers have confidence in what
Health magazines tell them

of readers feel more informed after
reading Health magazines

Fiftyfive



Ads in Health magazines are seen to be curated and influential 9 Health

%of readers belie \ he ads a

curat u swt the
] :

! ¥
}

/ OUt I,Ba fluencedb

the ads in Health magazine

Filtyfive



79% of readers believe the ads are curated to suit them, e Health

“and so 2 out of 3 are influenced by the ads in Health magazines

| look forward to reading articles in this magazin 6%
| feel positive about this magazine bran 84%
The content is relevant to me 84%
| trust this magazine brand 84%
| am more in-the-know after reading the magazi 81%
| feel | can relate to other readers of this magazine bra 81%
I have confidence in what this magazine brand tells 80%
| am fascinated by what | read in this magazi 80%
¢KS NBO2YYSYRSR 2NJ FSI GdzZNBR LINBRd S Y
The ads in this magazine have been chosen to suit readers like 79%
This magazine brand creates their content for people like 76%
| love this magazine brang 76%
I have been influenced by the articles | have read in this magaz 76%
| am often inspired by what | read in this magazi 74%
| feel close to this magazine bran 74%
| often find the ads in this magazine interesti 71%
LiQa Y& LINBTSN
| have been influenced by the ads | have seen in this maga
L KFI@S 06SSy AyTFTidzsSyOSR o6& GKS NBO?Z KIFI &S a
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Health magazines drive intrigue, desire and advocacy e Health

Drive Intrigue by.5/%

Build desire by 75%
\
\

Drive advocacy by 920?

,



Health magazines drive intrigue, desire and advocacy e Health

Impact of advertising in Health magazines on consumer journey

ADVOCACY

Total Magazines

Fiftyfive



Health magazines drive intrigue, desire and advocacy e Health

Impact of advertising in Health magazines on consumer journey

Not seen advert Seen advert Not seen advert Seen advert

Abrand Iwantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about about this brand lot about favourites like to own

48% 43%
0
>0 26% 19% 27% 18% 27% 20% > 4%

A brand | trust

100, 23% 149 22% 27%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen seen
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Igml
1 in 3 weekly magazine readers read online magazines i2..| Weeklies

Cross Readership

66%

25%

10%

Read Paper ONLY Read Paper & Digital Read Digital ONLY




of Weekly magazine readers
look forward to each edition

Fiftyfive



Weekly magazine readers are highly engaged

of Weekly print magazine readers
read at least 70% of the content

Online weekly readers read on

average articles per visit

[113] Fiftyfive




Igml
89% of Weekly magazine readers look forward to each edition Weeklies

¢t KS

| look forward to reading articles in this magazin
| feel positive about this magazine bran
The content is relevant to me
| feel I can relate to other readers of this magazine bra
| love this magazine brang
This magazine brand creates their content for people like
| am fascinated by what | read in this magazi
LGiQa Y& LINBFTSN
| trust this magazine brand
| feel close to this magazine bran
| am often inspired by what | read in this magazi
| am more in-the-know after reading the magazi
NEO2YYSYRSR 2NJ FSI dzZNBR LINE Rd
I have confidence in what this magazine brand tells
The ads in this magazine have been chosen to suit readers like
| have been influenced by the articles | have read in this magaz

| often find the ads in this magazine interesti

L KIFI@S 06SSy AyTfdsSyOSR o6& GKS NBO?Z

| have been influenced by the ads | have seen in this maga

89%
85%
84%
81%
79%
79%
77%
76%
75%
74%
72%
71%
B%SYy OKz2aSy
68%
63%
61%
60%
BHEBoRdzOGa L KI @S &
49%
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Igml
Weekly magazines drive desire and advocacy i..| Weeklies

Build desire by 45%

Drive advocacy by 77%




Igml
Weekly magazines drive desire and advocacy i2..| Weeklies

Impact of advertising in Weekly magazines on consumer journey

ADVOCACY

Total Magazines

Fiftyfive



Weekly magazines drive desire and advocacy

Impact of advertising in Weekly magazines on consumer journey

Not seen advert Seen advert Not seen advert

A brand Ilwantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my

tell others about  find out more about about this brand lot about favourites

Seen advert

A brand | would

. A brand | trust
like to own

38% 38% ;
139, 23% 14% 19% AT 27% 189, 26% 189 2%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen

48%
209% 29% 55%

Not Seen Not Seen
seen seen

Fiftyfive



MAGAZINES ARE THE MOST TRUSTE
SOURCE OF INFORMATION ON
BRANDS AND PRODUCTS

PASSION FOR MAGAZINES DRIVES RESPONSE

MAGAZINES BUILD BRANDS AT ALL
STAGES OF THE CUSTOMER

MAGAZINES DELIVER CURAT JOURNEY
CONTENT THAT INSPIRES A
INFLUENCES




Impact by advertising type
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Magazine advertising for appliances drives intrigue and desire, as well as initial
“discovery

