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CONSUMERS’ USE OF 
MAGAZINES IN PRINT

●  Readers choose magazines whose personalities and interests match their own. 

●  It creates an involved trusting relationship, like a friend. 

●  This means attentive, thorough and repeated reading – often in a ‘magazine bubble’ of me-time. 

●  Readership accumulates through time.
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EACH MAGAZINE has its own personality. The 
magazine medium’s essential strength lies in 
the active way in which readers choose and 
use their magazines, and how they fi nd titles 
which connect with the personal self. Printed 
magazines call for active participation, with the 
reader in control of decision-making about what 
and how to read and for how long.

Diff erent categories of magazine fulfi l 
diff erent needs, and therefore work in diff erent 
ways, all of which adapt to the needs and 
interests of their readers. Similarly, within any 
given category of magazine, there are vital 
distinctions of character, focus and function 
between individual titles, giving each publication 
its own unique positioning. This specialisation 
means that each magazine has its own 

personality. Consumers 
can therefore choose 
those magazines 
whose personalities 
most closely match 
their own.

Motivations for reading magazines
This is refl ected in the range of motivations for 
reading magazines. A recent example comes 
from research in Indonesia among readers of 
the weekly Femina, Usage of Multiple Platforms Of 
A Magazine Brand [5]. When readers were asked 
the reasons for saying Femina magazine was 
important to them, the principal responses were:
 » The magazine tells you many things
 » Tips and information
 » The up-to-date nature of the information
 » It helps me relax when I get 

home in the evening

 » It is me-time
 » It is refreshing
 » Can read the printed magazine at any time

Another look at motivations was provided by The 
Magazine Experience survey in Belgium, published 
in 2012 by IP Plurimedia [6]. A list of eight 
possible motivations for using media of all kinds 
was drawn up, and a large sample of French-
speaking adults was asked which motivations 
applied to their use of French-language media. 
The results for magazine readers are presented 
in Figure 3a. 

‘Refreshing me-time’: 
one of the many 
motivations among 
Indonesian readers for 
reading Femina

can therefore choose 
those magazines 
whose personalities 
most closely match 
their own.



FIG 3A. MOTIVATIONS FOR READING MAGAZINES (1)

0 10 20 30 40 50

Communication, interaction with others

To learn about products/brands

Advice on specific topics (cars, health, etc)

Services (weather, tra�c, etc)

For inspiration; to give me ideas

To learn something; culture

Entertainment, relaxation

Information: to inform myself 45%

44%

25%

19%

16%

14%

12%

5%

Source: The Magazine Experience, IP Plurimedia, Belgium, 2012

Reasons applicable to the last occasion of reading magazine

pop.indb   19 28/10/2014   10:16



[2] CONSUMERS’ USE OF MAGAZINES IN PRINT

20  PROOF OF PERFORMANCE  

As in Indonesia, in Belgium the motivations 
primarily centred around information-seeking, 
relaxed entertainment and being inspired.

In neighbouring country The Netherlands, a 
qualitative research project called Delivering The 
Message Through Magazines was commissioned by 
magazines.nl, an initiative of the Dutch publishers 
organisation, presented in 2013 [7]. It found six 
principal motivations for reading magazines:
 » Individual: intimate; me-moment
 » Relaxation: relaxed reading, clear framework
 » Curation: editorial team selects the content 

for you; you receive surprises, serendipity
 » Depth: you can dive into stories
 » Reliability and trust: you know 

who is behind a story
 » Tangibility: you can always pick it up again

A not dissimilar pattern had emerged from 
an earlier study in 2010 by Carat’s Consumer 
Connection System in the UK [8]. It looked at 14 
different motivations, among regular readers of 
magazines. For the average magazine the four 
most frequently mentioned motivations were ‘to 
give me ideas’, to learn things, to relax and unwind, 
and ‘the content suits my tastes and interests’. 

