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“Regardless of the direction of subscription and single copy
sales, magazines remain powerful media brands that can
leverage their names across multiple arenas. Magazines
already offer websites, online video, branded products,

television programming, festivals, conferences, and other
live events. Further extensions can include movies, games,
apps, music, and branded retail stores.”– Billy Hulkower,

Senior Technology Analyst

This report looks at the following areas:

• Can tablets grow digital usage?
• Can the periodical remain relevant?

This report aims to enable magazine marketers to navigate a swiftly changing environment in which
more adults are reapportioning time they used to spend with magazines to web content. The report is
also intended to help ad buyers maximize magazine-based public relations and ad purchases. Via
exclusive quantitative and qualitative research, this report explores responses to native ads and display
ads, preferences for print editions, attitudes toward magazine websites and digital publications,
recommendations on developing the digital publication format, frequency of magazine usage, subjects
of interest, and purchases made in response to ads and articles seen in magazines.
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
more holistic view of this market

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/679901/
mailto:reports@mintel.com


Table of Contents

What you need to know

Definition

Data sources

Sales data

Consumer survey data

Qualitative survey

Abbreviations and terms

Abbreviations

Terms

The market

Audience in decline at leading magazines
Figure 1: Magazines read in past six months, selected leading titles, October 2009-June 2014

Fewer magazines read in past six months
Figure 2: Mean number of magazines read in past six months, October 2010-June 2014

Time with magazines moving to the web
Figure 3: Competition with the internet based on time available for media, October 2010-June 2014

The consumer

Preference for print remains high
Figure 4: Preference for print over websites and digital, by selected demographics, September 2014

Positive attitudes toward native and display ads
Figure 5: Attitudes toward native ads and display ads, by age, September 2014

Purchasing in response to ads and articles
Figure 6: Purchase of a product or service as a result of ads or articles seen in past month, September 2014

What we think

Can tablets grow digital usage?

The issues

The implications

Can the periodical remain relevant?

The issues

The implications

Trend: Switch Off

Trend: Help Me Help Myself

Scope and Themes

Executive Summary

Issues and Insights

Trend Application

Report Price: £2466.89 | $3995.00 | €3133.71

Digital and Print Magazines - US - December 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/679901/
mailto:reports@mintel.com


Trend: Influentials

Key points

Ad rate hike seen in 2013
Figure 7: US sales of print ads and number of ad pages, 2010-13

Subscriptions hold as single copy sinks

Digital contributing to stable subscription count
Figure 8: US subscription and single copy sales, 2009-13

Alternative perspective on market performance
Figure 9: Mean number of magazines read in past six months, and number typically read consecutively, October 2009-June 2014

Performance at leading publishers sluggish

Key points

One in three adults portioning more time to the web
Figure 10: Competition with the internet, October 2009-June 2014

Figure 11: Competition with the internet, by household income, November 2013-June 2014

Competition between magazines and magazine websites

Internet shifts how information is collected
Figure 12: Competition with the internet as an information source, October 2009-June 2014

Mobile access competing for spare bursts of time
Figure 13: Use of magazines in commutes or while waiting for other events, by age, September 2014

Key points

Subject matter
Figure 14: Subjects of interest, September 2014

Older readers seeking information on local events
Figure 15: Subjects of interest in articles, by age, September 2014

Travel and relaxation
Figure 16: Reasons for reading magazines, by gender, September 2014

Figure 17: Reasons for reading magazines, by age, September 2014

Net impact of travel purchasing may be limited

Search and social

Key points

Overview

Time Inc.

People

Real Simple

Market Size

Competitive Context

Market Drivers

Leading Companies

Report Price: £2466.89 | $3995.00 | €3133.71

Digital and Print Magazines - US - December 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/679901/
mailto:reports@mintel.com


Hearst Magazines

Condé Nast

Meredith

Other major US publishers

Readership declining across titles
Figure 18: Magazines read in past six months, October 2010- June 2014

