
Attention Pays: 
the future is bright for magazine media



Attention matters



Pay Attention, Magnetic 2019

Consumers give magazines their undivided attention
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Solo focus = % not doing anything else at the time



Pay Attention, Magnetic 2019

Significant attention is paid to adverts in magazines
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Attention and the brain, Magnetic 2019 – Neuro-Insight SST methodology in print environments

Magazines elicit a strong right brain response
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“It’s been quite universally discussed that it’s 
really hard for people to focus during this 

pandemic. There are lots of really scary, serious 
things going on, and focusing is tricky under 
situations of extreme and prolonged stress”

Faris Yakob, Genius Steals



Magazines were well placed to tap into this shift

More time to spend reading

Magazine readers spent 16% 
more time per day reading 

magazines in lockdown

Growing levels of trust in 
magazines

Trust in magazine content 
increased by 4ppt

Aligning with people’s 
passions

Increased circulations for 
titles aligned to most 

popular activities

IPA Touchpoints – 2020 Lockdown Edition; 2020; 2021 Lockdown Edition



Google changes how advertisers can target online



https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3203131

A chance to do things better

Analysis over 90 third-party audiences across 19 data 
brokers showed that they correctly identified gender

46%

of the time on average 
…which is worse than random



Not All Impressions Are Created Equal



Source: Putting Attention into Context, Lumen 2021

Magazines online generate TWICE the attention
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Three reasons why magazines are attention gold

A slower more mindful 
media experience

A positive 
advertising 
experience

A relevant and 
trusted context for 

advertising



A mindful and passion based media experience



scrolling v quality time

Click 
to play

Click 
to play



The need for a more positive advertising experience



Pay Attention, Magnetic 2019

With magazines advertising is part of the experience
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‘The adverts are part of the experience’ Net agree



Pay Attention, Magnetic 2019

Advertising in magazines is welcome not rejected
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‘If this media didn’t have any advertising, it would be a lot better’ Net disagree



https://faris.medium.com/how-to-balance-your-media-plans-8f2485898595

We know that context is key



Home Truths, Magnetic 2018

Relevantly placed display gets more attention
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49% 51%22% 78%
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The value of targeting based on relevance rather 
than on audience data



Source: Putting Attention into Context, Lumen 2021

Relevant context delivers attention
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Matter of Trust and PAMCo

And magazines are a trusted context too

66%

PAMCo latest trust %
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PAMCo: ‘I trust what I see in [brand]’ Net agree
Matter of Trust: ‘To what extent do you associate [brand] with inspiration and advice in the following subject areas?’



https://www.slideshare.net/ukaop/aop-valueof-trustwhitepaper

We know that magazines are trusted online
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https://amplifiedintelligence.com.au/assets/ai-understanding-attention-300321-compressed-1617082316.pdf

Attention matters because: Attention = sales



Advertisers are starting to plan for attention



The opportunity for 
magazine media is now



anna@magnetic.media

For more information:

magnetic.media

Magnetic Media UK

@MagneticMedia


