
BACK IN 2009



“We’re not entirely 
sure where we’re 
going, guys…and 

we’re not sure how 
to get there!”

BACK IN 2009



TODAY
We’ve got a lot of 
proven trails and 
guides who have 
shown the way



But we’ve got a mystery ….



With so many proven innovations & 
best practices, why are there still so 

many troubled media companies!



So many proven innovations & 
best practices, yet still many 
troubled media companies?

It’s elementary:
The cultures of 

those companies 
are change-

resistant



COMING LATER IN  
THIS PRESENTATION 

 



THE   
MOST 
SUCCESSFUL  
MAGAZINE MEDIA  
INNOVATIONS  
IN THE WORLD 
By Innovation Media 
Consulting Co. for FIPP



CASES FROM  
12 MONTHS OF 

RESEARCH  
& LESSONS FROM 

OUR GLOBAL 
CONSULTING 

WORK



A “HOW-TO” 
GUIDE TO 
INNOVATION



1. Messaging Apps & Chatbots 
2. Mobile (“Precision Content”) 
3. Monetisation 
4. Progressive v. Native Apps 
5. Media Tech 
6. Reinventing Legacy Teams 
7. Print Innovations & Off-beat

OUR AGENDA & THE BOOK:



THIS IS GOING TO BE 
A LOT OF 

INFORMATION  
IN A SHORT PERIOD 

OF TIME….



MESSAGING APPS 
& CHATBOTS



ALL THOSE SITES AND 
NATIVE APPS YOU’VE  SPENT 

SO MUCH TIME & MONEY 
BUILDING?



FORGET’EM…



THE FUTURE IS MESSAGING APPS & CHATBOTS



The combined 
user base of the 
top four chat 
apps is larger 
than the 
combined user 
base of the top 
four social 
networks.

— BI INTELLIGENCE Messaging 
Apps Report Sept. 2016



• Faster 
• Smarter 
• Easier to use 
• Friendlier 
• More targeted 
• More secure 
• More personal 
• More satisfying 
• More widely 

used than 
websites, native 
apps, & social 
media

They are:



Mobile messaging 
apps are massive.
The largest 
services have 
hundreds of 
millions of monthly 
active users (MAU). 

— BI INTELLIGENCE Messaging Apps 
Report Sept. 2016



Ten million 
of the 40 

million users 
of the 

Xiaoice 
chatbot in 
China and 

Japan have 
told “her” 
that they 

love “her”.  A 
robot.



On average, 
messaging 
apps keep 

users engaged 
for over 30 

minutes per 
session

— A Kik 2015 study



79% of messaging 
app users say 

they are likely to 
engage with 

brands during a 
chat app 

experience
— A 2015 MEC survey cited by Digiday



Companies like 
HP, Taco Bell, 
and 1-800-
Flowers offer 
“conversational 
commerce” 
with chatbots 
on messaging 
platforms to 
drive sales



But chatbots 
may be the 

super sweet 
spot



“It’s a rare moment 
when it becomes clear 
that a technological 
revolution is upon us, 
and I believe we’re in 
the midst of one such 
transition right now.”

Chat Bots Aren’t a Fad. 
They’re a Revolution

— CHRIS MESSINA, Social Tech Developer



NAT GEO’S TINA T-REX 

EXAMPLES OF 
MEDIA CHATBOTS

GUARDIAN’S CHEF UK VOGUE FASHION



• SCALE 
• CONVENIENCE 
• ENGAGEMENT 
• PERSONALISATION 

• VERSATILITY 
• NATURAL 

INTERACTION 
• DARK SOCIAL

BENEFITS 
OF BOTS:



• ACTIVE & ENGAGED RATES 
• CONFUSION TRIGGERS 
• CONVERSATION STEPS 

• AVG. # OF USER 
CONVERSATIONS /SESSION 

• RETENTION: 1, 7, 30 DAYS

MEASURING 
BOT SUCCESS:



“We’re seeing the next phase of 
communication; it blasts away anything 

we’ve ever seen before” 
— Jarrod Dicker, Washington Post head of ad product and engineering



“A one-stop shop through [a messaging 
app] will change how everyone uses the 
internet from commerce to publishing.” 

