
{ but our readers love them more** }

CONGRATULATIONS TO ALL THE WINNERS OF THE 2012 MAGAZINE AWARDS

*96% of Kiwis have read a magazine in the last 12 months 
Source Nielsen CMI (April 11– Mar 12)
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SUPREME EDITOR  
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Necessity is the mother of invention and the global economic strife 
has forced magazine publishers around the world to think beyond 
display ads and paper if they hope to grow readers and revenue. 
So what’s new around these parts? Lynda Brendish turns the page 
on innovation in the magazine sector. 
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To paraphrase Mark Twain, reports 

of the death of print have been greatly ex-

aggerated. well, insofar as you can apply 

print as the main definer of a magazine these days, 

which is arguable. But for the moment, let’s go with 

Twain, because unlike many print news organisa-

tions, many sectors of the magazine industry have 

shown remarkable—and some would say surpris-

ing—resilience. and that resilience may very well 

have something to do with the medium’s relatively 

new-found ability to shrug off the bounds of print, 

while still embracing its very real tangible appeal. 

 Let’s first dispense with the comparisons to the 

newspaper business, the other traditional stalwart 

of print-as-we’ve-known-it. Globally, and in New 

Zealand, print newspaper readership and circula-

tion is mostly down and has been heading that 

way for some time. Magazine readership, on the 

other hand, has grown—albeit only slightly—over 

pre-financial crisis levels, with particular increases 

seen in categories such as home and garden and 

women’s lifestyle. 

According to Nielsen AIS, which measures 

the ratecard value of advertising, magazines have 

increased market share by eight percent this year. 

And, over the longer-term, Advertising Standards 

Authority report cards show magazines have lost 

1.4 percent of total ad share over the past ten years, 

compared to a 13.3 percent decline for newspapers. 

No news is good news
So why the difference? News is immediate and 

quickly, even instantaneously, consumed and dis-

carded, whereas magazines have longevity, being 

stacked up on bookshelves and coffee tables to be 

read and re-read, often by multiple people. In fact, 

Nielsen Consumer and Media Insights research 

reveals 93 percent of primary magazine readers keep 

their copies until at least the next issue. 

Crucially, magazine publishers generally haven’t 

given away content online for free, and as a conse-

quence, aren’t imitating their newspaper counter-

parts in a mad scramble backwards to erect paywalls 

and monetise content readers already expect to 

get for free. Also, magazines didn’t have anywhere 

near as much classified revenue to lose online. As 

a result, magazine publishers by and large don’t 

think print is an accurate—or fair—descriptor. “Is 

print a definer of a magazine?” says Tangible Media 

publisher and Magazine Publishers Association 

chair John Baker. “I suspect not. And do we, as 

magazine publishers, want to be lumped in to the 

print market with newspapers? No, we don’t.” 

Print protest
Baker is not alone in the assertion. “To get lumped 

in to a category of print… does magazines a huge 

disservice,” says ACP’s chief executive Paul Dykzeul 

(also doing double duty as the deputy chair of the 

MPA). “Because it isn’t like those other [printed] 

mediums and it isn’t print.” 

The American MPA shares the sentiment. So 

strongly, in fact, that it rebranded in 2010 to MPA - 

The Association of Magazine Media. The New York 

Times reported the long-winded new moniker was 

meant to signal the variety of ways readers engage 

with magazines “beyond the printed page” through 

a whole host of non-traditional platforms. And, at 

the time, Nina Link, president and chief executive, 

said the reprioritisation of digital suggested by the 

rebrand wasn’t an abandonment of print, but rather 

recognition that consumers access content across 

multiple platforms. Monocle, which The Economist 

summed up perfectly as “a global magazine for 

the insufferably stylish”, is a great example of that, 

with its core proposition being a big fat magazine 

and other media like physical stores, digital radio, 

events and even a newspaper all putting their weight 

in behind the brand. 

It’s a similar story here, where paradigm shifts 

are causing publishers to look at print as just one 



At New Idea we understand how much our readers love celebrities. 
And that is why New Idea is consistently one of the top performing 
magazines, particularly in metro and suburban supermarkets. New 
Idea subscriptions are also at a record high - up more than 60 per cent 
in the last 12 months. Meanwhile, New Idea readership is continuing  
to grow year on year.
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Is print a definer of a magazine? I suspect 
not. And do we, as magazine publishers, 
want to be lumped in to the print market 

with newspapers? No, we don’t. 
John Baker, MPa Chair
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pillar—albeit a still very important one—of several 

that props up a multimedia platform of content 

delivery to a targeted audience. ACP, the country’s 

largest magazine publisher, has a stated company 

goal to generate 20 percent of revenue by 2015 from 

sources other than circulation and ad revenue, and 

Dykzeul is confident the business is well placed to 

achieve that. “Of all mediums, magazines create and 

build brand equity in a much more unique way than 

almost any other.”

