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●  Digital editions are a growing though still small proportion of total circulation. 

●  They are liked for their portability, easy access, and the interactive features. 

●  Digital readers are an attractive target audience for advertisers: well educated and affluent, with a relatively young profile. 

●  Consumers use digital editions in much the same way as they use printed magazines, but interactive features mean a longer read.

●  Readers become deeply engaged with their digital magazines, and are receptive to digital advertising. 

●  Digital ads perform as well as, or even better than, print ads, including provoking action.
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MOST DIGITAL EDITIONS are close replicas of the 
printed magazines as far as content is concerned, 
with relatively limited interactive features. 
Some digital editions do however diverge more 
substantially in the scope and scale of the 
interactive features included.

This chapter looks first at consumers’ usage of 
digital editions, and concludes by examining the 
impact of the advertisements in them.

 A: CONSUMERS’ USE OF DIGITAL EDITIONS 
Tablet penetration
Tablet computers are the device most favoured 
for reading digital editions, though smartphones, 
PCs and other devices are also in use. Growing 
numbers of publishers are producing digital 
editions specifically for smartphones, in addition 
to tablet-specific editions.

Adobe Systems reported that in the USA 
in 2013 75% of digital edition reading was on 
tablets, compared with 23% on smartphones 
[41]. The greater comfort of using tablets is 
reflected in the statistics that tablet users 
read digital editions more frequently and more 
extensively, as Figure 29 shows. 

Global tablet sales have rocketed since the iPad 
was launched in April 2010, but IDATE/IHS iSuppli 
have forecast that the global rate of growth will 
slow down in 2015 and 2016 [42]. The iPad’s 

dominant share of the tablet market is being 
eroded, to the point where other brands combined 
are expected to out-sell iPads from 2015.

In some countries tablet penetration has 
already reached a point of semi-saturation 
where the rate of growth is slowing down. In 
the USA, eMarketer has forecast [43] that while 
the percentage of the US population with a 

tablet computer was 30% in 2012, rising to 41% 
in 2013 (11% added penetration), the figure 
of 44% in 2014 (only 3% added penetration) 
and a projected 46% in 2015 (only 2% added 
penetration) indicates that the explosive phase 
has ended. Nevertheless, even though the rate 
of increase of ownership appears to be slowing, 
tablet owners constitute a massive market in the 
USA, estimated to be around 138 million in 2014.

The USA is one of the leading countries in 
the world in terms of tablet usage, and is also a 
major contributor in terms of research into tablet 
usage, and especially usage of magazine digital 
editions (which is why much of the research cited 
in this chapter is from the USA). However it must 
be recognised that there are many countries 
where tablet ownership is still at a low level. For 
example, Global TGI from Kantar Media has found 
that in Brazil and Turkey tablet ownership was 
only 1% of all adults in 2012 [44].

Motivations for buying a tablet
The motivations for buying a tablet are 
dominated by its portability. IDATE/IHS iSuppli’s 
study [42] asked adult consumers who had 
purchased a tablet what their reasons were. 
As well as being portable, tablets are also 
selling because they are ‘cool’, functional, 
user-friendly, and an excellent replacement 

FIG 29.  READING DIGITAL EDITIONS: 
TABLETS VS SMARTPHONES
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(paid, verified and analysed non-paid), or 3.8% of 
total circulation. This compares with 10.2 million 
digital editions, or 3.3% of total circulation, in the 
first half of 2013.

In Canada it is a broadly similar picture. 
Approximately 86% of AAM’s Canadian magazines 
— 48 titles — reported digital replica editions 
for the first half of 2014 [50]. These editions 
totalled 256,000 copies, or 3 percent of total 
paid, verified and analysed non-paid circulation. 
The rate of growth has been dramatic: digital 
editions circulation in the first half of 2014 have 
more than tripled from the 73,000 average copies 
reported in the same period in 2013.

In the UK the Audit Bureau of Circulations’ 
Consumer Magazines Report, June 2014 [51], which 
covered  the period January-June 2014, stated that 
95 magazines had had digital editions audited, up 
from 78 a year earlier. Among these 95 titles, in 
2014 the digital editions, with a total of 369,000 
copies, accounted for an average of 2.5% of total 
print + digital circulation. Among the digital 
editions, 50% of the circulation was outside the 
home country (defined as UK + Ireland).

In these three countries, then, sales of digital 
editions are growing rapidly but from a very low 
base, and in 2014 accounted for 3.8%, 3.0% and 
2.5% of total circulation respectively (Figure 30).

subscription. 35% had bought a digital book, 
and 15% a digital newspaper. Purchasing video 
material ranked second after reading matter. 

Number and circulation  
of digital editions
GfK MRI’s Survey of the American Consumer [47] 
has been increasing the number of magazine 
digital editions it is measuring – as a result of 
more publishers creating digital editions. From 
116 in 2009, the number of digital editions 
measured has grown to 207 in 2014 – out of 219 
print titles measured. That is, 95% of measured 
magazines have digital editions.

Adobe Systems reported that the number 
of magazine downloads from their publishing 
system grew by an average of 36% per quarter 
between 2011 and 2013, a seven-fold increase 
in two years [41]. Similarly, the McPheters & 
Company’s iMonitor recorded that the number of 
magazine-branded apps released in the USA grew 
by an average of 28% per quarter between 2011 
and 2013, a 6.5 fold increase in two years [48].

