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The enduring power of magazine brands to deliver trust
across categories and audiences

Qur findings show that despite TV and social media being default choices for planners when it
comes to trust related briefs, due to perceptions or relevancy and stature, magazine brands are
more trusted than social media brands.

Some magazine genres are more trusted than others ‘hobbies and interest’ and ‘news and current
affairs’ as these exemplify some of the qualities that underpins trust in magazine media; specialist
expertise and quality journalism.

This trusted status holds true for under 35s although the gap narrows. This however only serves
to highlight the enduring power of magazine brands in a rapidly changing media landscape. This is
due to magazine brands’ ability to provide relevancy and meaning as well as expertise and objectiv-
ity in addition to reliability and good journalistic ethics.

Magazine brands successfully deliver trust by category as well. Across a range of subject areas
magazine media is more trusted than social media, in particular for fashion, beauty and motoring.
This also holds true for the relevant target audiences in these sectors.



The brand rub of context for advertisers

Work done exclusively for Magnetic by effectiveness guru Peter Field using the IPA databank,
indicated the role that magazine media plays in creating long term brand and shareholder value.
You can read the full report here. The key findings from this study shows that incorporating
magazines into a campaign can result in a 40 per cent uplift in very large business effects. It
found that magazines provide a very powerful amplification effect when added to social media by
delivering an additional 15 per cent uplift to very large business effects.

It also shows that magazine brands are particularly effective at driving long term effects, but
could magazines deliver more specifically against long term trust based KPIs?

We wanted to dive deeper into this and find evidence of a rub effect on trust. The idea of brand
rub is a commonly used principle in planning and our planners from stage one of this study articu-
lated this as the credentials a media channel can lend or borrow. This may span expertise, specific
people or brands that sit within that media brand. The assumption being that by association an
advertiser can take on some of these credentials either by being present in that environment or
by partnering with that media brand.

A Matter of trust sought to also measure uplifts in trust associated brand metrics for a range of
advertisers so that we are able to quantify this particular KPI in more detail.

We selected campaigns based on a minimum level of spend in magazines in the last year, usage of
cross media channels and a3 mix of magazine touchpoints including display, advertorial, print, digital
and social.

The data we showcase here for clients GHD, Plantur, Pearl Drops and Tesco comes from larger
brand evaluation studies, but here we will zoom in on the trust related data for the purposes of
this study. Most of the examples uses a basic exposed / unexposed methodology. However, we also
have one case study that uses a sophisticated modelling approach.

For this report we picked out any metrics from the studies which relate back to the factors that
we measured in our factor analysis.



Case study 1: Tesco

Although the Tesco brand itself is well established and respected, it’s fashion brand F&F had less
traction. Tesco wanted to raise its fashion credentials amongst budget-conscious fashion-forward
young women. It partnered with magazine media brands to deliver content across print, online

and social.

Results show that for those exposed to the content in magazine environments we see 3
substantial uplift in the core measures related to trust, such as expertise and objectivity as well as
relevancy and meaning. In addition, we also see a substantial uplift in brand stature.

QOverall, this activity achieved an average brand trust uplift of 94 per cent and was p

articularly strong at driving credibility and leadership associations.
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Case study 2: Pearl Drops

Pearl Drops wanted to reach 18-35s to differentiate the brand, by celebrating the beauty of
authentic smiles. Their creative idea was celebrating the real’ and ‘outing the pout’ and their
magazine activity spanned display and partnerships across print, online and social.

The work that Pearl Drops did with magazines helped to drive substantial increases in their trust
metrics, this campaign was particularly strong in driving leadership and expertise associations.

Overall the activity achieved an average brand trust uplift of 64 per cent.

Expertise and abjectivity Relevancy and meaning Reputation and fame
0 —— o — 100%
50% —gu— 00— 50% — —— —
80%
40% —| . 404 — W
60%
30% 30% —
40% — @ —
20% 20% —
10% 0% — D I
0% 0% 0%
S & X X ® > >
oy & & o Se © NI g
N &
LS & S 0 F 8 5
\,&5\ S R QQ\Q* @ & o N
< P Q‘z?’ & @m & R (b\&
§>\& 5 <o
2

Pearl Drops Exposed ~ mPearl Drops Unexposed Pearl Drops Exposed = Pearl Drops Unexposed Pearl Drops Exposed = Pearl Drops Unexposed




Case study 3: Plantur

Plantur wanted to reach ABC1 women to increase awareness and consideration and crucially build
credibility in the hair loss market. They partnered with a range of womens titles in print and online

as well as delivering a TV campaign.