Moving away from display
 While publishers are looking for ways to reach 

out beyond the page, advertisers are also seeking a 

more direct and deeper connection with audiences. 

“We are finding advertisers increasingly looking 

for more than just an ad on the page,” says Sarah 

Sandley, chief executive of APN’s NZ Magazines 

division. “Eighty percent of briefs we respond to 

with a digital component, even going beyond that 

to events and all sorts of extra ways of reaching 

readers.”

 It’s all about creating a community and one 

strategy that’s proven particularly fruitful, judging 

by the number and variety in the past couple of 

years, is the launching of magazine-sponsored 

events. For its 80th birthday, the New Zealand 

Advertising and sales enquiries – Matthew John, 09 5702 658, matthew@lifestylepublishing.co.nz

75,000+ monthly readers*        7,449 circulation**        71% of readers have bought 
a product or service advertised in the magazine       76% of readers are influenced by 
advertisements in the magazine when making their buying decisions

* AC Nielsen 2010  ** ABC June 2012

Magazine of the Year 2012
MPA awards Sport and Leisure category

  Journalist of the Year 2012
    MPA awards Sport and Leisure category

  

reach new customers with wilderness magazine

Woman’s Weekly took its brand live on a road show, 

with columnists, guests and brand tie-ins. Similarly, 

ACP’s now-annual 30 Days of Fashion & Beauty 

was headquartered in a pop-up store in Newmarket 

and hosted 60 events around the country in 2011, 

partnering sponsors like Ford and Lindauer with 

established titles in the category. And New Zealand 

Weddings, meanwhile, is in its third year curating 

a bridal show at Fashion Week, bringing together 

designers, advertisers and readers for the show and 

associated seminars.

 There are countless other opportunities to 

extend a magazine’s brand tentacles. Australian 

Women’s Weekly is about to follow in the footsteps of 

Donna Hay and others in putting its name to a range 

of cookware. The magazine has already teamed with 

TVNZ for a series of episodes based around family 

entertaining occasions. And ACP has done the same 

for another of its major titles, taking North & South’s 

popular My Space feature to broadcast. Both shows 

air on TVNZ’s Heartland channel, raising the profile 

of the brands at both ends. Then there are the awards 

and best-ofs, like Cuisine’s Restaurant of the Year 

or Metro’s Top 50, which confer status on nominees 

and winners and always shows how much influence 

magazines and their editorial endorsements still 

have inside the communities they service. 

LuxurY LiNErS
➔➔ A major strength of magazines is that read-

ers identify very closely with them and often 
see the long-form content as a form of escape. 
As a result, and perhaps more than any other 
medium, it appeals to high-end advertisers. 
In New Zealand, independent magazines like 
Remix, PILOT, Me and Denizen have invested 
themselves into the aesthetic of print as part 
of their brand. Andy Pickering, editor of PILOT, 
calls it the ‘Style Press’. “Magazines like us play 
up the tangible quality of the printed magazine 
by using high quality imagery, strong design 
and typography and different paper stocks,” he 
says. “In an increasingly digital world, beautiful 
physical objects actually become more valu-
able.” The Style Press, while existing outside the 
mainstream, is unified by factors of premium 
and luxury—precisely the aspirational qualities 
magazines like Monocle are best at conveying. 
No wonder they seem to be doing so well 
(look no further than Remix’s recent 500-page 
bumper birthday issue): New Zealand’s heaviest 
and most engaged magazine readers are also 32 
percent more likely to have a household income 
over $120k. Despite a passion for print, Pickering 
still sees value for the Style Press in digital of-
ferings. “Higher-end magazines, by their nature, 
tend to present a high-quality aesthetically 
pleasing experience and this kind of format is 
tailor-made for tablets.” But there’s no point, he 
says, if your content isn’t strong or unique.
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Special delivery
Publishers are also more regularly releasing special 

issues and annuals. Good, which won supreme 

magazine of the year at this year’s Magazine 

Awards, puts out the Good Shopping Handbook; 

NZ rugby World released First XV, which focuses 

on school rugby, a collector’s edition celebrating 

the 25 year anniversary of Steinlager’s All Blacks’ 

sponsorship and a guide to the Rugby World Cup 

last year; Dish magazine’s Everyday Dish cookbook 

has been hugely popular; the very successful NZ 

Life & Leisure is about to launch another edition of 

its insider’s Guide; and NZ Wedding’s Planner helps 

brides (and maybe a few grooms) prepare. 