Figure 3b ranks all 14 motivations. It underlines 
what a wide range of motivations exist, ranging 
from the practical to the emotional and indulgent. 

variation in motivations among consumers, and 
great variation in the offerings by publishers 
– brings us back to an earlier conclusion: that 
whatever kind of person a consumer is, whatever 
their interests are , there is a magazine which fits 
that combination of interests and motivations. 
This naturally leads towards a reader having 
an emotional attachment to a magazine which 
matches his or her own personality and situation. 

An equally striking thing about the results was 
the variations by gender, sex and other consumer 
characteristics. A further factor is that different 
categories of magazine, and within that category 
different individual publications, serve different 
profiles of reader needs and motivations – some 
titles primarily giving practical advice, some 
focusing on emotional support or escapism, and 
so on. Taking these two things together – great 

FIG 3B. MOTIVATIONS FOR READING MAGAZINES (2): AMONG REGULAR READERS
% claiming each motivation
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FIG 3B. MOTIVATIONS FOR READING MAGAZINES (2): AMONG REGULAR READERS A personal relationship
The process of choosing magazines whose 
personalities suit or complement one’s own is 
similar to the way one chooses friends. Indeed, in 
focus groups readers sometimes describe their 
favourite magazines as “a friend”.

It is nothing new to say that when a 
magazine’s personality matches a reader’s 
personality, a close relationship develops. It’s 
always been in the nature of magazine reading. 

In essence, readers have their own self-image 
of the kind of person they wish to be; certain 
magazines chime in with this self-image, and 
that will create a high level of identification with 
the magazine. The readers develop a feeling of 
ownership, a sense that this is ‘my magazine’, 

an informed friend. The magazine in turn helps 
its readers to become the kind of person they 
want to be. The magazine is thus aspirational and 
enabling, and the readers feel “I have a powerful 
and trusting relationship with my magazine”.

It is a relationship that is impossible for other 
media to fully replicate.

Many recent surveys bear this out – for 
example, a study among readers of Cosmopolitan 
in Malaysia [9] – see Panel 1.

Connecting with the personal self
Another phrase for expressing the relationship 
is ‘connecting with the personal self’, identified 
as one of the key roles of magazines in the 

Magazine Experiences Europe study 
published by Time and Fortune 

magazines in 2008 [10]. The 
survey was conducted 
among adults in 
France, UK and 

Germany. There were a 
variety of ways in which 

the connection with the 
personal self was demonstrated:

 » 68% of consumers said they are alone 
when reading a magazine (compared 
to only 24% for watching TV which 
is a more social/family experience).

PANEL 1

COSMOPOLITAN MALAYSIA
Cosmopolitan Malaysia commissioned a 

qualitative study among young Muslim women in 

Malaysia who were readers of the magazine [9]. 

The study, published in December 2011, 

established that large shifts were occurring in 

these young women’s lives and social circles. 

While they wish to stay true to their Muslim roots 

and respect their parents and their husbands, 

they also want independence, particularly 

financially and in their developing careers. 

They are optimistic and aspiring. Cosmopolitan 

is a valued companion in this situation, 

providing them with role models and inspiration, 

helping them feel fashionable and beautiful 

and thus bolstering their self-confidence. 

Their deep relationship with 

Cosmopolitan enables the 

magazine to guide their 

projections of themselves into 

the woman they wish to become 

– stylish and trendy, hard-

working but fun, modern and 

independent. “Cosmopolitan 

has become their partner-in-

life” summarises the report.

“A cup of tea, two  
cushions in my back,  

and I can start reading my 
magazine. I won’t pick up 
my phone. I don’t want to 
talk to my husband. I want 

to be left alone.”

Respondents from Delivering The Message 

Through Magazines, The Netherlands, 2013

“A magazine is a 
moment for myself. 
I focus on beautiful 

and positive things. It 
gives me energy.”
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A study in Chile, published in 2013, 
investigated engagement in printed editions 
of magazines. Engaging Readers: magazine 
advertising effectiveness in the Chilean media 
market [12] was designed at the University of 
the Andes in Santiago, in collaboration with the 
Asociación Nacional de la Prensa Chile.