Still in the USA, the Alliance for Audited Media 
(AAM) reported that in 2014 digital editions 
continue to be a growing though small portion 
of magazines’ total circulation mix [49]. For the 
first half of 2014, magazines reported a total 
average of 11.6 million digital replica editions 

for desktop and laptop computers.
None of these primary motivations for buying 

tablets of course: the percentage would surely 
have been much less than the 6% at the bottom 
of the chart. Publishers must therefore work 
hard to attract consumers to their offerings. 
Fortunately there are real signs of progress.

In October 2012 the Pew Research Centre and 
The Economist, in their Project For Excellence in 
Journalism, measured the uses to which tablets 
and smartphones were being put in the USA [45]. 
While the leading uses were sending or receiving 
email, getting news, using social network sites, 
and playing games, a significant minority were 
also reading magazines. 6% of tablet users 
read magazines on their tablet every day, and 
22% read magazines on their tablet each week. 
Among smartphone owners the figures were 
lower: 4% read magazines every day and 11% did 
so every week.

Also in 2012, the Online Publishers 
Association, in their survey Portrait of Today’s 
Tablet User [46], asked American tablet users 
about their purchases online of any type 
of content. 61% had purchased content, 
among which the most popular was reading 
material. 39% of tablet users had bought 
digital magazines, split half and half between 
purchasing single issues and taking out a digital 
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format (among the most recent 6-8 issues). 
Moreover 18% of print-only subscribers had read 
a recent issue of the magazine in digital format.

This relatively high dual usage of print and 
digital editions suggests that there is a distinct 
and complementary role for each platform for 
many readers.

This notion is perhaps reinforced by the 
fact that digital magazine readers read more 
printed magazines than those who read printed 
magazines only. In the Survey of the American 
Consumer [47] people reading any digital 
magazine also read 8.2 printed magazines, 
whereas those reading only printed magazines 
read 7.1 magazines, on average, during the 
relevant issue periods.

The survey also found that 43% of digital 
edition readers read more than one magazine in 
digital format.

Profile of readers of digital editions
In the USA the survey of subscribers to 27 
large-circulation magazines, the Digital & Print 
Subscribers Study of 2013 [53], found that, 
compared with print-only subscribers to the same 
titles, digital-only subscribers were:

 » More male, across almost 
all the 27 magazines

Reading in both formats
The same survey recorded that, among readers 
of magazines in any form, 5.9% were reading in 
both print and digital formats, while only 0.6% 
were digital-only readers. The remaining 93.5% 
were of course print-only. Thus the great majority 
of those reading digital editions also read some 
print magazines – not necessarily print editions 
of the same titles as read digitally.

In 2013 four publishers – Condé Nast, Hearst, 
Meredith and Time Inc - commissioned a survey 
of subscribers to 27 large-circulation magazines: 
the Digital & Print Subscribers Study [53]. It found 
that 44% of digital-only subscribers also read at 
least one issue of the same magazine in printed 

Digital edition readership
The GfK MRI Survey of the American Consumer 
[47] found that in 2013 5.2% of American adults 
were reading the digital edition of at least one 
magazine. Among iPad owners the proportion 
was 17.5%. This represented significant growth 
compared with earlier years. Yet by Spring 2014 
there was a further increase of 16% in year on year 
digital penetration. MRI speculated [52] that the 
growth was due not only to the increased number 
of digital editions but also the adoption of joint 
subscriptions to print and digital editions, faster 
download times, the arrival of more distribution 
sources such as Apple’s Newsstand, and 
enhancements to the digital products themselves.

FIG 30. DIGITAL EDITIONS AS PERCENT OF TOTAL CIRCULATION
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Sources: AAM (USA & Canada) & ABC (UK), 2014
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in digital format (Figure 31), of which the most 
popular were “It’s easy to access the magazine’s 
content and articles” (70% agreed), “The 
portability of having all my magazines on one 
device” (53%) and “I like the interactive features 
like videos, photo galleries and 3D views” (40%).

The subscriber survey Apple Newsstand 
reported in 2013 by the UK’s Future Plc [54] found 
that 48% of digital readers agreed that it was 
more convenient than print, 43% cited ease of 
storage, 31% were attracted by the discounted 
price compared with print, and 31% liked it being 
environmentally friendly.

Mode of reading
In terms of the format in which tablet owners 
read magazine content, the most popular way for 
Americans was through apps, with 65% of tablet 
owners who read a magazine on it in the last 30 
days doing so via an app, according to a 2012 
analysis of the GfK MRI iPanel [52]. 47% of tablet 
owners accessed magazine content by visiting 
the website, and 37% read a digital reproduction 
of the printed magazine. Tablet ownership also 
encourages readers of both genders to read back 
issues of magazines. 19% of tablet owners on 
the iPanel who read a magazine on their device in 
the previous 30 days also read back issues of the 
same title.

USA subscribers.
Future looked at the possibility of 

cannibalisation of print sales by digital sales. They 
found that 43% of Newsstand subscribers had 
previously regularly bought their print magazines, 
but 1 in 3 subscribers had never done so. Detailed 
analysis of Future’s internal sales figures led 
the company to estimate that cannibalisation 
accounted for only about 2% of sales.

A striking finding was the global reach of the 
Apple Newsstand subscribers: only 17% were in 
the UK home country, 42% were in the USA, 17% 
in continental Europe, 9% in Australia, and 15% in 
the rest of the world. Newsstand is clearly barrier 
and custom zone free, opening up new audiences.

Data from many other countries show some 
consistency in finding that readers of digital 
editions of magazines, and owners of tablets, 
tend to have above-average incomes, are better 
educated than the general population, and are 
skewed towards the younger end of the age 
range. They are a very desirable target audience 
for many advertisers.

