
Magazines in print



Kantar CrossMedia database 2008-2020, UK data - Impact Per Person Reached 

Magazines impact consumers strongly across four of 
the five key MDF* metrics
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Number of cases per metric: * small sample size
Salience: TV (231), Magazines (29), Facebook (166); Meets Needs: (TV (118), Newspapers (36), Cinema (27); 
Brand Affinity: Magazines (10*), VOD (28), TV (104); Unique: Magazines (21*), Cinema (42), Newspapers (43); 
Sets Trends: Magazines (12*), Radio (12*), Online Video (15*)

*MDF = Meaningful Difference
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Magazines online
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Metrics That Matter, Magnetic 2016

Magazines online deliver a stronger impact 
on brand KPIs
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Metrics That Matter, Magnetic 2016

Campaigns with magazine print & digital are twice 
as impactful on brand KPIs as print alone

A
v
e

ra
g

e
 m

e
d

ia
 K

P
I 
c
o

n
tr

ib
u

ti
o

n

54%
Uplift



Magazine ROI/business effects
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Bridging the Long/Short Term Divide, Magnetic 2017

Magazines facilitate brand discovery and drive 
customer acquisition (print and digital)
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Attention Pays, Magnetic 2019

Investment in magazines boosts Profit ROI (print)

can result in an average

investment in printed 
magazines

improvement in Profit ROI

5% 

90%



Multiplier effects
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Metrics That Matter, Magnetic 2016

Campaigns with magazine display and 
advertorial/native are almost 17% more impactful 

than display alone

A
v
e

ra
g

e
 m

e
d

ia
 K

P
I 
c
o

n
tr

ib
u

ti
o

n

17%
Uplift



1.4

1.9

0.0

0.2

0.4

0.6

0.8

1.0

1.2

1.4

1.6

1.8

2.0

TV without magazines TV with magazines

Bridging the Long/Short Term Divide, Magnetic 2017

Magazine multiplier effects with TV
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Bridging the Long/Short Term Divide, Magnetic 2017

Magazine Multiplier Effects With Online Display
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Bridging the Long/Short Term Divide, Magnetic 2017

Magazine Multiplier Effects With Online Video
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