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Consumers give magazines their undivided attention

87%
60% 58/
52%
35%
30%
20%
11%
Cinema Newspapers Magazines Digital display Social TV OOH Commercial radio

(websites)

Solo focus = % not doing anything else at the time Pay Attention, Magnetic 2019



Significant attention is paid to adverts in magazines

40%
35%
29%
21%
17%
15% 15%
I I 9%
Cinema Magazines Newspapers TV Commercial Radio Social Display OOH

% claimed attention to advertising in magazines Pay Attention, Magnetic 2019



Magazines elicit a strong right brain response

Difference in average levels of response between right brain and left brain metrics

19% stronger than TV

0,29
L44% stronger than radio _0,04-
25% stronger than social -
17% stronger than other online 0,04
-0,05 0 0,05 0,1 0,15 0,2 0,25 0,3 0,35

Magazines M Television Radio M Social media MW Other online

Attention and the brain, Magnetic 2019 - Neuro-Insight SST methodology in print environments



"It's been quitle UF ed that it's
really ha rd sle to fe ring this
pandemic. There are lo really scary, serious
things going'" or 1d focusing is tricky under
situations of ext T -.?"""'rolonged stress"

. .'l .........

reme

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
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Alison Weissbrot | March 03,2021

Google shatters hopes
of replacing cookies with
independent identifiers

The tech giant dropped a bombshell on Wednesday with massive implications for independent ad tech.
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A chance to do things better

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

of the time on average
...which is worse than random

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



Not All Impressions Are Created Equal
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Magazines online generate TWICE the attention

Attentive seconds per 000 impressions

1800
1634 1620

1600 1537

1400
1250
1200
1105
1008
1000
806
800
600
400
200
0
Instagram Infeed Facebook Infeed Facebook Infeed Mobile Desktop Mobile Desktop
Mobile Mobile Desktop
Social Quality Digital Display Magazine

Source: Putting Attention into Context, Lumen 2021
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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
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A mindful and passion based media experience




{03 A inlumen-research.com

facebook Q ©
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Que voulez-vous dire? [8
Photo

Bien aménagée et colorée votre petite salle de bain
deviendra a coup sir votre piéce préférée !

Pandora Sykes: 'The Pandemic
Has Made My Friendship Group
= Smaller, But Sharper’

« I

HOME | LIFE | INTHE NEWS

'l Can't Go Back
To The Headspace
| Was In Balancing
Childcare And
Work': How To Ask
For Furlough For
Childcare

( Click
to play



REPORT: ARRESTING THE
DECLINE OF PUBLIC TRUST IN
UK ADVERTISING




With magazines advertising is part of the experience

57%

55%
47% 47%
44%
27% 27%
I I i
Magazines Cinema Newspapers Commercial radio TV Digital display Social Commercial radio
(websites)

'The adverts are part of the experience' Net agree Pay Attention, Magnetic 2019



Advertising in magazines is welcome not rejected

82%
75%
/0%
58% 58%
53%
42%
11%
Magazines Newspapers Cinema Commercial Radio Digital Display Social TV Commercial radio

'If this media didn't have any advertising, it would be a lot better’' Net disagree Pay Attention, Magnetic 2019
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NB: This is abstract and subjective, flawed by confusions of channel and content,. However, the research it is based on suggests we are drawn to junk food of the mind just as we are the body and that
we report feeling happier afterwards when we are actively engaged in choice [Netflix], consumption [reading] or active socializing [inter-personal communications as opposed to Facebook Newsfeed].
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The value of targeting based on relevance rather
than on audience data

Research / Studies

People, passions & pounds
- the role of magazines in
the emerging identity

economy




Attention per 1000 in seconds

1800

1600

1400

1200

1000

3800

600

400

200

Relevant context delivers attention

Attention per 1000 impressions by ads in context v. not in-context and device

1557

In-context

Mobile

1224

Not in-context

1114

I |

In-context

Not in-context

Desktop

Source: Putting Attention into Context, Lumen 2021



And magazines are a trusted context too

Home Interest & 0
Food Mags e

Instagram 449,

Youtube 42%

66%

Social Media 26%

Twitter 22%

15%

PAMCo latest trust % Facebook

12%

Snapchat

PAMCo: 'l trust what | see in [brand]' Net agree
Matter of Trust: 'To what extent do you associate [brand] with inspiration and advice in the following subject areas?’ Matter of Trust and PAMCo
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Attention matters because: Attention = sales

Active Attention Seconds to STAS/Sales Uplift
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Active Attention Seconds (r=.82, p=<.001)

https://amplifiedintelligence.com.au/assets/ai-understanding-attention-300321-compressed-1617082316.pdf



campaign
Co-op claims industry first

CASE STUDY

The Creative Approach to

with online ads optimised © Measuring Attention

SORIN PATILINET

1
for attentlon GLOBAL MARKETING INSIGHTS DIRECTOR AT MARS

New Google algorithm could help advertisers buy online media more effectively.