— Jarrod Dicker, Washington Post head of ad product and engineering



“If you’ve been on the fence about 
building a [chatbot] app, you should 

re-evaluate that decision” 
— Tom Anthony, head of R&D at delivery optimisation company Distilled



• Detailed list of how to 
measure chatbot success

• How to build a chatbot 
yourself or with help

• More examples of 
successful chat bots

• Detailed explanation of the 
benefits of chatbots

MORE IN THE BOOK:



MOBILE OR ‘PRECISION CONTENT’



LET’S 
PRETEND 
WE’RE 
NOT 
MAGAZINE 
MEDIA 
BUT AUTO 
MAKER 
TOYOTA



AND TO 
SAVE 
MONEY & 
TIME & TO 
MAKE IT 
EASIER 
FOR US…



WE’RE 
ONLY 
GOING  
TO MAKE 
ONE 
MODEL IN 
ONE 
COLOUR: 
THE 
COROLLA



CONSUMERS 
WOULD 

EXPLODE



A ONE-PRODUCT AUTO STRATEGY 
WOULD BE SUICIDAL



PRINT CONTENT 
ON DESKTOP 

AND 

HOW ARE WE ANY DIFFERENT 
WHEN WE PUT

DESKTOP 
CONTENT ON 

MOBILE DEVICES?



WE NEED 
MULTIPLE PRODUCTS 

WITH UNIQUE ATTRIBUTES 
ADDRESSING UNIQUE MULTIPLE 

NEEDS AND BEHAVIOURS
FOCUS ON NEEDS,

NOT DEVICES



NEEDS & BEHAVIOURS
CHANGE THROUGHOUT THE DAY



They simply think of the task they need 
to complete at that specific instance, 
and how best they can complete it” 

— Gartner marketing research director Ewan McIntyre

“Customers don’t think about devices. 



• The consumer’s needs at the moment
• The best format (video, text, photo, etc.) for the moment
• The best platform (mobile, desktop, print) for the moment

Create content precisely for: 



“PRECISION CONTENT”



1. READER BEHAVIOURS MUST INFORM CONTENT, 
PUBLISHING SCHEDULES, STAFF ORGANISATION 

2. DAY-PART YOUR CONTENT USING YOUR DATA



FIND YOUR PRIME TIMES; 
CREATE AND PUBLISH CONTENT 

ACCORDINGLY



Google’s “Micro-Moments: Your Guide 
to Winning the Shift to Mobile”, April 

70% WILL QUIT 
A SITE THAT 
TAKES TOO 
LONG TO LOAD

CHECK YOUR LOAD TIME



FREE LOAD-TIME TESTS

https://gtmetrix.com
https://developers.google.com/speed/pagespeed/insights/


An example: 
Me Naiset, 

Finland



• How to utilise mobile 
capabilities in story-telling

• Ten rules of mobile content
• The “root to fruit” approach 

to content
• How to enable readers to 

talk to their mobile devices

MORE IN THE BOOK:



How the heck do you make 

MONEY  
in magazine media these days?



Malcolm Forbes
Founder of Forbes



“I made my money the old-
fashioned way: I was very 
nice to a wealthy relative 

right before he died.”



What if you don’t have a rich, aging relative?



Unfortunately, 
there is no 

Holy Grail, no 
one super 
solution



DIVERSIFICATION



SO MANY WAYS 
TO MAKE MONEY 
• Advertising  
• Anti-ad blocking strategies 
• Reader revenue 
• Branded content / Magazine 

media as in-house agencies 
• Distributed platform advertising 
• Ecommerce 
• Events 
• Messaging apps & chatbots 
• Mobile advertising 
• Native advertising 
• Newsletters 
• Programmatic advertising 
• Retail revenue 
• Video advertising



THAT’S WAY TOO 
MUCH TO COVER 
IN THIS TALK, 
BUT THERE ARE 
41 PAGES ABOUT 
IT IN THE BOOK



READER REVENUE
ECOMMERCE

So we’re going to 
look at 2 categories: 



READER 
REVENUE

readers should be 
willing to pay for it. 

