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elcome to the 5th edition of our Innovations in Magazine Media World Report. 
Felix Dennis, one of the magazine world’s great entrepreneurs who 

in his time has brought us Maxim and The Week, stated the above in a 
Forbes interview back in 2011. It was one of the guiding principles in his 
book on how to get rich, The Narrow Road. It is very good advice.

Creativity and innovation are incredibly emotive words. They are often 
used in an interchangeable way, when in fact they are quite different. 

Creativity is a process of the mind that enables the emergence of new ideas. 
But new ideas can be just like London buses, coming along at regular inter-
vals, even three or four at the same time. There is no shortage of new ideas.

Innovation is the implementation of ideas and is a much tougher pros-
pect. It’s creativity with its sleeves rolled up. It’s when reality bites. It can 
be measured. And it’s hard. Which is why innovation should be celebrated 
and applauded even if, sometimes, it doesn’t quite work out.

As Felix says, being able to implement an idea, to innovate, is where the 
gold is. On that basis, the next 100 or so pages of this Innovations Report are 
a veritable gold mine as we demonstrate an amazing range and vibrancy of 
thinking from all around the world. In the first Innovations, launched back 
in the pre-iPad days of early 2010, I stated that we have collected examples 
from magazine media companies “who have created innovations that are 
often challenging, sometimes profitable, occasionally mad, but always 
interesting”. I am pleased to restate that there is no change this year.

Over the past twelve months we have received submissions for more 
than 200 stories, more than ever before and proof, if it was needed, that 
being innovative is simply part of the DNA of the magazine media industry.

Finally, getting down to three dozen or so case studies has not been 
an easy task and I must thank the Innovations’ editors from Innovation 
International Media Consulting — John Wilpers, Juan Señor, Juan Antonio 
Giner — and my colleague Helen Bland for their time, opinions, uncanny 
judgement, and attention to detail. The arrival was worth the journey.

Innovation is 
creativity with 
its sleeves rolled up
Creativity is the easy part of change; innovation is the hard work of 
making creativity work in the real world, and must be celebrated
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“Having a great idea is not enough.  
It is the manner in which ideas are executed that counts. 
Implementation will always trump ideas.”

Chris Llewellyn
President & CEO, FIPP

Innovation  
insights
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ooks about innovation are often guesswork.
Maybe this idea will work. Or this one. Or 

that one. Maybe….
In years past, we have published a lot of 

those types of case studies. We often felt as 
though we were like the editors of the famous 
US long-range weather-predicting publication, 
The Farmer’s Almanac: Looking at the best 
available data and hazarding our best guess.

Not this year. This year we feel like editors 
of a guide rather than a forecast.

Among many others, five  major changes 
are exploding on the magazine media scene 
that will definitely affect publishing for years 
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Prescriptions 
instead of 
prognostications
Major, successful innovations , especially in mobile, big data, video, 
and native advertising, are finally laying out a clear roadmap to success

a note from the editors

INNOVATION  
on innovation
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to come: mobile as the dominant platform, 
big data, programmatic advertising, video, 
and native advertising.

This past year was stunning for the speed 
with which these five phenomena moved from 
the idea, early adoption, or too-resource-in-
tensive stage to becoming accessible, critical 
elements of publishing.

 Mobile will very soon become the dominant 
 platform for information distribution and 
 consumption, and it is so revolutionary 
 that some are calling it a “do-over” chance 
 for legacy media who got the whole internet 
 thing so terribly wrong.

 Meanwhile, video has also quickly become 
 the most effective, most powerful, and fastest 
 -growing method of delivering content 
 and advertising to the largest audience, all 
 in ways that are increasingly accessible to all 
 publishers, not just those with big budgets. 

  Programmatic advertising suddenly ap-
pears on its way to becoming the way most 
ads will be sold and scheduled

  Big data is now able to put serious science 
and analysis behind every decision, from 
content to advertising to new products to 
customer relations. Not that every decision 
should be data-driven--but we’re fools to 
ignore it.

 And, finally, native advertising is revo- 
 lutionising the world of content, advertiser 
 -magazine relationships, advertiser-reader 
 relationships, and revenue models.

Of course, there is a lot more in this book, 
including case studies about programmatic 
advertising, e- and m-commerce, Google 
Glass, paywalls, innovation labs, e-newslet-
ters, publishing frequency, startups to watch, 
events as revenue producers, and more. And, 
of course, our annual favourite: Odd, edgy, 
and envelope-pushing magazine innovations 
(look for the magazines that turn into flowers 
and print magazines as wifi hot spots!)

Bottom line? This year, you can take this 
book home and say: Here’s a roadmap.

 
Bon voyage!
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