Reasons for reading digital editions
In the USA, MPA The Association of Magazine 
Media commissioned a survey called The Mobile 
Magazine Reader, published in 2012 [55]. It 
revealed a varied range of reasons for reading 

 » More likely to be under 35 and 
much less likely to be 55+

 » More likely to have children

There was no consistent pattern with respect to 
income and education.

The demographic profile of subscribers who as 
part of a package have access to both print and 
digital products of a magazine (referred to as 
‘authenticators’) tended to fall between those of 
the print-only and the digital-only subscribers. 
Authenticators are especially well-educated 
affluent magazine readers who are interested in 
trying a new platform for magazines but are not 
as fully immersed in digital culture as younger, 
more male magazine readers who are less 
reluctant to part with a print edition.

The UK-based Future Plc is moving heavily 
towards digital publishing of its portfolio of 
technology, games, movie and other special 
interest titles. Most digital sales are through 
Apple Newsstand, and Future conducted a survey 
among Newsstand subscribers, reported in 2013 
in Apple Newsstand: a new era in publishing & new 
opportunities [54].

UK digital subscribers had an average income 
of £56,000 compared with £27,000 for print 
subscribers, and the same pattern held good for 
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a 2011 conference paper Behavioral Metrics for 
Assessment of Tablet Audiences & Advertising [58] 
that reading of magazine digital editions on 
tablets strongly resembles the behaviour long 
observed with printed magazines – and contrasts 
with the quicker, more fragmented styles of 
reading associated with websites. 

For example, readers of the digital editions 
of Wired magazine tend to page through them 
from front to back, with relatively little direct 

the potential to transform and enhance the 
reading experience. However women are reading 
on tablets in a fairly linear way, like printed 
magazines. Around three-quarters read the 
magazine from front to back, in both formats. 
In digital format, the front-to-back mode can 
be disturbed by clicking on links, zooming in 
and out, and using the navigation tools to find 
specific content.

Also from the USA, Condé Nast reported in 

A Meredith/MediaVest study in the USA 
compared digital and print editions of Meredith 
magazines among female iPad owners in 2011 – 
reported in a conference paper called Guidelines 
for Maximising the Value of Tablets versus Print 
Magazines [57]. In comparing print and digital 
magazine experiences, there were some obvious 
differences, mainly arising from interactivity, 
but there were also high levels of similarity. 
Tablets offer new interactive tools which have 
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spent reading digital magazines.
The Future survey Apple Newsstand [54] found 

that the average time spent reading their digital 
titles was 1 hour 42 minutes. This was spread 
across an average of 5.3 reading occasions – 
not very different from their print equivalents 
averaging 6.3 reading occasions.

Also in the UK, Condé Nast found that the 
reading times for a digital edition of each of its 
flagship magazines was comparable to that of the 
print edition. The 2013 Print & Digital Subscriber 
Survey [60] compared reading times per issue 
of print-only, digital-only and cross-platform 
print+digital subscribers for five brands (Figure 33).

For four of the five brands, the reading times 
for the two formats were within plus or minus 
12% of each other, and for the fifth brand the 
difference was only 20%. 

It is also notable that for all five brands the 
highest average reading times were among 

The survey also found high reader satisfaction 
with the experience of reading on a tablet.

The Meredith/MediaVest Guidelines study 
mentioned earlier [57] agreed that digital 
magazines are mostly read at home. Portability 
is within the home, moving from room to room, 
rather than outside the home. Overall, print 
editions are more ‘mobile’ than digital editions 
– that is, reading magazines outside the home is 
more common in print.

Time spent reading
The time consumers spend on their tablets is 
growing. In their 2014 report Tablet Magazine 
Advertising [59], Kantar Media in the USA have 
estimated, from eMarketer data, that in 2013 
tablet users spent an average of 156 minutes per 
day using their tablet, a 40% increase on the 112 
minutes per day in 2011.

In parallel with this, a considerable time is 

navigation to stories, despite the navigation 
tools which make this easy. This contrasts with 
websites where readers are more likely to jump 
into the middle of a site and then exit, rather 
than start at the top of the site and work their 
way down its structure in any systematic fashion. 
The readership accumulation curve for the digital 
edition of Wired was remarkably similar to that of 
the print edition.

Further examples on this point – that print 
and digital editions are read in similar ways – are 
given in later sections.

Place of reading
UK’s Future’s Apple Newsstand 2013 survey [54] 
compared their print and digital titles in terms 
of where they were read (Figure 32). Reading in 
the comfort of home, generally in the sitting 
room, is the most popular place for reading 
digital editions, just as it is for print, though at 
a rather lower level. Just like with print, reading 
on a tablet is mainly a truly immersive lean-back 
enjoyable reading experience. For even more 
relaxed reading, 45% read in bed, for both digital 
and print.

Commuting is significant, with around a fifth 
of readers of both formats doing this. There is 
rather more reading of digital editions at work 
than for print editions.

Vogue GQ Wired Vanity Fair Glamour

Print 122 131 137 169 117

Digital edition 116 110 142 154 104

Print+Digital 162 176 158 188 141

FIG 33. READING TIMES BY PLATFORM  (minutes per issue)

Source: Print & Digital Subscriber Survey, Condé Nast, UK, 2013
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[57] agreed that there were small differences in 
overall time spent reading between printed and 
digital editions, and it was digital editions which 
generated the slightly higher time spent reading, 
due to the interactivity of digital editions. One 
respondent remarked “I actually spent more 
time reading this version since I was interested 
in tapping on all the added features. It was a 
great pleasure going through the digital version”. 
Getting more information on demand was valued.