—    Economist digital 
strategy head Tom Standage

If a media 
company is doing 
its job — creating 
valuable content 

its audience 
cannot get 

anywhere else —



READER 
REVENUE

Independence & cost 
of producing content 

most successful; 
Newsletters and own 

site best method 

The Guardian: From 
15,000 to 100,000 

paid digital 
subscribers in 2016; 

Tested 30 different 
messages;



ecommerce

It is designed to 
surface the most 

useful, expert 
recommendations for 

things to buy across 
the vast ecommerce 

landscape

REAL EXPERTS 
OFFERING THE 

BEST DEALS:
“[The Strategist] is 

edited by people 
(not robots).



ECOMMERCE STEEP REVENUE GROWTH: Fairfax Media’s history points 
to a doubling of sales in six months with a mix of 1,000 
products from art & clothing to home wares & garden goods



MAGAZINE SELLING 200 CARS/MO.: Dennis Publishing sells 
200 cars/mo. Its acquisition of BuyaCar generates 16% of the 
company’s total revenue and, with other Dennis ecommerce 
ventures, generates over half of the firm’s digital revenue.

ECOMMERCE



• Why you should create an in-
house branded content agency

• The pros & cons of advertising 
on Facebook, Twitter, Snapchat 
and Google AMP

• 7 chatbot business model ideas
• 8 tips for B2B media considering 

ecommerce

MORE IN THE BOOK:





• 5 MILLION APPS: # of apps 
in the Apple App Store & 
Google Play store combined 

• 90 BILLION DOWNLOADS: 
The total app downloads in 
2016, up 13 billion from ‘15 

• 40% MORE REVENUE: 
Increase in revenue paid out 
to publishers during 2016 

• US$3b IN 1 MONTH: Apple’s 
App Store biggest revenue 
month ever in Dec. 2016



BUT GUESS WHAT? 

NATIVE APPS ARE NOT 
THE “NO-BRAINER” 

SOLUTION



APP FATIGUE 
HAS SET IN

Half of US smartphone 
users download no 
apps every month



• 77% of its 
Daily Active 
Users in the 
first 3 days 

The 
average 
app loses:

• 90% within 
30 days

• Over 95% in 
90 days 

— Mobile intelligence 
company Quettra



It costs US$50,000 
to US$100,000 to 
produce just one 

native app 

 60% of the apps 
in the Google app 
store have never 

been downloaded 



But what about 
all that native 
app revenue? 

Nearly 90% of 
it comes from 
games!



So native apps are HARDLY the 
“no-brainer” solution I promised



SO WHAT IS THE REAL NO-BRAINER?





THE NO-BRAINER SOLUTION IS….



PROGRESSIVE WEB APPS (PWAs)



WHAT IS A PROGRESSIVE WEB APP?
A Progressive Web 
App uses modern 
web capabilities to 
deliver an app-like 
user experience.
Developers build a 
mobile website that 
performs super-fast 
and behaves just 
like an app.



SOME BENEFITS OF PWAs



17 REASONS TO USE 
PROGRESSIVE WEB APPS

1. Far less expensive 
2. Connectivity independent 
3. Familiar, app-like user 

experience 
4. Extremely low data usage 
5. No app store submissions, 

initially or updates



6. Frictionless regular updates 
7. Improved performance 
8. Discoverable 
9. Fast, easy installation 
10.Automatic prompts to install 
11.Sharable content

17 REASONS TO USE 
PROGRESSIVE WEB APPS



12. Greater reach 
13. Push notifications 
14. Business model freedom 
15. Easy, instant,  one-platform 

app maintenance 
16. Responsive 
17. Safe

17 REASONS TO USE 
PROGRESSIVE WEB APPS



• A detailed breakdown of the 
17 reasons for creating 
Progressive Web Apps

• Five Progressive Web App 
case studies

• Native app “install friction”
• The temporary iOS problem

MORE IN THE BOOK:



In this 
tsunami of  
media tech 
which tools do you 
need & how should 
you use them? 



FOR MAGAZINE 
MEDIA TODAY, 

IT’S CHANGE AT 
BREAK-NECK 

SPEED

Augmented reality
Virtual reality

360-degree photos and videos
Messaging apps

Artificial intelligence
Chatbots

Device graphs
Sophisticated analytics

Beacons
Group collaboration tools

Automatic content creation tools
Micropayments

Voice-activated personal assistants
Advanced content management 

systems
Volumetric displays

Gesture-controlled devices
Affective computing
Personal analytics

4D printing
Smart data discovery



TECH OVERLOAD
HOW TO KNOW WHICH TECH 

IS RIGHT FOR YOU, YOUR 
READERS & ADVERTISERS



FIRST, ANSWER FIVE QUESTIONS:
Decide exactly who your target audience is.1.

