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Attention Pays:
Optimising for Profit
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he market?

for advertisers?
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Campaign PROI for beauty brands
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Magazine ww ofit ROI for beauty

beauty '
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gazines can have
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% Finance brands are most likely to investin TV,
Digital and Outdoor

Pink? Orange?
(We call it hot coral)




Magazines drive profit ROI for finance brands
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Campaign PROI for finance brands
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%'t Magazines delivef quality attention at
exceptionatvalue

MAGAZINES PROVIDE HIGH QUALITY ATTENTION AT EXCEPTIONAL VALUE







‘Pay Attention’ raised the issue
that magazines are undervalued
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Magazines work well in combination with
other channels

Avg. no. very large business effects
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Magazine multiplier effects with TV

Uplift 34%

19

TV without magazines

Media combination

TV with magazines

Source: IPA Databank, 2012-2016 UK cases



Magazines work well in combination with
other channels

Avg. no. very large business effects

18
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Magazine multiplier effects with online video

Uplift
44%

O/L Videos without magazines

Media combination

O/L Videos with magazines

Source: IPA Databank, 2012-2016 UK cases
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i ¥# Magazines really deliver on customer acquisition

Detailed business effects uplifts
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.« There is an opportunity to optimise campaign profit ROI
by investing 9% | | S
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