Engagement
The considerable time spent reading reflects 
users’ deep engagement with their tablets and 
the magazine content on them. There is further 
evidence about engagement.

In Brazil in 2013 publisher Abril and research 
agency Ipsos released their study Measuring the 
Level of Engagement of Digital Magazine Readers 
[62]. It was partly a methodological study to 
establish the most suitable factors by which 
to measure engagement with digital editions 
of magazines: they concluded that influence, 
satisfaction, involvement, interaction and 
intimacy were the key criteria. 

A quantitative element of the study 
interviewed 897 readers of digital editions 
of magazines. In addition to finding that the 
average reading time was more than two hours 

The Survey of the American Consumer [47] found 
in 2013 that digital magazines were read for even 
longer than print magazines. Digital editions were 
read for an average of 54 minutes, compared with 
printed magazines being read for an average of 
39 minutes. This held true for all frequencies of 
publication, as Figure 34 shows.

The Meredith/MediaVest Guidelines study 

subscribers who had access to both formats. 
The explanation may be partly due to the effect 
of having both formats available, on some 
occasions using one, on other occasions using 
the other; and it may be partly that the most 
intense readers are more likely to go on to 
become dual-format subscribers. 

Condé Nast stated that “this research 
debunks the assumption that people read print 
and digital magazines in different ways, and for 
different periods of time”. The same conclusion 
was drawn by another publisher, Hearst 
Magazines UK, as a result of their own study of 
Reading Digital Editions on Tablets in 2013 [61]. 
It found that readers consume digital editions 
in a similar way to print editions. Users were 
as engaged with digital editions as they were 
with print, and picked up and put down tablets 
in a manner akin to their pick-ups of printed 
magazines. Hearst’s findings about tablet readers 
included these:
 » 90% say enhanced features need to be 

relevant and genuinely add something.
 » 88% prefer to read basic stacked 

articles in linear format
 » 85% will continue to buy digital editions
 » 70% enjoy the ‘fun’ format of digital editions
 » 46% will alternate between both 

print and digital editions
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topics in the content) and satisfaction (high 
ratings for satisfaction, and intention to 

continue reading in digital format).
To summarise the Brazilian study, 

readers of digital editions were deeply 
engaged, spending a long time reading; 
readily shared information from the 

magazine with other people, and made 
recommendations; had often sought more 

magazine content from other sources such 
as the title’s website or social networks; and 

showed high levels of satisfaction.
The subscriber survey Apple Newsstand [54] 

from the UK’s Future Plc found engagement 
levels among digital readers to be similar to 
those of print readers. For example, averaged 
across the portfolio, 72% of readers read all or 
most of the copy in the digital editions. 

However certain differences did emerge. 
Digital is an even more personal read, less 
inclined to be shared with others. The average 
readers per copy for Future’s print titles is 1.5 
but for digital it is 1.1. This is understandable 
because a tablet has high value, contains a lot of 
personal information, and is used for many other 
purposes, so it is less likely to be loaned or left on 
a coffee table as a printed magazine might be.

The Meredith/MediaVest Guidelines study in the 
USA [57] reported that, while personally relevant 

56% of readers had commented on the 
contents of digital editions with friends or family. 
45% of readers had done so in person, 15% in 
social networks or blogs, and 12% by email.

89% had read advertisements and 77% had 
interacted with them.

There were high scores for intimacy (“I like my 
digital magazine very much”, “It is my moment 
of choice”, “It makes me feel good” and “It’s 
important for me”), influence (recommending 
reading the magazine, and leading opinion on 

- an indication of deep engagement - 47% read 
the whole magazine, many resumed several 
times, and 9 out of 10 who read more than once 
did so on different days. 

There was considerable action taken as a 
result of reading a digital edition. 75% of readers 
had visited the magazines’ websites, and 30% 
had sought further information from other online 
sources or social media. The net effect was that 
81% had sought more magazine content after 
reading a digital edition.

“It combines many  
fun elements. It’s like reading your 
favourite magazine while watching 
your favourite TV show – reading 

articles and watching clips. It’s 
also like a library at your fingertips 

as you explore the information 
in the magazine. It is a unique 

entertainment experience.”

“It makes reading more  
enjoyable and informative. Often  

when you read a print magazine you  
see something that catches your eye and  

you think, oh I should look that up later – but 
you rarely do. This makes it easy to do just 

that. I also love the ability that I  
can keep numerous issues with me  

at all times. I always have  
something to read.”

Respondents  in Guidelines study, Meredith/Mediavest [57], USA, 2011
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recommending the magazine to someone (35%) 
and visiting the magazine on social media site 
(28%). Figure 35 gives further details.

Actions concerning advertising are discussed 
later in the chapter.

Why print will co-exist  
with digital formats
The Meredith/MediaVest Guidelines study [57] 
which compared digital and print editions of 
Meredith magazines among female iPad owners, 
described why the authors thought print will 
continue to co-exist with digital formats.

1. The permanence of paper, exemplified by 
these respondents: 
 » “Reading a printed magazine is substantial. 

Unlike an online experience where 
images seem to quickly appear then 
disappear – an ephemeral experience – a 
print magazine feels more permanent. 
It feels more like a valued and valuable 
possession. A print magazine is more 
like a friend whereas an online magazine 
is more like a casual acquaintance.”

 » “I can tear out the pages and put them 
in a folder for ideas for the future.”