Impact of magazine advertisingAppliances

ADVOCACY

Fiftyfive



Magazine advertising for appliances drives intrigue and desire, as well as initial
discovery

Impact of magazine advertisingAppliances

Not seen advert Seen advert Not seen advert Seen advert

A brand I wantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about about this brand lot about favourites like to own

55%
42% 42%
36% 33% 0 20% 250 210 2004 30% e 38%

A brand | trust

169 25% 179 24% 27%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen seen
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Advertising cars via magazines builds familiarity, desire and commitment to
purchase, as well as advocacy for the brand

Impact of magazine advertisingAutomotive

ADVOCACY

Fiftyfive



Advertising cars via magazines builds familiarity, desire and commitment to
purchase, as well as advocacy for the brand

Impact of magazine advertisingAutomotive

48%

Not seen advert Seen advert Not seen advert Seen advert

A brand Ilwantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about about this brand lot about favourites like to own

me

29% 279% 36%

A brand | trust

0 34%
100 18% 14% 16% 21% 29% 20% 1495 2% 13% 19% 19%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen seen
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Magazine advertising of entertainment products (i.e. books, DVDs, events)
“Impacts at all stages of the consumer journey

Impact of magazine advertisingEntertainment

ADVOCACY

Fiftyfive



Magazine advertising of entertainment products (i.e. books, DVDs, events)
Impacts at all stages of the consumer journey

Impact of magazine advertisingEntertainment

81% +69% +44%
59%

Not seen advert Seen advert Not seen advert Seen advert

A brand | want to A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about find out more about about this brand lot about favourites like to own

me

38% 39%
26% 2105 30% 249 “° 260 21% e 25%

13% 12% 10% 15%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen
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Advertising fashion and jewellery in magazines drives relevance and intrigue fo
“your brand

Impact of magazine advertisingFashion & Jewellery

ADVOCACY

Fiftyfive



Advertising fashion and jewellery in magazines drives relevance and intrigue fo
your brand

Impact of magazine advertisingFashion & Jewellery

74% @ 61% @

Not seen advert Seen advert Not seen advert Seen advert

A brand lwantto A brand | want to Is for people like |have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about about this brand lot about favourites like to own

37% e 0 39% 40%
1795 28% 1705 24% 2396 ~' " 26% 1905 28% Lo0s 5% 30% 6%

A brand | trust

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen seen
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Magazine advertising of food and drink builds familiarity, intrigue and desire

Impact of magazine advertisingFood & Drink

ADVOCACY

Fiftyfive



Magazine advertising of food and drink builds familiarity, intrigue and desire

Impact of magazine advertisingFood & Drink

Not seen advert Seen advert Not seen advert Seen advert

Abrand lwantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about me about this brand lot about favourites like to own

54%
43% Rl 39% 39%
33% 32% 31% 0 0 31% 0
23% 10% 14% 21% 26% 22%

A brand | trust

14%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen seen
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Advertising healthcare products in magazines aids discovery and desire

Impact of magazine advertisingHealthcare

ADVOCACY

Fiftyfive



Advertising healthcare products in magazines aids discovery and desire

Impact of magazine advertisingHealthcare

o @ - @

Not seen advert Seen advert Not seen advert Seen advert

Abrand lwantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about about this brand lot about favourites like to own

520
42% 44%
32% 2796 250, 34% 220 ° 1805 28%

A brand | trust

13% 20% 10% 13%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen seen
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Advertising skincare products in magazines drives commitment to purchase

Impact of magazine advertisingbeautycare

ADVOCACY

Fiftyfive



Advertising skincare products in magazines drives commitment to purchase

Impact of magazine advertising Skincare

Not seen advert Seen advert Not seen advert Seen advert

A brand Iwantto A brand | want to Is for people like | have a good feeling A brand | know a Is one of my A brand | would
tell others about  find out more about me about this brand lot about favourites like to own

0 0 46%
26% a1% 27% 41% 18% 29% 18% 30% 20% 29% 31%

A brand | trust

1205 20% 13% 17%

Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen seen seen seen
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Advertising online/stores in magazines drives commitment and advocacy

Impact of magazine advertisingRetailers

ADVOCACY
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Advertising online/stores in magazines drives commitment and advocacy

Impact of magazine advertisingRetailers

0
76% 67% @

Not seen advert Seen advert Not seen advert Seen advert

A brand | want to A brand | want to Is for people like | have a good feeling A brand | know a Is one of my
tell others about find out more about about this brand lot about favourites

42
2706 SO% 28% °° Loo, 29% L 289 S9%

A brand | trust

149 24% 16% 21%

Not Seen Not Seen Not Seen Not Seen Not Seen
seen seen seen seen seen
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Adverts included in the study
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Adverts from Australian House & Garden
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Adverts from Better Homes
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Adverts from Cosmo
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