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Advertising can onlys




+ Trustworthiness achievable via ‘brand rub’




3 important considerations




“  The research questions we addressed

What are the components of trust?
To what extent do consumers trust magazines?

Does this trust in the media brand translate into increased levels
of trustworthiness for the brands that advertise there?
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Afive stage process

Planner’s Workshop

Semi-structured group

workshops with

MediaCom planners to
explore the relevance
and prevalence of
trustin client briefs

Trust Trade-off

A large nationally
representative
sample are
presented with two
people/institutions/
brands and must
decide which they
trust more

Factor Analysis

A factor analysis
allows for trust to
be broken down to
factors, and then
calculates how
much each factor
contributes to
driving trust. Each
media type can
then be measured
for effectiveness

Implicit Project

Exploring the
implicit associations
between media
types and trust
attributes. This
gives insight into
the non-conscious
decision making
consumers often
rely on

Case Studies

Case studies of a brand

with a clear brief on

trust and investing in

both magazines and
another media
demonstrates the
Individual and
cumulative impact of
magazines on trust



" Key Takeout 1 |

Number of b efs
increase
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questign By-Mmedia the nuances of trust
bfand by-Miedia brand

" We messured trust in 3 different ways

Implicitly by
media. channel



" No -matter which way you cut it magazine media

~ IS more trusted than sociatmedia

. s

- o= SINGLE

Q//X/. | : QUESTION

30%

Social Media

| Y el X
» Magazine w Social Media § ‘ ‘ '
> Y To what extent do you trust the information provided by the above brand?

ji t"rust the information they provide completely’+ I slightly trust the information they provide’

% Base sample size of trust statements section: Mag readers - 2484, Social Media - 654.



Introducing the [ score

The sharpest media opinion, news and analysis

Time for a new media currency:
the ‘T’ score
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_The factors that underpin trust

Inspires me

Understands me

Relwanqy
and Meaning Has my best

° interests at heart
31%

Is a brand I believe in

Is transparent and open about

Transparency how they use my information

9%

Reliability
and Ethics

27%

Viewpoint
Diversity
8%

Respects my privacy
Knows what it’s
talking about

Is reliable

Hasn't provided me with
information that turned
out to be wrong

Provides a range of
different viewpoints

Provided unbiased
and accurate content

Provided expert opinion
and knowledge

Is well known
Is aleaderinits field

Reputation
and Fame

9%

5
Has entertaining content

Is passionate about its content

Is a brand that I like

Is resp

ected
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7 Key Takeout?2

Social media a top choice amongst  Yet magazine brands deliver better
planners handling trust briefs on trust amongst consumers

g facebook
> YouTube %




 How wesmeasuregdimolicit trust

Radiolimes HELLO!
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" But magazines aresstill more trusted than
soclalmedia

200
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T Scores
= UNDER 355
30 DATA
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Relevancy and Reliability and Ethics Expertise and Transparency Viewpoint Diversity  Reputation and
Meaning Objectivity Fame

m Importance m Magazine brands  © Social Media brands



S 3 tlll more trusted than media

LY

~ -
o

Implicit Trust
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UNDER 39S

The chart shows the
percentage of sample
who were faster to

S Implicitly associate the
™ @)& _attribute with either

‘Magazines or Social
Media.

m Magazine brands



' Key Takeout 3

Magazines achieve
better implicit
Or subconscious
trust than
social media

%

Younger people have higher
levels of trust than the
average with social medis,
but they still trust
magazine brands more

=N ||




" Some magazine genres are more trusted
than others
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T IE IS

TRUE FOR UNDER
35s

Snapchat Instagram
= Beauty

To what extent do you associate i
Base sizes: Fashion and






. Amongst those intereSted in motoring,
magazines are mostilikely to Inspire trust

60%

SINGLE
QUESTION

50%

THE SAME IS
TRUE FOR OVER
35s

40%

30%

20%

10%

0%

Motaring Social Media Facebook Twitter Snapchat Instagram YouTube
Magazine brands

m Motoring

To what extent do you assaciate “insert media brand” with inspiration and advice in the following subject areas?
Base sizes: Motoring and sports mags 934, Facebook 193, Twitter 51, Snapchat 32, Instagram 39, YouTube 106
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SAME IS
TRUE UNDER
35s