This activity achieved an average brand trust uplift of 77 per cent and was particularly strong at
driving relevancy and expertise based associations. The results also show a strong media multiplier
effect. Magazines combined with TV was even more powerful at moving trust scores
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Case study 3: GHD

GHD has a long history with magazine brands and it understands the rub effect it provides which
has been critical for maintaining its trusted status, perceived expertise and premium price posi-
tioning. Its target market of young women are however increasingly online so they were begin-
ning to question their channel choices. They approached Magnetic to do a study to prove the
overall value of magazine media.

For this study, Magnetic partnered with Carat and used their ICE tool. GHD used a mix of media
for their campaign spanning magazines in print, online and sacial, newspapers, broader digital and
outdoor.

The results showed specifically that in relation to trust that only the magazine media and news-
brands cover contributed to perceptions of trust and that 57 per cent of that came from maga-
zine cover activity. Magazines brands also delivered strongly against perceptions of expertise.
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The GHD study perfectly showcases the synergistic effect of using magazines and social media in
combination. It demonstrates the benefit of working with magazine brands to use both as in this
instance the social media channels used were magazine brands social media. Magazine brands were
the only ones that contributed to perceptions of quality, and using magazine social media environ-
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Across all the case studies we looked at, there is a significant positive impact on trust related
KPIs for advertisers partnering with magazine brands. This rub effect ranges from an average
uplift of 64 - 94 per cent
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This serves as conclusive evidence that magazine brands infer trust on brands that advertise in
them. We can also conclude that the rub effect is largely delivered by the magazine brand and not
by platform, as such this effect can be achieved through display or partnership activity, print,
digital or social.

In addition, we seen sufficient evidence to conclude that combining magazines and social media
enhances the rub effect.



Conclusions

A Matter of Trust reached a number of important conclusions about the trusted status of
magazine brands

1 Magazine brands are more trusted than social media, and this holds true for under 35s
2 The relevancy and expertise that magazine brands provide explains their trusted status
3 Magazine brands are more trusted than social media in the context of fashion, beauty,

motoring, home, news and entertainment

4 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



Appendix

Methodology
The key stages of the project

‘A Matter of Trust” was a multi-stage process. Four of these stages were critical components in
terms of measuring the trusted status of media brands and proving the rub effect for advertisers.
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T Score
Objective: The objective of the T Score was to deconstruct trust and understand the nuances.

Methodology: Factor analysis is a statistical approach. It allows researchers to investigate concepts that
are not easily measured directly by collapsing a large number of variables into a few
interpretable underlying factors.

Output: The output was scores showing the relative importance of each factor and magazine Vs
social media performance against these

Implicit Results

Objective: The objective of the Implicit Results were to understand the trust at a subconscious level.

Methodology: It established a link without the use of direct questions, instead using stimuli and a timed
response. It’s grounded in neuroscience and a system 1/ system 2 theory.

Qutput: The output identifies whether magazines or social media are more closely associated with
trust at a subconscious level

Category Analysis

Objective: The objective of the Category Analysis was to deconstruct trust in context of a category.

Methodology: We asked respondents which categories they were interested in, then asked the to rate
media brands on their ability to inspure trust in these areas. They were only asked in
relation to media brands they used.

Output: The output gave us the ability to score media brands’ trusted status in relation to key topic
EICES
Brand Rub

Objective: The objective of the Brand Rub was to identify whether trust can be transferred from

media to brand

Methodology: Case studies of a brand with a clear brief on trust and investing in both magazines and
another media, used an exposed/non-exposed methodology.

Output: The output demonstrated the impact of magazines on trust KPIs



The key stages of the project

We created three metrics for trust, the single question, the T score and an implicit measure.
These were derived from two separate surveys.

The first survey was designed to be capable of measuring the performance of a large number of
published media and social media brands, as such it needed a significantly large sample of 3,3230.
This means we were able to include 142 magazine brands, 24 newsbrands and five social media
brands. This survey was used to derive the single trust metric and the T score.

For the implicit analysis we used a second survey and different methodology. The survey sample
size was 544 and measured magazines vs social media as platforms rather than at an individual
level. We used a collage and timed response approach, with no direct questions. This stimulus led
approach allowed us to represent social media using the same five brands in the previous survey,
we had to choose seven magazine brands to represent the sector. We wanted to ensure we had a
spread of brands that reflected the gender, age and social grade of magazine media, as well as the
mix of weekly and monthly, interest areas as well 3s print and digital experiences. As such we
chose the following brands; Cosmopolitan, Mens Health, NME, Economist, Good House Keeping,
Radio Times, Grazia and Hello.
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These results are a net of all the magazine/
social media brands in the study

(Sample size 3,230)

These results used a collage approach to get
a view of magazine Vs social media in general

(Sample size 544)