Now you’re ready to choose the tech tools that meet your audience’s needs

Where do they look for it?3.
2. What types of information does your audience want?

4. In what format do they want it?

5. At what hours of the day do they want it?



Our Tech 
Smorgasbord 
• Advertising tech 

• Analytics 

• Artificial Intelligence 

• Augmented Reality 

• Beacons 

• Content 

• Email 

• Video 

• Virtual Reality (VR) & 
360 Video 

• Voice-Activated 
Personal Assistants



WE ARE GOING TO 
FOCUS ON THREE: 

1. Analytics Tech 
2. Virtual Reality & 

360-Video 
3. Voice-Activated 

Personal Assistants



TECH TOPIC #1: 
ANALYTICS TECH



“There is much more to editorial analytics than big 
screens with numbers that go up and down”

— Federica Cherubini, the co-author of the Reuters Institute 2016 Editorial Analytics Report 



“Most editorial departments 
just receive raw numbers on 

individual metrics (page views, 
unique visitors, etc.).”

— Federica Cherubini, co-author, Reuters Institute 2016 Editorial Analytics Report 



“Editors and reporters do not 
receive any sophisticated analysis 

of what the data mean
and how to use them for everything 

from story selection and 
presentation to publication timing 

and platforms”
— Federica Cherubini, co-author, The Reuters Institute 2016 Editorial Analytics Report 



“There is less longer-term 
strategic use of data to shape 

editorial priorities and underpin 
organisational objectives.”

— Federica Cherubini, the co-author of the Reuters Institute 2016 Editorial Analytics Report 



INTERNAL SYSTEMS: De-emphasise clicks and 
reward engagement and social shares. Six metrics 
toward an Article Score (the name of the system).  
• Pageviews 
• Time spent on the article page 
• Video views 
• Social shares 
• Bounce rate 
• How many subscribers the article generated



CI considers the relations between 
more than thirty different single 
metrics. Then, CI goes even further 
and applies seventy different 
mathematical expressions based on a 
media company’s goals to get the 
Content Performance Indicator (CPI)



NUMBER OF ARTICLES ARTICLE READS
21% 
Arts & 
Entertainment

9% 
Arts & 
Entertainment



“Real-time 
analytics — to a 

journalist — are like a 
cross between seeing 

their name up in Beatles-
sized lights whilst at the 
same time being offered 

a free smorgasbord of 
class-A drugs.”

— CI content chief Jon Wilks



“What real-time 
analytics do very well 

is encourage the 
pursuit of clickbait.”

— CI content chief Jon Wilks



“The result of 
the CPI is an 
indication of 

how well 
content is 

performing 
relative to the 

goals of the 
website or 

publication”
— CI founder & CEO Dejan Nikolić



TECH TOPIC #2: 
VIRTUAL REALITY & 
360-DEGREE VIDEO



Pure VR — “synthetic” or 
“imagined” VR — is an 
immersive, out-of-the-
present experience that is 
controlled by the user 
(the “conductor”) 

PURE VIRTUAL REALITY IS REALLY COOL!



BUT IT IS ALSO: 

• Extremely expensive to 
produce 

• The audience equipped 
to experience it is still 
extremely small, and 

• Thus advertisers aren’t 
yet interested 

PURE VIRTUAL REALITY IS REALLY COOL!



• Still an immersive, out-
of-the-present experience 

• Far less expensive 
• Far greater reach 
• Of interest to advertisers 

BUT THERE IS AN ACCESSIBLE SUBSET OF VR 

The “passenger” form of VR 
— 360 video, controlled by 
the makers who take people 
with them on their journey:



The NYT 360 video app 
has more than 850,000 
downloads, over 10 
million views, and gets 
an average of 6.5 
minutes of audience 
engagement per 
session. In October 
2016, launched The 
Daily 360.  

NYT 360-VIDEO: 850,000 DOWNLOADS, 10M VIEWS 



The basic tools are now 
affordable:  
• Cameras: As low as US$269 

up to $5-10,000 
• Editing software US$240/yr. to 

US$650/yr.