 » “It’s easy to have the magazine lying open so 
I can follow along with the exercise routines.”

interacted with 48% of all the interactive features 
in the apps. Web views and video are the two 
formats that captured the most interaction, 
said Adobe. And every fifth page viewed is an 
advertisement. An app gets opened up to five 
times per month, on average.

Another sign of engagement is action taken. 
The Mobile Magazine Reader [55] found that, 
in addition to reading, 85% of respondents 
had taken some other action as a result of 
reading digital magazines. The most common 
were visiting the magazine’s website (63%), 

content remains the most compelling content 
regardless of format, interactive elements within 
digital editions are seen as exciting and absorbing. 
The interactivity that digital editions offer can be 
a powerful means of enhancing involvement and 
the total reading experience.

An analysis by Adobe Systems in 2012 [63] 
looked at worldwide usage of tablet publications 
produced via the Adobe Digital Publishing 
Suite. It found that interactive features such 
as web views, videos, slide shows, audio and 
so on, heavily influence engagement. Readers 
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Source: The Mobile Magazine Reader, MPA, USA, 2012

pop.indb   60 28/10/2014   10:16



[4] digital editions

PROOF OF PERFORMANCE  61

2. The appeal of paper: 
 » “There’s something about opening a 

magazine, freshly printed – the smell of 
it. There’s just something about holding 
it in your hands and sitting on the couch… 
the opportunity it gives you to relax.”

 » “There is just nothing like having a 
piece of paper in your hands.”

3. The shareability of paper: 
 » “I can pass it to a friend and share 

the information with them too.”

Print and digital complement each other; neither 
will disappear. The digital format offers a new and 
different way for consumers to interact with their 
favourite magazines. 

A spidergram of print versus digital
The Media Experience Survey, conducted by TNS 
NIPO Netherlands and published by the NUV 
Dutch Publishers Association in The Netherlands 
in 2012 [64] gave a fresh viewpoint on the 
differences and similarities in the satisfactions 
derived from publishers’ print and digital 
offerings. Here, digital means PCs, tablets and 
mobile phones. 

A spidergram (Figure 36) showed that the 
principal distinctions are that print is more 
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FIG 36.  COMPARISON OF PRINT & DIGITAL FORMATS FOR MAGAZINE CONTENT

See Figure 63 for more detailed definitions 
Source: Media Experience Survey, TNS NIPO/NUV, The Netherlands, 2012 
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Desirable target audiences
Digital editions, whether as replicas of a print 
edition or as apps, attract very desirable target 
audiences for many advertisers. Typical readers 
of digital editions of magazines, and owners of 
tablets, have above-average incomes, are better 
educated than the general populations, and are 
skewed towards the younger end of the age range.

Users of digital editions also show in another 
way that they form a premium audience: they 
are willing to pay significant sums to subscribe 
to digital editions. This is of course in contrast 
to expectations concerning websites, where 
consumers generally expect content to be free.

In addition, as this chapter will show, magazine 
digital audiences are very receptive to advertising 
messages on their devices, especially those 
advertisements with interactive elements. The 
subscriber survey Apple Newsstand, reported in 
2013 by the UK’s Future [54], found that 62% of 
their digital subscribers had taken further action 
after seeing an ad.

Advertisers are responding
Advertisers are responding to these 
opportunities. In the USA Kantar Media, in their 
2014 report Tablet Magazine Advertising [59], 
found that the total number of tablet ad units 
grew by 21% in 2013 compared with 2012. 

Straight from print (SFP): Tablet issue ads 
where the page on the screen looks exactly like 
the print page. They can have one active URL link 
to an external website.

Designed for tablets (DFT): Tablet issue ads 
designed specifically for reading on tablet 
devices. They can have one active URL link to an 
external website.

Enhanced for tablets (EFT): Tablet issue ads 
with interactive features that take advantage of 
multimedia functionality. This may include video, 
photo galleries, hot spots, animation, social 
media, etc.

oriented towards enjoyment/relaxation while the 
same publishers’ digital content is more notable 
for topicality and information. Otherwise the 
prime impression created by the spidergram is 
how similar the plots are for print and digital 
in most respects - in 8 out of 11 factors. Also 
notable is that irritation is negligible for print, 
and very low for digital.

 B  IMPACT OF THE ADVERTISEMENTS 
Digital edition advertisements may be divided 
into three categories of format. Time Inc defines 
them in this way [65]:

0 10 20 30 40 50 60

Are fun to engage and interact with

Allow me to customise an ad's content to my personal needs

An important part of an electronic magazine

They typically provide more info than a printed ad

44%

42%

36%

52%

FIG 37.  ATTITUDES TO ADS IN DIGITAL MAGAZINES

Source: The Mobile Magazine Reader, MPA, USA, 2012

% agreeing with statement
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were recalled in tablet and paper editions to 
about the same extent, averaging 52% noting 
for digital editions and 51% for paper versions of 
the same issues. (The overall average for all print 
magazine ads covered by Starch is 52%.)

Analysis of ad noting by product category 
showed that the familiar variations by category 
for print advertising was replicated by tablet 
ads. That is, tablet ads and print ads recorded 
roughly similar average noting scores, category 
by category.

The ‘action taken’ question is asked as 
a follow-up about those ads that a given 
respondent recalled seeing (‘noted’). Possible 
actions taken include visiting the advertiser’s 
website, speaking to someone about the product/
service, purchase consideration, purchase, and so 
on. The results indicate that ads in paper editions 
provoke considerable levels of action among 
noters (59% take some action), but tablet ads 
generate more action (70%) because tablet ads 
tend to be more interactive. 

