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Accelerate: how magazine brands influence
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[ )
A view from Lindsay Pattison al n
Transformation in an era of short-termism

Agencies have not really adapted in recent years following
the big decoupling of media from the ad agencies.

A view from Claire Beale

Short-termism is hurting us all

Marketers don't tend to hang around very long. And this is
Just one example of the ruinous short-termism infecting our
industry.
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The drivers of short-termism

Source: Short-termism: causes, consequences and remedies



“ Short-termism has led to a devaluation of context
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Media and P : _
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Long-termand i:  Automated
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diminish i important

Source: Short-termism: causes, consequences and remedies



“Failure to measure a range of marketing risks, such as the negative reputational
effects of poorly executed retargeting.

Digital marketing is increasingly performance-based or considered neutral; it is as if
no marketing should ever be measured as 3 risk, which is evidently wrong.”
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“ Report recommendations
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Source: Short-termism: causes, consequences and remedies



What Motors magazine brands
deliver along the customer journey



“ The Road to Purchase
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+ Motors magazines build motoring brands
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Source: Fuel the funnel



“ Magazine brands drive short term activation

uplift in activation metrics

Source: IPA Databank 2012-2016 UK Cases



“ Motors magazine traffic drives better activation on
motors websites

Test drives

+121%

Configuration

+ /4%

Source: Sophus



 Motors magazines accelerate decision making
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. Motors magazines.play a criticalkrole

3 3% changed the car

they viewed 3s their
favourite afterreading a
motors magazine

Source: Fuel the funnel



“  Motors magazines encourage CoNsuMers

to Increase car budgets

3 9 Cy of readers increase their spend
O sfter reading a motors magazine

Before After
Magazine exposure mMagazine exposure
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Source: Fuel the funnel



FIRST DRIVES
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“ Magazine display is play is key for shortening

purchase cycles

Without adverts With adverts
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. Relevantly placed display advertising creates the
biggest increase In car budgets

Magazines without Magazines with Magazines with brand
adverts adverts relevant adverts

e £2 891 £3,470  £3,932

Source: Fuel the funnel
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 Placing an advert doubles the share of attention
given to the brana

Magazine without

share of attention share of attention

Source: Fuel the funnel



+ Magazine print and online spend increases budgets

Magazine only Website only Magazine + Website

Budget increase £3}47O £3,899 £4,209

Source: Fuel the funnel



FIRST DRIVES

¥ you're ofter a new cor, don't miss our round-up of all the lotest arrivols
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% Conclusions so far
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Motors magaz,ws deliver more engaged audf__ences to
Yog websites - - o B
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Source: Traffic Source



 Motors magazines deliver more attentive audiences
to your websites

2mins 21secs

- Non-Publisher< ™\
Visitors

S Seurce: Sophus

e
pre.



+ Advertising on motors magazine sites ensures your
adverts get more attention

uplift in likelihood to see ad

Source: Lumen



“ Amongst those interested in motoring, magazines
are most likely to inspire trust

Motornig & YouTube Newspaper Tabloid Twitter Quality Instagram Facebook Snapchat
Sport Mags Supplements Newspapers Newspapers

Source: A Matter of Trust






“ Conclusions

Magazines brands..
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Magazine brands shorten purchase cycles and get
motoring customers spending more