TOOLS AFFORDABLE; STAFF MAKING VIDEOS 
Journalists who’ve never 
thought of operating a 360 
video setup, much less edit a 
360 video, are now doing 
exactly that



VOICE-
ACTIVATED 
PERSONAL 

ASSISTANTS

TECH TOPIC #3:



REMEMBER HAL IN “2001 SPACE ODYSSEY”





NOW WE CAN ALL HAVE OUR OWN “HAL”
The arrival of “Hal” 
gadgets — voice-
activated personal 
assistants like 
Amazon Echo’s 
Alexa, Apple’s Siri, 
Google Home, & 
Microsoft’s 
Cortana —
will dramatically change 
the content and 
consumer-relations game



Need information? 
No keyboard? 

No problem!

Now, whenever our 
reader has an 

information need, we 
can deliver our 
content almost 

anywhere at any 
time whether our 

“reader” has access 
to a keyboard or not



LET’S STAKE OUR 
CLAIM IN THIS 

NEW WORLD

This is a massive opportunity 
to further cement our 

place in our readers’ lives

Or it’s another opportunity to 
lose ground to other more 
nimble, more tech-friendly, 
need-focused digital-native 

content creators



• Turn on lights at home 
• Answer questions 
• Order an Uber driver 
• Take a quiz 
• Find a recipe 
• Play music 
• Get a news briefing 
• Play a game 
• Do a therapy session 
• Check bank balance 
• Order flowers 

• Check movie times 
• Make a phone call 
• Check car’s petrol  
• Turn the heat up or 

down at home 
• Order pizza delivery 
• Listen to a book 
• Stream music 
• Do a yoga session 
• Lock home doors 

AMAZON ECHO ALREADY OFFERS 900 FUNCTIONS



Google says 20% of all 
mobile searches are 
now voice searches.  

By 2020, a full 50% of 
all searches will be by 

voice, according to 
ComScore

READERS ARE 
ACTUALLY 

AHEAD OF US



A publisher, say, Bon Appétit or Food 
and Wine, would create a ‘Recipe of 
the Day’ from a famous chef that 
could be loaded onto Alexa.

You could say, ‘Alexa, tell me 
the recipe of the day’. Alexa 
would read the recipe to you. 
— Social Media HQ founder and CEO Chris Zilles

HOW WOULD IT WORK 
FOR MAGAZINE MEDIA?



If you liked it, you’d ask Alexa to put you in 
touch with the chef for more details. But, 
here’s the cool thing — you wouldn’t 
actually be talking to the chef …

HOW WOULD IT WORK 
FOR MAGAZINE MEDIA?

You’d be talking to an  
AI-powered bot of the chef!  
But this bot would know as much  
as Mario Batali or any other  
famous chef. 
— Social Media HQ founder/CEO Chris Zilles



AND THEN AN 
AMAZON 

DRONE 
WOULD 

DELIVER THE 
INGREDIENTS!



1. Advertising tech
2. Artificial intelligence
3. Augmented reality
4. Beacons
5. Content tech
6. Email 
7. Video

MORE IN THE BOOK:



REMEMBER I PROMISED THIS  
EARLIER IN THE PRESENTATION? 

 



Peaceful evolution  
has not worked: 

IT’S TIME FOR  
A RADICAL 
ORGANISATIONAL 
REVOLUTION



“Because we 
haven’t had 
sufficient 
evolution, we 
now need a 
revolution”  
— The Dallas Morning News 

reorganisation report



Start by blowing up old teams, old job 
descriptions, old workflows, old publishing 

schedules, old org charts, and old office spaces.



No one and nothing 
can be exempt



Without a whole-
hearted, unflinching 
commitment to 
change, any 
reorganisation plan will 
ultimately fail



As a matter of  
fact, 77% of all 
organisational 
redesign efforts fail 

— McKinsey study



The consequences 
of that failure? 



The company is actually in 
worse shape than before it 
started. Problems have not 
been solved. Hopes have 
been raised and dashed.   



Staff time & emotional 
commitments betrayed. 