An analysis of specific actions taken showed 
that actions involving web searching tended to 
yield higher activity among digital readers, who 
could take the action immediately on the same 
device. Figure 39 shows data for four of the seven 
listed actions. Digital readers were substantially 
more likely to visit the advertiser’s website, or look 

results among tablet readers:
 » 80% like ads that link directly 

to the advertised product
 » 78% like to be able to tap the 

ad to find out more
 » 70% think ads in digital editions 

are impactful and sharp
 » 64% would spend more time with a 

digital ad they could engage with
 » 55% say they feel more favourable 

towards a brand as a consequence of 
seeing an ad in a digital edition

Ads in digital editions match or  
better the performance of print ads
Magazine advertisements in digital form produce 
responses which are broadly similar to, or better 
than, responses to ads in printed format. 

GfK MRI in the USA used their Starch Ad 
Measure service (for printed magazines) and 
Starch Digital (for tablets) to make comparisons 
based on 2012-2013 fieldwork. Results were 
reported in a conference paper in 2014, Magazine 
Digital Editions [29].

Figure 38 gives averages for print and digital 
editions of the same magazine issues, covering 
the same collection of ads, in a like-for-like 
comparison.

The average ad noting scores show that ads 

There was also an increase of 22% in the modest 
number of brands advertising in magazine tablet 
editions but not in the print editions.

Receptive to the advertising
Just as in printed magazines, in digital editions 
consumers are receptive to advertising which 
is relevant to them. The MPA’s 2012 report The 
Mobile Magazine Reader in the USA [55] found 
considerable agreement with positive statements 
about the advertising – shown in Figure 37. Many 
readers agree that the ads typically provide more 
information than those in print, and users can 
focus their attention on the elements of most 
relevance, thus in effect customising the ad’s 
content to their personal needs. 

More than a third agreed that the digital ads 
“are fun to engage and interact with”. 73% of 
readers have read or tapped on advertisements 
in digital editions. Consequently the ads are an 
important part of a digital edition’s content. 

Most readers would like to not only learn more 
about products through the advertising, but also 
to be able to buy directly from the screen. 59% 
agreed that “I would be interested in the ability to 
purchase products and services directly from the 
advertisements I see in electronic magazines”.

The survey Reading Digital Editions on Tablets 
from Hearst Magazines UK [61] found these 
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from an earlier source, the VISTA Digital tracking 
service from Affinity Research in the USA, which 
also provided norms for digital magazine ads on 
mobile devices (Figure 41). 

Based on January-October 2011 fieldwork 
[67], the average ad recall for full page digital 
ads, and the subset of iPad ads, was 62%, a 

print editions of the same issue record higher ad 
noting and actions taken than either print-only or 
digital-only readers of an issue (Figure 40). This 
ties in with Condé Nast UK’s findings (reported 
earlier) that dual-format subscribers spent more 
time reading than single-format subscribers.

GfK MRI’s results are comparable to some 

for more information about the product or service, 
than print readers. Having done their research, 
digital readers were also more likely to recommend 
the product or service to others. There was 
however no difference in purchase consideration.

GfK MRI also found in 2013 [66] that 
consumers who have access to both digital and 
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FIG 38.   DIGITAL ADS PROVOKE MORE 
ACTION THAN PRINT ADS

FIG 39.   DIGITAL READERS ARE MORE 
ACTIVE IN WEB SEARCHING

FIG 40.   DUAL FORMAT READERS: 
HIGHEST NOTING & ACTIONS

Base for Action Taken scores: those who noted ad. 
Source: GfK MRI Starch & Starch Digital, USA, 2013

Base for Action Taken scores: those who noted ad
Source: GfK MRI Starch & Starch Digital, USA, 2013

Based on same 44 magazines for all three universes.
Base for Action Taken scores: those who noted ad

Source: GfK MRI Starch & Starch Digital, USA, January-
August 2013
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Axel Springer’s iPad Media Impact Study in 
Germany [68] also found that ads within tablet 
editions were actively used and animated people 
towards purchase. Asked “What have you ever 
done after seeing an ad in an app?” 70% had 
taken action (Figure 42). Most concerned getting 
more involved with products. A minority had made 

shade higher than for print ads (59%). It is in 
terms of actions taken by those who noted 
the ads that digital ads (68%), and iPad ads 
in particular (70%), rose well above the levels 
recorded for print ads (53%). 

Although Starch and VISTA did not use 
identical research techniques, they did agree on 

0
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100

Any action taken*Ad noting

59%
62% 62%

53%

68% 70%

Print ads: 
full page

Digital ads: 
full screen

iPad ads

FIG 41.   COMPARISON OF PRINT AND 
DIGITAL ADVERTISEMENTS

*Base: those who noted ad. Actions taken include visiting 
advertiser’s website, recommending product/service¸ purchase 

consideration, purchase, tap/click digital ad, visit store.
Source: Affinity’s VISTA (print), Jan 2009-Dec 2010 and 

VISTA Digital, Jan-Oct 2011, USA

two major conclusions – that on average: 
 » Digital ads match or slightly better the levels 

of ad noting achieved by print ads; and
 » Digital ads on tablets generate even 

higher levels of action than print ads (no 
doubt largely because of the interactive 
features built into many digital ads).

0 10 20 30 40 50

43%

37%

31%

25%

13%

13%

12%

6%

70%Taken any of these actions

Attitude towards product is (even) better

Told others about the ad

Added product to shortlist of next purchases

Purchased product/ordered service

Became more intensively involved with it

Obtained more info about product/o�er

Visited website of manufacturer/brand

Clicked advertising

FIG 42. ACTION TAKEN AFTER SEEING IN-APP ADS

Source: iPad Media Impact Study, by Axel Springer, Germany, 2011

“What have you ever done after seeing an advertisement in an app?”
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it was still the case that the great majority of 
tablet advertisements in the USA did not have 
interactive features. However on the positive 
side a greater share of the interactive ads 
sported more advanced forms. 