The findings were in full accord with those 
in other countries. For example, readers are 
very loyal to the magazines they choose. They 
dedicate a special time to read them. They make 
comments such as “It’s a me-time, a time to 
relax”, “It’s an infinite pleasure”, and “It is very 
easy to be transported by the stories and pictures 
in a magazine”. These experiences represent 
deep engagement in the medium.

For advertisers, this engagement is very 
significant because, as many studies have 
demonstrated, high involvement in a magazine 
rubs off onto the advertisements it carries, 

it enhances the communication of the 
messages in the ads, and is more likely 

to prompt action. This is examined in 
more detail in the next chapter.
The AIM Engagement Survey, published 
in India in 2011 by the Association 

of Indian Magazines (AIM) at the FIPP 
World Magazine Congress [13], summed 

up this process very well. The survey results 

pleasure. Readers feel in control of their reading. 
Magazines have a high social currency value. 
They help define “who I am”.

Engagement / involvement
A range of emotional and behavioural 
consequences flow outwards from the central 
fact that readers strike up personal relationships 
with their favourite magazines (Figure 4) – and 
these consequences in return form some of the 
proof of that engagement and involvement.

Trust is established. Readers make time to 
read an issue. It is a relaxed time, often alone, 
‘me time’. The readers savour the ‘magazine 
moment’. There is focused attention, and little 
multi-tasking. Issues are read thoroughly, as 
considerable time is spent reading. Timeless 
content is often kept for reference. Copies are 
picked up on more than one occasion, and this 
repeat reading means 
that pages – editorial 
and advertising – are 
exposed more than 
once. Since the 
reader is in physical 
control, everything 
that strikes a chord 
can be dwelt on for 
as long as desired. 

 » 52% agreed with the statement ‘My 
choice of magazines says something 
about the kind of person I am’.

 » 57% said ‘There are always 
magazines in my house’.

 » 34% of consumers set aside a 
‘special time’ for reading magazines. 
It is a ‘me time’ medium.

 » 22% described their magazine reading 
experience as being ‘Like a gift to myself’.

The study found that the personal relationship 
is deepened through magazines’ role as a source 
of knowledge and learning. Magazines attracted 
high scores for agreement with statements 
like ‘Magazines help me learn new things’ and 
‘Magazines inform me of news and events’. 

A companion study from Time Inc, this time 
in the USA, called The Magazine Experience Study 
[11], similarly concluded that magazines meet 
a range of emotional and rational needs. There 
is the pleasurable anticipation of a magazine’s 
availability, whether through the post or from a 
bookstall. There’s “the joy of discovery” of what a 
new issue contains, and the rewards of picking up 
the issue a number of times.

The survey emphasised that magazines are 
described in pleasure terms. Their portability 
and tactile qualities are key components of that 

“I come out of 
reading Cosmopolitan 

feeling a different person 
than when I come out of 

reading Prima.”
Focus group respondent
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engagement with their magazines. The next few 
sections discuss a number of them.

The ‘magazine moment’
The Absorbing Media study published by the PPA 
(Professional Publishers Association) in the UK 
[14] described the typical magazine reading 
experience as ‘the magazine moment’. The report 

else while reading magazines. Magazines are 
never background noise; we make time for them 
and commit to them. 

Magazines are read with a purpose. Magazines 
grow on us: 68% of readers say they form intimate 
connections with their magazines, because 
magazines don’t just inform, they engage.”

There are many indicators of readers’ 

were presented in a video, which can be accessed 
by using the Viewa app to scan this page.

In brief, the survey confi rmed that “Magazines 
aren’t read with friends, at bars, or at the dinner 
table; magazines are read alone. They command 
undivided attention. We read when we’re calm 
and relaxed, not while rushing to work or while 
juggling errands. 9 out of 10 readers do nothing 

FIG 4. MATCHMAKERS
How magazines and readers discover a certain chemistry

magmatch.com
where magazines � nd their perfect readers
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with interests 
and personalities
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and personalities
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[5]. Figure 5 shows the very strong endorsement 
by Femina readers of the high trust placed in 
the magazine, the importance of the practical 
information it contains, and the relaxation 
associated with the title.