Subsequent reorg efforts 
will be greeted with 
massive, justified 

scepticism



RULES FOR  
RE-ORGANIZATIONAL 
SUCCESS9

1. Take the 
long view; 
don’t solve 
for the short-
term

2. Don’t assume 
you know the 
problems; 
interview 
everyone 
inside & out 

3. Involve 
everyone in the 
process to ID 
problems & 
solutions; create 
volunteer teams



RULES FOR  
RE-ORGANIZATIONAL 
SUCCESS9

Deliver 
results early 
and often 
and publicly 

4. Accept you 
don’t have 
the talent you 
need; you’ll 
need to train 
and to hire

5. ID reasons 
for any 
resistance 
early; work 
to change 
mind-sets

6.



RULES FOR  
RE-ORGANIZATIONAL 
SUCCESS9

In advance, 
set metrics 
to measure 
short- and 
long-term 
success

7. Reach out 
regularly and 
personally; post 
results; monitor 
volunteer 
teams

8. Create 
back-up 
plans; ID 
key people

9.



• Building blocks of a 
successfully reinvented 
editorial team

• A look at innovations at the 
New York Times

• A case study of innovation 
at a 90-year-old multi-title 
Indian magazine company

MORE IN THE BOOK:



THE FUN CHAPTER:  
PRINT & OFFBEAT 

INNOVATIONS



Podravka, a food 
company based in 
Koprivnica, Croatia, 
published a small 
cookbook…with a twist.  
They used thermo-
reactive ink: To be able 
to see any of the 
recipes, you first had to 
“cook the book”.

TO READ IT, YOU FIRST HAD TO COOK THE BOOK



The instructions are 
clear: “Cook” the book 
at exactly 100 degrees 
Celsius for 25 minutes, 
no more, no less.  
Failure to follow the 
directions will result in 
the recipes either being 
illegible or the book will 
burst into flames! 

TO READ, YOU FIRST HAD TO COOK THE BOOK



Parents and friends sent 
Nestlé’s Kit Kat Hologram 
package to students 
studying for university 
entrance exams for 
encouragement in that 
stressful time.

A HOLOGRAM OF HOPE



The kit included chocolate, a 
note to students, and a pre-cut 
clear plastic sheet  
Students folded the sheet, 
placed it on a smartphone, 
launched a YouTube video, and 
a boy band appeared 

FOLD UP A PIECE OF PLASTIC & PRESTO!





During a dengue 
fever epidemic, 

The Mawbima in 
Sri Lanka 

published the 
world’s first 

mosquito-
repellent 

newspaper 
using ink mixed 

with citronella to 
make the paper 

a repellent



During a dengue 
fever epidemic, 

The Mawbima in 
Sri Lanka 

published the 
world’s first 

mosquito-
repellent 

newspaper 
using ink mixed 

with citronella to 
make the paper 

a repellent

The campaign 
included bus-stop 
posters coated in 
citronella



The paper,  
even in an 
expanded  
press run,  
sold out  
by 10 AM, 
a sales  
increase  
of 30% and  
a readership 
increase of 
300,000



1. The sounds of making a 
magazine

2. A print issue about sound 
WITH sound

3. AR experiences on covers
4. A video player on a cover
5. A media company’s beer line

MORE IN THE BOOK:



THERE YOU HAVE IT
A SAMPLING 
OF THE BEST 
INNOVATIONS 
IN THE WORLD



BEFORE WE END, 
I HAVE ONE  

SIMPLE 
QUESTION:



WHY DO WE GO TO CONFERENCES LIKE THIS?



WE ALL COME 
BACK FROM 

CONFERENCES 
EXCITED AND 

MOTIVATED, 
RIGHT?



PUT THEM IN A 
SPECIAL PLACE 

ON OUR DESK

WE PRINT OUT OUR 
NOTES AND… 





THEN  
THE REAL 

WORLD 
KICKS IN



A SPECIAL 
PLACE ON OUR 

SHELF

WE GET BUSY SO WE 
MOVE THE NOTES TO: 





A SPECIAL 
PLACE IN THE 
RECYLING BIN

AFTER A YEAR, 
THEY MOVE TO 





AND WE GO BACK  
TO DOING THINGS 

THE SAME  
OLD WAY



RIGHT?



WE 
CANNOT AFFORD 

TO DO THINGS THE 
SAME OLD WAY 

ANYMORE



SO LET’S  
BREAK  

THAT PATTERN 
TODAY!