40%

30%

20%

. 10%

Fashion & acebook . §n pchat Instagram YouTube
Beauty Mag

© Fashion

Bas fashion): Fashion & Beauty Magazine Readers: 684
Socia 517, Facebook: 196, Twitter: 60, Snapchat: 66, Instagram: 81, YouTu






| Amongst those interested in sports, Twitter is

most likely to inspire trust

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

63%
57%
44%,
35%
31%
25%
I 19%
Motoring & Sport  Social Media Facebook Twitter Snapchat Instagram YouTube

Mags
B Sports

Base sizes (interested in sports): Motoring & Sport Magazine Readers: 875
Social Media: 465, Facebook: 204, Twitter: /3, Snapchat: 31, Instagram: 52, YouTube: 105

SINGLE
QUESTION

THE SAME IS
TRUE FOR
UNDER 35s
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, ¥ : Amongst those m&srested In entertainment,
© magazines are most likely to inspire trust

N

90% ' p ® \

| o | . \ : SINGLE
4 70% R . 7 QUESTION

60% .

THE SAME IS
- TRUE FOR
— UNDER 35s
8 y

" Entertainment Ma dia Facebook Twitter Snapchat

Base sizes (interested in entertainment): Entertainment Magazine Readers: 1,200.
Social Media: 880, Facebook: 380, Twitter: 105, Snapchat: 72, Instagram: 106, YouTube: 217



' For those interested in news, magazines are more
Ikely to Inspire trust compared to social media

90%

80%

SINGLE
QUESTION

70%
60%

50%

Twitter is top

40% amongst under
552 35s

20%

10%

0%

Professional Social Media Facebook Twitter Snapchat Instagram YouTube
/ News &
Current

Affairs Mags

Base sizes (interested in news & current affairs): Professional News & Current Affairs Magazine Readers: 531
Social Media: 802, Facebook: 354, Twitter: 109, Snapchat: 57, Instagram: 89, YouTube: 193



Conclusions’so far

Planners default to TV and Social media for trust objectives
But magazine brands are more trusted than social media
And this holds true forunder 35s

The relevancy and expertise that magazine brands provide
explains their trusted status

Magazine brands successtully deliver trust by advertiser category
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gveness IS stronger

Source: IPA Databank, 2012-2016 UK cases
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Social with magazines

Media Combination

Source: IPA Databank, 2012-2016 UK cases
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‘Magazines delivered against a range of
trust objectives

Expertise and objectivity Relevancy and meaning Reputation and fame
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Pearl drops Exposed = Pearl drops Unexposad Fearl drops Exposead Pearl drops Unexposed FPearl drops Exposed Pearl drops Unexposed

Sample sizes: exposed 101, unexposed 190



‘Magazines delivered against a range of
trust objectives

.. ..
Pearl drops are endorsed by K .
Credible sources Average brand trust ~ A
i uplift - O o
Peral Drops are a leader in their = O -
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objectives

Expertise and objectivity
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 Magazines delivered against expertise and

Relevancy and meaning
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Dr. Wolff « est. 1905

Planlur

Reputation and fame
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Flantur Readers » Flantur Mon-Readers

Sample sizes: readers 199, non readers 420



' Magazines delivered against expertise and
objectives

Understands me

The product claims are
believable

Isabrand I trust

0000000000




+ TV and miagazines:combined are even more
powerftul at moving trust KPIs

Expertise and objectivity Relevancy and meaning Reputation and fame
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Readers and viewers mKey Viewers mReaders Readers and viewers mKey Viewers mReaders Readers and viewers mKey Viewars mReaders

Sample sizes: readers and viewers 112, key viewers 297, readers 199
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Thou shalt style with heat. Thou shalt style without fear.




ghd ICE study (n=748)
Sample: UK women aged 18-34 and all aware and non-rejecters of ghd



. ghd ICE study (n=748)
QUALITY - Sample: UK women aged 18-34 and all aware and non-rejecters of ghd






Conclusions so far

Magazine brands deliver a significant rub effect on perceptions of trust for
advertisers

This rub effect can be delivered through display or partnership activity, print or
digital/social. It’s about the magazine brand, not the platform

Combining magazines and social media enhances the rub effect



It you want to achieve brand trust, choose
trusted media

Magazines transter a trusted status to brands,
delivering uplifts of 64-94% on trust KPIs