Time spent reading
The emotional side of involvement with a 
magazine leads to observable behaviour, such as 
intensive reading. The total length of time spent 
reading is considerable. 

In the Czech Republic, for example, consumers 
spent an average of 4 hours 42 minutes per 
week reading all their magazines, according 
to the Magazine Advertising Study by the Czech 
Publishers Association/Millward Brown  [16]. This 
rose to 6 hours 10 minutes when the magazines’ 
online versions were added.

The UK’s National Readership Survey 
[17] is one of many surveys 

which measure time spent 
reading for every individual 

publication it covers. As 
Figure 6 shows, in 2014 
the average magazine 
is read for 50 minutes, 

with the monthlies and 
bi-monthlies averaging 

rather more than that and the 

studies is The Magazine Experience survey in 
Belgium, published in 2012 by IP Plurimedia [6]. 
It used the phrase ‘the magazine bubble’: reading 
a magazine in quality me-time, relaxed, usually 
at home (79% of reading occasions) and usually 
alone (66% of reading occasions).

Trust and ‘me time’
The involvement between readers and their 
chosen magazines creates trust in the magazine’s 
contents. The AdSense study by IPC Media in the 
UK in 2012 [15] concluded “Trust in magazines 
is grounded in providing personally targeted, 
impartial information which is accurately 
researched. Magazines are an ‘appointment to 
view’ medium which offers valuable ‘me time’.” 

Copies tend to be read as a treat, when 
relaxing, and for taking a break. Readers are 
in a receptive mood – receptive to all 
the contents of the magazine, 
including the advertising.

These points were 
echoed by – among 
many others – the 
Indonesian survey 
Usage of Multiple 
Platforms Of A 
Magazine Brand by the 
Femina Group in 2013 

stated: “The magazine moment was described 
warmly and positively by all respondents. It was 
treasured, as a break from work/housework/
homework – an activity which transported 
readers from their everyday situation… sometimes 
into other people’s lives or into a dream life of 
their own. It was generally an intensely personal 
moment. The reader was utterly absorbed in 
the magazine. Demands on one’s time could be 
forgotten for a while.

“The magazine moment often took place in 
relaxed places. Although the reader was often 
alone, in a private place, this was not always the 
case. The magazine itself could be sufficient 
to create a private ‘bubble’ that protected the 
reader from intrusion.

“Women with children in particular 
appreciated the fact that their relationship with 
magazines was like an unconditional friendship. 
The magazine would always be there when they 
had a moment, to talk to them for as long as 
they could spare. The satisfaction obtained was 
analogous to eating a favourite food.”

Although Absorbing Media was published 
a dozen years ago in 2002 it stands in a long 
sequence of studies producing findings about 
printed magazines that have been consistent 
right to the present day.

One of the more recent in this sequence of 

I feel that because I am 
purchasing the magazine that 
fits in most with my lifestyle, 

the adverts and articles are more 
personally directed at me...”

Respondent in AdSense survey, 

IPC Media, UK, 2012
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magazine association, and latterly run by a new 
organisation including advertisers and media 
agencies, involves three elements: ad tracking, 
brand tracking, and the RFID study. The RFID 

Tracking how issues are read
One of the strengths of printed publications is 
that they can be picked up and read on multiple 
occasions. This can be measured very precisely 
by a passive measurement system known as 
RFID (Radio Frequency ID) in which a copy of a 
magazine is placed in a special reading/scanning 
device which records every time a page of the 
magazine is opened, and the exact time at which 
each page is turned.

In Germany the Ad Impact Monitor (AIM) 
research programme running from 2009 through 
into 2014 [18] included an RFID study. The 
AIM programme, initiated by VDZ the national 

weeklies rather less. 
Has the time spent reading magazines been 

reduced by the growing use of digital media 
over the last eight years? In Canada the firm 
answer is No. The Print Measurement Bureau 
(PMB) readership survey [17] shows in Figure 
7 that reading time for the average magazine 
has not fallen at all during the period 2005 to 
2013, remaining steadily at an average of 40-42 
minutes throughout the eight-year period.