Figure 43 indicates that in 2013 higher 
proportions of interactive ads used video, tap to 
learn more, and other forms of tap to interact, 
compared with 2012. The feature which was 
losing popularity was the simple format where 
ads rotate and become markedly different when 
the orientation of the tablet is changed from 
portrait to landscape or vice versa.

If the general level of creative work becomes 
more creative, the ad impact scores will 
rise, users’ emotional involvement with the 
advertisers will grow, and readers will be nudged 
more readily and further along their journey 
towards purchase.

engagement for static ads is as high as for print 
ads, those ads with interactive features engender 
even greater engagement. 

As yet, the degree of interactivity in the 
digital advertisements is relatively low. A report 
from Kantar Media, Tablet Magazine Advertising, 
published in 2014 [59] showed that in 2013 

a purchase, or shortlisted it for the next purchase. 
Some had talked to others about the ad.

Greater engagement for  
tablet ads with interactivity
The ability to add interactivity gives tablet 
advertising a vital extra dimension. While ad 

FIG 43. TYPES OF INTERACTIVE FEATURES USED

Proportion of interactive tablet ads using the feature

0 10 20 30 40 50 60

Jan-Sep 2012

Jan-Sep 2013

Buy now

Orientation-
based

Learn more

Video

Tap to interact
46%

54%

19%

15%

36%

1%

2%

23%

12%

25%

‘Tap to interact’: requiring user to tap, swipe, etc. ‘Orientation-based’: rotate and change as tablet is moved from landscape to 

portrait. ‘Buy now’: offering a transactional feature. ‘Learn more’: displays ‘learn more’ features. All interactive ads = 100%. 

Some ads used more than one feature. Source: Tablet Magazine Advertising, Kantar Media, USA, 2014

“You can interact 
with the adverts, which  
is fun – that’s what the 

tablet is all about”
Reader of Country Homes & Interiors. 

Digital Edition Advertising, 

IPC Media, UK, 2014
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extra images, or hotspot areas to show extra 
information, did the same. Most effective of all 
was embedding video which was fully integrated 
into the ad so that no internet connectivity was 
required; in these cases consumers typically spent 
almost twice as long on the ad as on a static ad.

On average, adding an interactive feature 
increased dwell time by 45% compared with a 
static ad.

In the USA GfK MRI also reviewed the benefit 
of interactive features in digital ads, through 
their Starch Digital service [29]. Figure 45 reveals 
average action scores. For each of these five 
features, between a quarter and a third of readers 
who recalled seeing the ad went on to take the 
action. For example, among digital ads with a 
video or commercial, 30% of those who noted the 
ad watched the video content. This represents a 
high level of engagement.

Starch Digital measured several other types of 
interactive feature (downloaded an app; played a 
game; etc) but less than 1% of ads contained any 
of these features.

Another instructive analysis of Starch Digital’s 
data underlined in a different way how interactive 
features strengthen readers’ engagement with 
the publication. The more interactivity, the 
greater the engagement. Figure 46 presents 
noting scores by number of interactive features. 

measured, each of which ran ads across all five 
tablet formats, during a five month period.

In all product categories, the four types of 
interactive ads outperformed the static ads.

Simply adding an URL link raised the average 
time spent on an ad. Offering galleries of 

In the UK the Digital Edition Advertising study 
published in 2014 by IPC Media [69] compared 
five tablet ad formats, in terms of the average 
time spent reading advertisements, across 
several product categories, as reported by 
Adobe Analytics (Figure 44). Nine brands were 

FIG 44. INTERACTIVITY GIVES 
TABLET ADS EXTRA DIMENSION
Average time spent per user  
(indexed on static ads)

Definitions: Static: no interactive features. URL: link 
added. Video: video fully integrated into ad so no internet 

connectivity needed. Gallery: extra images added. Hotspot: 
areas to tap to show extra information.

Source: Adobe Analytics, reported in Digital Edition 
Advertising, IPC, UK, 2014

Beauty 
products

Retailers All 
category 
average

Static ad 100 100 100

Ads with:

Video 182 187 187

URL 108 172 138

Hotspot 114 165 135

Gallery 130 105 114

FIG 45. PERFORMANCE OF 
INTERACTIVE FEATURES

% of ads 
with this 
feature

% noters 
who took 
action*

Accessed a website 
through the ad

50% 34%

Touch/clicked to 
expand/rotate

50% 31%

Accessed social 
network through ad

4% 25%

Watched video or 
commercial

1% 30%

Viewed multiple pages 
of ad

1% 30%

*Base: those noting the ad (among ads with this feature)
Source: GfK MRI Starch & Starch Digital, USA, 2013
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the results in a 2013 paper called Beyond ‘How 
Many?’ [65], Time Inc explained that time spent 
reading an ad was chosen as a general measure 
of engagement, because in digital issues an ad 
normally occupies a full tablet or smartphone 
screen (giving the advertiser 100% share of voice 
for what is visible) and the time spent with that ad 
is controlled by the consumer, who initiates the ad 
exposure by swiping to an ad page, and can swipe 
away from that ad page at any moment.

For the analysis, digital ads were divided 
into two groups: those enhanced for tablets, 
with interactive features such as video, photo 
galleries, hot spots, animations, social media, 
etc (EFT ads, defined earlier); and those without 
interactivity other than a maximum of one active 
URL link to an external website (SFP and DFT ads).

