
INNOVATION IN 
MAGAZINE MEDIA 
2016-2017  
WORLD REPORT
A SURVEY BY INNOVATION MEDIA CONSULTING 
FOR FIPP – THE NETWORK FOR GLOBAL MEDIA

IN
N

O
VATIO

N
 IN

 M
AG

AZIN
E M

EDIA  20
16-20

17 W
O

R
LD R

EPO
RT

JUAN SEÑOR
JOHN WILPERS

JUAN ANTONIO GINER
EDITORS



6 EDITORS NOTE I N N O VAT I O N  I N  M A G A Z I N E  M E D I A  2 0 1 6 - 2 0 1 7

I

A how-to guide 
to innovation 
This year, we focus on how to actually make innovation happen,
starting and ending with your culture

n 21st century publishing, there are no easy 
answers.

But there are answers.
And we’ve got a lot of them here in this book.
We’ve got proven strategies and tactics for 

the hottest, more important areas in publishing 
today: company culture, mobile, video, data, 
ad blocking, micropayment, distribution plat-
forms, and trend spotting. 
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on today. In the US some titles are already see-
ing 50% of their traffic coming from mobile, 
according to the Association of Magazine Media 
(MPA), and in the UK and elsewhere it is even 
more. Half of ESPN magazine’s audience in the 
US of 89 million comes from mobile. People 
magazine gets a third of its readers on mobile. 

Some magazine titles are seeing eye- 
popping annual growth on mobile: In 2015 an-
nualised numbers released in early 2016, many 
US magazines saw eye-popping increases in 
mobile traffic, according to the Magazine Media 
360’s 2015 Brand Audience Report. 

Hearst had a blockbuster year, highlighted 
by Veranda magazine’s 568% year over year 
growth in mobile web visitors. 

Hearst’s Town & Country magazine notched 
an almost 300% year over year growth rate, 
while Marie Claire came in at just over 200% 
growth and Esquire  and Country Living at just 
under 200%. Both Elle and House Beautiful 
came in at nearly 160% growth.

Conde Nast’s Self and W titles recorded al-
most 150% increases year over year. 

Some Rodale titles also had a banner 2015 
in terms of mobile traffic. Their Bicycling mag-
azine also notched nearly 200% growth and 
Prevention saw 130% increase. Time’s Fortune 
magazine had 165% growth. Overall, the MPA 
calculated US magazine industry’s mobile 
growth averaged nearly 50% year over year. 

And yet most publishers are dumping desk-
top content onto a screen that is a fraction of 
the size of the desktop screen and that is used 
in situations vastly different from the desktop 
experience. 

That makes no sense. 
Publishers don’t need a digital-first strategy 

for mobile, they need a mobile-only strategy. 
A digital-first strategy simply means putting 
content ultimately designed for a desktop on a 
mobile device first. The entire mobile experi-
ence is different from the desktop experience. 
Expectations are different, available time is 
different, needs are different, behaviour is 
different. 

Build mobile content for the mobile experi-
ence. Make planning for mobile the first part 
of story planning. In our work with magazine 
companies around the world, we often rec-
ommend the creation of a bespoke team to 
drive mobile-only content until mobile-only 

Welcome to our 7th annual Innovation in 
Magazine Media World Report. 

We start the book out with a chapter on 
changing your culture. As we say at the open-
ing of the chapter, change dies at the top. If 
publishing executives do not commit to and 
model culture change and innovation, no one 
will take any of his or her pronouncements 
about innovation seriously. They are DOA (dead 
on arrival). 

Your staffs are surprisingly ready for change; 
you just have to make it important, essential, 
rewarding, and fun. You have to change your 
mission and your culture, and then change job 
descriptions, expectations, workflows and pro-
vide training to give your staff the permission, 
encouragement, and tools to make change and 
innovation happen. 

After changing your culture to be innova-
tion-friendly, all things are possible. 

And you’d be wise to start with mobile.
Mobile is undoubtedly the single most im-

portant strategy for publishers to get a handle 
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thinking becomes second nature, and then 
disband the team.

If mobile drives the majority of traffic, video 
is by far the dominant content platform. 

And yet few publishers have the people with 
the skills or the equipment and software to 
produce video. 

In working with magazine editors and 
authors, we often hear the excuse that “we 
don’t have time to do video”. That’s because 
they’re too busy doing things based on the old 
print-first business model. Even if they are a 
digital-first operation, all of the attention is 
focused on text, not video. Besides, they say, 
we don’t have any equipment or training.

To change an editorial department’s culture 
and enable the creation of new types of content 
on new platforms, you must first change your 
mission and vision (e.g., “We are a multimedia, 
multi-platform, 24-7 content creation organi-
sation…”). That change drives changes in your 
priorities and expectations of your staff. What 
are you asking your staff to do today that pales 
in ROI to doing video or mobile-only content? 
Stop doing things the old way. Pivot.

Then you must provide the training to give 
your staff the skills to actually do what you’re 
asking. 

Data is another largely untilled field. 
Sure, almost every publisher has a “Yes-

terday’s Data” email that makes the rounds 
of the editorial, marketing, digital, sales, and 
circulation departments. 

But nobody reads it. 

Or if they do, they skim the results, nod, and 
delete it. Data is rarely the subject of a news 
or marketing or digital department planning 
meeting. Data rarely has a champion. 

And that’s exactly what data needs: a 
champion who makes the data analysis and 
data-based strategy the first subject of every 
planning meeting. Hire a chief data scientist 
and make him or her responsible for telling you 
every day how you can choose better stories, 
write better headlines, build more success-
ful ads, create new products, and kill failing 
products. 

We also have chapters in this book on ad 
blocking, distribution models, native adver-
tising, micropayment, and trend spotting, all 
of which have innovative ideas you can use at 
your publication.

And at the end, we celebrate genius, whimsy, 
creativity, and daring with our annual offbeat 
chapter highlighting some of the craziest, most 
provocative, most delightful new ways to use 
print and digital to inform and entertain our 
readers.

So, dive in. 
And send a memo to yourself: Do something 

right away to change your culture so these ideas 
will have fertile ground in which to thrive. 

If you accept change, you will never grow 
old!
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