The PMB also measures ‘average degree of 
interest’, on a 10 point scale, across all measured 
titles. This too has remained very constant during 
the nine years (Figure 8).

86% 89% 92%

FIG 5. READER ATTITUDES TO FEMINA MAGAZINE
% of readers agreeing or agreeing strongly with statement

FIG 6. 
AVERAGE TIME SPENT READING
Minutes per average issue

Base: female readers of Femina magazine
Source: Usage of Multiple Platforms Of A Magazine Brand, Femina Group, Indonesia, 2013 

Based on paid-for magazines (adults), except women’s titles  
(based on women). 

Source: National Readership Survey, UK, Apr 2013-Mar 2014
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handful of pages in the front half of the title. 
This illustrates in a striking way how every 

page, including every advertisement, can deliver 
several exposures to the same reader. 

In Russia the publisher Hearst-Shkulev Media, 
inspired by the German study, commissioned its 
own RFID research. How A Weekly TV Magazine Is 
Read: An RFID Study in Russia, presented in 2013 
[19], examined the TV guide Antenna-Telesem.

Figure 10 plots the way reading occasions are 
spread through the day. On weekdays there is a 

Figure 9 shows that on 13 May the woman 
looked at the first few pages and sampled a 
few others. On 18 May she had a thorough look 
through the first half of the magazine. During 
21 May in the evening she had an intense read, 
opening almost every page and opening a few of 
the pages twice or even three times. 

On 1 and 18 June she only looked at the front 
cover, but on 5 June she enjoyed a thorough read 
of the second half of the magazine, seeing some 
of the pages more than once. She also looked at a 

Contact Study was able to establish which pages 
of selected magazines were read, when, and for 
how long. This means it was possible to study an 
individual reader’s whole reading pattern of a 
particular issue of a magazine. 

For example, a 38 year old woman read the June 
2009 issue of Vogue. She read it on six occasions, in 
the course of which she read 210 of the 212 pages 
of that issue. Only two pages were not opened at 
all. Nearly all pages were opened on at least two 
occasions, and some pages exceeded that.

FIG 7. TIME SPENT READING REMAINS STABLE
Average minutes per issue

FIG 8. READER INTEREST SCORE REMAINS STABLE
Average reader interest score. Scale: 1 (low) to 10 (high)

Source: Print Measurement Bureau, Canada. Period: Fall, except 2013 (Spring).
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the magazine 7.0 times on average, and clock up 
a total reading time of 57 minutes. The average 
spread is opened 2.0 times. This being a TV 
weekly, with the more functional programme 
listings in the middle and later parts of the 
magazine, the average number of times a spread 
is opened is greater towards the front of the 
publication where the main articles are:
 » 1st third of issue: 2.3 times per spread
 » 2nd third of issue: 1.8
 » 3rd third of issue: 1.6

a higher proportion of reading (compared with 
weekdays) taking place before the evening.

This pattern is that of a TV weekly, and for 
other magazines used in diff erent ways the 
pattern might be diff erent. 94% of Antenna-
Telesem readers begin reading from the front of 
the issue, starting in the fi rst ten pages.

Multiple pick-ups and repeat reading
The Russian analysis showed that adult readers 
of Antenna-Telesem TV guide pick up an issue of 

marked summit in reading 
during the evening, when 

viewing of television is at 
its peak and the listings 
pages are in greatest use. 
Even so, a signifi cant 

proportion of reading 
takes place during the 
mornings and afternoons. 
At weekends the pattern 
is rather diff erent, with 

FIG 9. READING PATTERN FOR GERMAN  VOGUE
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page spread was looked at 1.88 times. If the spread 
included an advertisement it made little diff erence: 
the spread was still looked at 1.80 times.

Some estimates have put the average page 
contact fi gure rather higher than Germany’s 
1.8. In the UK, using a diff erent measurement 

It is notable that the fi gure for German TV 
weeklies was very similar, at 6.7 pick-ups, to the 
7.0 found for Antenna-Telesem in Russia, another 
little example of the observation that consumers 
use magazines in very much the same way all over 
the world. In the German study the average two-

The German RFID study found that on average 
each issue was picked up 5.9 times. The number 
varied by category of magazine, as Figure 11 
shows. For example, TV fortnightlies with their 
daily reference function are picked up 10.7 times 
on average.