Based only on advertisers who submitted both 
kinds of ad, the analysis found that the interactive 
ads led readers to spend an average of 23% more 
time reading the ads than the non-interactive 
ones for the same products (Figure 47).

Another analysis of the database found a 
marked difference in time spent according to 
the number of pages (screens) occupied by ads. 
Indexing the median time spent on a one-screen 
ad as 100, 2-screen ads scored 198, 3-screen 
ads 300, and 4-screen ads 351. Interestingly, 
there was a diminishing returns effect: 2 screens 

For digital ads with one interactive feature, the 
average noting score was 51%. The score rose 
slightly if there were two interactive features, and 
rose further if there were three or more.

In another examination, Time Inc in the USA 
examined Adobe Analytics/Omniture data on 
the time spent viewing each digital ad in Time’s 
portfolio of magazine brands. Reporting on 

FIG 47.  INTERACTIVE & MULTI-PAGE 
DIGITAL ADS INCREASE DWELL TIME
Time spent viewing digital ads (indexed)
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*Except maximum of one URL Based on brands using both 
types of digital ad Source: Adobe Analytics, ‘Beyond How 

many?’, Time Inc, USA, 2013

FIG 46. THE  MORE INTERACTIVITY, 
THE GREATER THE ENGAGEMENT
Average noting %

0 10 20 30 40 50 60

1 Interactive Feature (15,684 Ads)

2 Interactive Features (450 Ads)

3 Interactive Features (141 Ads)

4 Interactive Features (82 Ads)

5-6 Interactive Features (36 Ads)

53%

51%

58%

58%

58%

Source: GfK MRI Starch & Starch Digital, USA, 2013
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The IAB study also found more favourable 
reader perceptions of interactive ads compared 
with the static versions. Indexing the scores for 
static ads as 100, interactive ad scores were:

 » Engaging:  240
 » Innovative: 338
 » Memorable: 190
 » Ordinary: 57

doubled the score, 3 screens tripled the score, but 
a 4th screen only added a further 51%.

The UK survey Tablet Ad Formats Study, 
published by the Internet Advertising 
Bureau (IAB) in 2012 [70], closely matched 
the Time Inc survey in its estimate of the 
benefit of interactivity. Although dealing with 
advertisements in newspapers rather than 
magazines, it found that dwell time on interactive 
ads was on average 31% longer compared with 
static versions of the same ads – almost identical 
to Time Inc’s 33%.

PANEL 3: 

DIGITAL ADS: BEST PRACTICE
1.  Advertising is welcomed: Especially 
in iPad apps. Don’t hide. Focus on being a good 
ad that stands out from the editorial content.

2.  Signpost interactivity In-app ads 
should use clear and intuitive signposting 
with obvious cues that guide towards a 
straightforward gateway to deeper content. 

3.  Inform and entertain The in-app 
format allows advertisers to link to a large 
amount of content, but the most impactful 
ads combine this additional content with an 
entertaining and rewarding experience.

4.  Print and digital replicas To 
publishers the digital replica may represent 
a unique delivery format but to the reader 
it’s still fundamentally a magazine. Same 
content, same advertising, leading to the same 
positive response to ads in both formats.

5.  Attract and entertain Unlike the 
in-app version, print and digital replica ads 
are not expected to entertain; they should 
simply catch the reader’s eye and provide 
information that is new, relevant and useful.

Source: Advertising Best Practices in a Multi-Platform 
World, Hearst Magazines/Ipsos, USA, 2011 [71]

FIG 48.  WORD OF MOUTH RECOMMENDATIONS: BRAZIL

How often do you recommend a brand, product or service advertised in the digital magazine?

Always Almost 
always

Sometimes Rarely Never Always + 
almost always + 
sometimes

Recommend in 
person

7% 20% 39% 21% 14% 66%

Recommend by  
posting on blogs 
or social media

4% 13% 27% 26% 30% 44%

Recommend by  
email

3% 12% 27% 28% 31% 42%

Source: Measuring the Level of Engagement of Digital Magazine Readers, Abril/Ipsos, Brazil, 2013
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to friends and/or family – 66% in person, 44 via 
blogs or social media, and 42% by email. 

Ads in print and digital editions
What is well known, and is evidenced in several 
chapters of this book, is that a multiplier eff ect 
occurs when more than one media form is used in 
an advertising campaign. Each medium enhances 
what is understood from the other media. 

Clearly this can apply when a campaign uses 

Digital readers infl uence others 
through recommendations 
Like many other surveys, the Brazilian study 
Measuring the Level of Engagement of Digital 
Magazine Readers [62], in 2013 from Abril 
and Ipsos, found digital readers exerting 
considerable infl uence on others in response 
to advertisements seen. As Figure 48 shows, a 
large proportion of them always, almost always 
or sometimes recommend advertised products 

both print and digital editions of magazines, 
and this chapter concludes with a simple 
illustration of it. 

In SPH Magazines’ 2014 report The Singapore 
Women Digital Study [72] the women respondents 
were asked about their attitudes to advertising 
that uses both formats. High levels of agreement 
(strongly agreed + slightly agreed) were found to 
the three statements shown in the accompanying 
circles (below). 

I’m more inclined 
to buy if ads 

appear on both 
print and digital: 

85% AGREED

Brands that 
advertise on both 

print and digital get 
their message to 

consumers better: 

87% AGREED

I welcome creative 
advertisements 

on both print and 
digital formats: 

91% AGREED
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