PLEASE  
STAND UP



RAISE YOUR 
RIGHT HAND

REPEAT   
AFTER ME





“I …  
(say your name)”  



“Do solemnly 
swear” 



“To return to 
my office 

next week” 



“And do 
something 
differently” 



“Based on what 
I learn here 
today and 

tomorrow” 



“I will  
execute this  

solemn duty…”



“Or I will have  
to accept a surprise   

GUEST EDITOR  
to direct my  

next edition”



“a lot of good words!”

This GUEST EDITOR  
will be a man with 

massive magazine 
experience 

and  





YOU MAY 
SIT DOWN

DO WE HAVE 
A DEAL?

ISN’T THAT A 
GOOD INCENTIVE?



A QUICK WORD 
ABOUT US

BEFORE I GO, 



GLOBAL 
EXPERTS IN 

HELPING MEDIA 
COMPANIES  
INNOVATE



WE ARE ENABLERS  
OF CHANGE



WE INVOLVE YOUR  
ENTIRE STAFF IN  

THE CHANGE PROCESS



WE HELP TRANSFORM 
EVERYONE  

FROM VICTIMS OF 
CHANGE TO  

CHANGE LEADERS





OH, YOU 
CAN ORDER 
YOUR COPY 
OF THE 
INNOVATION 
BOOK  
AT THE  
FIPP BOOTH

I would like to order  ■ copies of Innovation in Magazine Media 2017-2018 World Report @ £50 each (normally £69 FIPP members/£129 non-members)

Total  £ ________________

■  Paying by credit card

Please debit my card for the total amount due of  £______________________  AmEx/Mastercard/Visa   (delete as applicable)

Card number   ___ ___ ___ ___ /___ ___ ___ ___ /___ ___ ___ ___ /___ ___ ___ ___             Card Expiry Date   ___ ___ /___ ___             Card security number  ___ ___ ___ ___

Card holder’s signature................................................................................................................................................................ Date ......................................................................................................................

Card holder’s details

Mr/Ms/Mrs/Other .....................................................First Name ............................................................................................Surname ...........................................................................................................

Job title .............................................................................Company ...............................................................................................................................................................................................................................

Address ..................................................................................................................................................................................................................................................................................................................................

Town/City ........................................................................County/State ......................................................................................................................................................................................................................

Postcode/ZIP Code .................................................... Country .................................................................................................................................................................................................................................

Email ......................................................................................................................................................................................................Tel..........................................................................................................................

  Please invoice me

Invoice will include details to pay by transfer, credit card or cheque

Signature .............................................................................................................................................................................................Date ......................................................................................................................

COMPLETE AND RETURN TO HELEN BLAND

■ 35 New Bridge Street, London, EC4V 6BW, UK  ■ Email: helen@fipp.com  ■ Tel: +44 20 7404 4169 

A WHIRLWIND TOUR OF 
THE BRIGHTEST, MOST 
INNOVATIVE AND PROVEN 
MAGAZINE MEDIA 
SUCCESS STORIES FROM 
AROUND THE WORLD

 How to engage audiences on the messaging apps where they now spend most of their time

 The future is  someplace you 
 might never have  heard of: Chatbots

58 59
MESSAGING APPS & BOTS MESSAGING APPS & BOTS
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How to create 
content designed 
precisely for the 
right audience at 
the right time on 
the right platform 
to meet proven 
reader needs at each 
moment

Forget “Digital-First” & 
“Mobile-First” content

It’s time for 
“Precision 
Content”

et’s pretend for a minute 
that we are not content 
companies. 

Let’s pretend we are 
auto manufacturers.

Let’s pretend we are, 
oh, Toyota. We made more 
than 9 million cars last 

year in dozens of different models to satisfy a 
wide variety of consumer needs and preferences.

Now, however, let’s pretend we are only going 
to make Corollas! 

The Corolla is, after all, the most popular 

L
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NEW 

EDITION

SUPER DISCOUNT   

TODAY & TOMORROW ONLY 

Just 50 euros!



THANK 
YOU*

JOHN WILPERS 
SENIOR DIRECTOR/USA  
INNOVATION MEDIA CONSULTING 

* DON’T FORGET YOUR PLEDGE!