Source: How A Weekly TV Magazine Is Read: An RFID Study in Russia, Hearst-Shkulev Media, Russia, 2013
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FIG 11.  AVERAGE OF SIX READING 
OCCASIONS FOR EACH ISSUE

Average number of reading occasions 
per reader, by category of magazine
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The Netherlands, published by the NUV Dutch 
Publishers Association in collaboration with 
Starcom Netherlands [22], found that 56% of 
readers of specialist magazines save issues for 
future reference.

Readership accumulation
Not everyone who reads a specific issue of a 
magazine reads it on the day it is published. Some 
readers see it on publication day, some first see it 
in the next few days, others in the following week, 
and for yet others it will be one or more weeks 
later than that when they first see it. Thus the full 
complement of readers of a printed magazine 
issue accumulates over a period of time, instead 
of occurring immediately and all at once.

Several factors influence the speed at which 
the total readers of an issue builds up. The most 
obvious is its publication frequency: a typical 
weekly accumulates new readers of an issue 
faster than a typical monthly. Other factors 
include the predominant distribution method (e.g. 
subscriptions versus single copy sales); how time-
critical the editorial content is; how appealing 
the magazine is to pass-on readers; and even the 
physical robustness of the magazine.

The rate of accumulation has been measured 
in many countries. The RFID technique described 
earlier yields a particularly precise description.

technique, the average Page EXposure score (PEX) 
was calculated as 2.5, according to the Quality of 
Reading Survey (QRS) [20]. There were variations 
by individual magazine and by genre of magazine. 

The QRS also established that paid-for 
magazines were picked up an average of 5.4 times 
– not very different from the 5.9 in Germany.

In the Czech Republic a similar situation to 
Germany and the UK was found. The Magazine 
Advertising Study conducted by Millward Brown 
for the Czech Publishers Association [16] found 
that 85% of magazine readers pick up and read a 
copy more than once, and 63% several times.

The repeat reading of magazine issues, 
resulting in multiple exposures for the ads they 
carry, is one contributory factor in explaining why 
magazines are shown, later in this book, to be 
such an effective advertising medium. And repeat 
reading is a phenomenon that clearly must exist 
for printed magazines in every country.

Keeping copies for reference
Those magazines containing substantial timeless 
contents are liable to kept by readers for a long 
time. Taking the Irish cookery magazine Easy Food 
as an example (Panel 2), a reader survey [21] 
showed that 49% of readers keep the issues after 
reading them, in order to refer back to them later.

Similarly the Magazine Engagement Study in 

 PANEL 2 

EASY FOOD MAGAZINE
Easy Food magazine in Ireland, published 
by Zahra, is written for ‘budget-conscious 
nutritionally-aware home cooks who 
want quick and easy recipes’. 

Its quantitative reader survey [21] showed 
that the magazine created inspiration and 
confidence and solved the problem of what 
to provide for the family day after day while 
ensuring it is nutritionally balanced:

 99% of readers agreed “Easy Food provides 
inspiring meal ideas for my family and myself”

 94% agreed “Following a recipe’s 
instructions gives me confidence”

 62% agreed “I find it difficult to 
come up with ideas of what to cook 
for myself/my family every day”

 89% agreed “I’m 
concerned about eating a 
nutritionally balanced diet”

Consequently, readers are 
prepared to take action: 99% 
agreed “I intend to cook 
something from Easy Food” 
and 71% agreed “If I see a 
new kind of food I will try 
it”. 49% of readers keep 
their issues for reference.
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newspaper whose readership was measured in the 
NRS was given its own accumulation curve – that 
is, about 230 curves were published. In addition, 
summary curves for 25 publication groups were 
created. Figure 14 shows some examples.

Although these curves were measured several 
years ago, there’s no reason to suppose that the 
timing pattern in which a reader fi rst encounters 
a magazine will have changed signifi cantly. 