Figure 19: Magazines read in past six months, by gender, November 2013-June 2014

Taking cues from social media

Bringing bloggers and vloggers into the mix of content providers

Crowdsourcing content

E-commerce integration

Tiered subscription levels

Events and experiences

Key points and insights

Supporting data

Qualitative

Quantitative
Figure 20: Frequency of magazine usage, September 2014

Figure 21: Monthly magazine usage, by gender, September 2014

Figure 22: Monthly magazine usage, by age, September 2014

Figure 23: Number of magazines read in past six months, and frequency of reading each, by gender, November 2013-June 2014

Figure 24: Monthly magazine usage, by household income, September 2014

Key points
Figure 25: Preference for print over websites and digital issues, by gender, September 2014

Figure 26: Preference for print over websites and digital issues, by age, September 2014

Figure 27: Preference for print over websites and digital issues, by parental status, September 2014

Key points

Supporting data

Purchasing in past month
Figure 28: Purchase of products as a result of ads or articles, by age, September 2014

Figure 29: Purchase of products as a result of ads or articles, by household income, September 2014

Prods toward additional research and store visits

Types of products purchased

Ideation and role of discounts

Innovations and Innovators

Market Essentials – Usage

Market Essentials – Preference for Print

Market Essentials – Impact of Magazines on Product Sales

Report Price: £2466.89 | $3995.00 | €3133.71

Digital and Print Magazines - US - December 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/679901/
mailto:reports@mintel.com


Key points

Supporting data
Figure 30: Number of magazines read in past six months, and frequency of reading each, by race/Hispanic origin, November
2013-June 2014
Figure 31: Monthly magazine usage, by race/Hispanic origin, September 2014

Figure 32: Preference for print over websites and digital issues, by race/Hispanic origin, September 2014

Figure 33: Attitudes toward native ads, by race/Hispanic origin, September 2014

Figure 34: Purchase of products as a result of ads or articles, by race/Hispanic origin, September 2014

Usage
Figure 35: Number of magazines read in past six months, and frequency of reading each, by age, November 2013-June 2014

Titles read in past six months
Figure 36: Magazines read in past six months, by age, November 2013-June 2014

Figure 37: Magazines read in past six months, by race/Hispanic origin, November 2013-June 2014

Figure 38: Magazines read in past six months, by household income, November 2013-June 2014

Figure 39: Magazines read in past six months, by presence of children in household, November 2013-June 2014

Taking a break from the internet
Figure 40: Need to take a break from the internet, by household income, November 2013-June 2014

Figure 41: Need to take a break from the internet, by race/Hispanic origin, November 2013-June 2014

Role of social media
Figure 42: Role of social media in magazine reading, by age, September 2014

Figure 43: Role of social media in magazine reading, by gender and age, September 2014

Figure 44: Role of social media in magazine reading, by parental status, September 2014

Figure 45: Role of social media in magazine reading, by race/Hispanic origin, September 2014

Attitudes toward ads
Figure 46: Attitudes toward native ads, by age, September 2014

Figure 47: Attitudes toward display ads, by age, September 2014

Figure 48: Interest in photos and ads, by age, September 2014

Reasons for reading magazines
Figure 49: Additional reasons for buying and reading magazines, by age, September 2014

Figure 50: Subjects of interest in articles, by household income, September 2014

Figure 51: Subjects of interest in articles, by gender and age, September 2014

Magazines as sources of information
Figure 52: Magazines as sources of information, by gender, September 2014

Figure 53: Magazines as sources of information, by household income, September 2014

Figure 54: Magazines as sources of information, by age, September 2014

Attitudes toward the internet
Figure 55: Attitudes toward the internet, by household income, November 2013-June 2014

Figure 56: Attitudes toward the internet, by race/Hispanic origin, November 2013-June 2014

Impact of Race/Hispanic Origin

Appendix – Other Useful Consumer Tables

Report Price: £2466.89 | $3995.00 | €3133.71

Digital and Print Magazines - US - December 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/679901/
mailto:reports@mintel.com


Tablet ownership
Figure 57: Household ownership of tablets, by age, September 2014

Figure 58: Current screen sizes of tablets owned compared to size of screens in planned tablet purchases, September 2014

Figure 59: Screen size of tablet owned, by household income, September 2014

Figure 60: English-language magazine titles in Experian Marketing Services NHCS study

The Association of Magazine Media (MPA)
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