Moreover, there is a very strong similarity 
between the UK, German and Russian curves, 
and those from several other countries which 
have measured magazines’ rate of accumulation 
of readership. Even two countries which have 
diff erent balances of circulation methods have 
look-alike accumulation curves – for instance the 
UK whose circulations are predominantly through 
single copy sales and the USA where the magazine 
market is predominantly based on subscriptions. 

We can be confi dent that a broadly 
comparable pattern exists in almost all other 
countries, and therefore it would be reasonable 
for any country without its own accumulation 
study to adopt a set of curves based on one or 
more of those countries which do have such a 
study. Approximate as it may be, it is better to do 
that than to work on the implicit assumption that 
all reading of an issue occurs on the day the issue 
fi rst goes on sale.

In Russia the day by day pattern of readership 
accumulation for TV weekly Antenna-Telesem 
was measured by the survey How A Weekly TV 
Magazine Is Read: An RFID Study in Russia [19]. For a 
typical issue, 32% of the eventual readership fi rst 
looks at the magazine during the on-sale day, 
Wednesday (Figure 12). By day 3, a Friday, 68% 
of readers have had their fi rst look at the issue. 
Thereafter new readers continue to accumulate 
but at a reducing rate, until all the readers of 
the issue have seen it at least once by day 11, by 
which time the next issue is on its fourth day. The 
shape of the build-up is a smooth convex curve.

What the curve doesn’t measure is the second 
and subsequent pick-ups of the issue, which of 
course are delivering further exposures to the 
advertisements. While an issue is gathering new 
fi rst-time readers during days 2 to 11, many 
people who have already seen it are re-reading it. 

In Germany the RFID study within the Ad 
Impact Monitor (AIM) programme, discussed 
earlier [18], also produced accumulation curves, 
for all the categories of magazines measured. 
Three sample curves are shown in Figure 13: for 
weeklies, fortnightlies and monthlies.

Another example is the UK, where the National 
Readership Survey (NRS) commissioned its own 
Readership Accumulation Survey [23], using a very 
diff erent technique from RFID. Every magazine and 
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The concept of accumulation is vital when 
planning the allocation of ads across a campaign, 
in order to control the week by week delivery of 
ad exposures. It is also essential when modelling 
the post-campaign effectiveness of magazine 
advertising. To evaluate a magazine campaign 
on the (sometimes unwitting) assumption that 
all the exposures generated by an issue can be 
allocated to the week the issue is published is to 
significantly undervalue the campaign. 

Instead, it is necessary for the model to 
distribute the exposures through time in line 
with the pattern described by readership 
accumulation studies, in order to correctly align 
(say) weekly exposures with the weekly pattern of 
sales or other criterion.

The readership accumulation curves are based 
on readers’ first exposure to an issue. The curves 
thereby ignore all a reader’s subsequent repeat 
exposures to the same issue. An analysis of data 
from the AIM RFID Contact Study in Germany 
[18], based on 24 weekly magazines, took all the 
multiple exposures into account, and showed how 
exposure to double-page spreads builds up during 
the first two weeks. Figure 15 reveals the pattern 
for an average issue of a typical weekly magazine.

Among all contacts with double page spreads 
and the ads on them (including the repeat 
contacts), about 20% occur in the first two days, 
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modelling post-campaign performances.

 » The continuous build-up of exposures 
through time means that a magazine 
advertising campaign continues to work for 
a substantial period after the issues come 
on sale. 

For advertisers, two major conclusions are 
underlined by this analysis:
 » Second and subsequent exposures to a 

typical double-page spread contribute 
heavily to the total impact of a magazine 
advertising campaign, and should be taken 
into account when planning campaigns and 

while 80% of exposures occur in the next 13 days. 
Even Days 13 and 14 are each contributing about 
6% of the exposures generated in the two weeks. 
In addition, further exposures not measured by 
the RFID study will occur from Day 16 onwards, 
forming a long tail, and perhaps adding a tenth or 
fi fth to the total contacts.

FIG 15. CONTINUOUS BUILD-UP OF EXPOSURES THROUGH TIME
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