 Smaller publishers are also looking beyond 

the traditional format. Parenting publisher Bounty 

released an annual pregnancy guide to complement 

its free titles, Your Pregnancy and Your Baby, and 

Anne Barnett, managing director, says the special 

edition generated their best revenue to-date. 

Kowhai Publishing’s New Zealand Geographic 

turned to crowd-sourced photographs from its 

popular Flickr community to produce a coffee-table 

but we believe ‘opening the doors’ to how we operate 

helps to keep advertisers and subscribers loyal.”

Keeping tabs
Of course, there are also tablets and e-readers to 

consider. And while paper is still preferred, there’s 

huge potential in New Zealand, with Nielsen’s CMI 

saying 210,000 Kiwis own an iPad or other tablet, 

up dramatically from 58,000 in the first quarter of 

2011. Initial signs overseas are that advertisers are 

willing to pay more for ads in tablet apps than on 

websites, as they’re seen as more “like magazines 

in print: engrossing, well-designed experiences 

instead of forests of text and links”.  “Tablets create a 

huge opportunity for magazine publishers in terms 

of format, quality of reproduction and enhanced 

content delivery, including advertising,” says Baker.

It may be too early to really know how tablets 

will affect the business, but we’re getting a few hints. 

Next Issue, billed as ‘Spotify for magazines’ allows 

readers in the US to pay a monthly fee and access 

tablet editions from industry giants like Conde Nast, 

Hearst and Time. 

Life in the old dog yet
While the new is always alluring, there’s still plenty 

on offer in traditional revenue streams and, ac-

cording to The Economist, that’s led to increased 

optimism in the US, with more new magazines 

launched than closed in 2011 for the second year 

in a row and magazine audiences growing faster 

than those for TV or newspapers, especially among 

the young. “I think the corner stone for magazines 

will always be ad revenue, and that’s simply because 

there’s an awful lot of evidence and an awful lot of 

research that backs magazines up,” says Dykzeul, 

We are finding advertisers increasingly looking 
for more than just an ad on the page. Eighty 
percent of briefs we respond to with a digital 
component, even going beyond that to events  
and all sorts of extra ways of reaching readers. 
Sarah Sandley, Chief exeCutive of aPn’S nZ MagaZineS diviSion

book, Southern Exposure, in partnership with spon-

sors FujiFilm and Getty Images. The book fits well 

with the magazine’s established reputation in nature 

photography as well as its Photographer of the Year 

competition, which has winners exhibited through 

October at the Auckland Museum. 

Lifestyle publishing’s David Hall says it’s using 

modern tools to get closer to its audience, recently 

running a very successful ‘help us choose the cover 

of Wilderness magazine’ idea on Facebook.  “We want 

this type of activity to help close the gap between the 

magazine and those that spend money in it or on it... 

We’ve always tried to be very close to all our clients, 
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NIM WIts
➔➔ Canvas and Sunday may look like magazines 

when they fall out of your paper on the weekend. 
They may feel like magazines and even read like 
magazines, but there’s some disagreement over 
where Newspaper Inserted Magazines (NIMs) sit 
on the continuum. Even those in the industry aren’t 
necessarily sure, and there is some debate about 
whether aspects like time spent reading needs to 
be measured differently by Nielsen than it is in 
magazines. 

APN’s market information director Carin Hercock 
says NIMs are essentially a specific issue 
readership compared with magazines, which are 
a measure of the readership of any issue within a 
publication period. 

“So the approach we take for time spent reading 
may need to be different,” she says. 

And when it comes to which column to tally the 
ad revenue in, another bugbear of the magazine 
sector is that it advertising in NIMs goes into the 
newspaper industry’s coffers. 

Readership of NIMs is deduced by combining 
those who, for example, read the Herald and are 
then asked if they read certain sections or NIMS, 
as well as those who may read Canvas in the cafe 
without reading the paper. When the methodology 
was launched a few years back, ACP protested that 
it inflated the numbers. And, given the sense there 
has been a market share shift of advertising from 
mass-market weeklies into NIMS, possibly due to 
the speed to market newspapers can offer, that 
attitude isn’t entirely surprising. 

The NZ Woman’s Weekly’s 80th anniversary roadshow and Cuisine’s Restaurant of the Year awards show how publishers can take their mastheads into the 
real world and engage with often very targeted communities. 

like Nielsen’s finding that 59 percent of Kiwis who 

have read a magazine in the past week say they went 

on to buy advertised products. 

Display ad pages have been on the decline 

in recent years—often leading to more of a focus 

on improving circulation revenue and a need to 

develop creative solutions for advertisers—but 

publishers say that hasn’t been unique to magazines 

and is partly due to what Baker calls an “irrational 

perception” the medium is losing relevancy. In a 

proactive move to address such misperceptions, 

the MPA recently appointed media agency vet-

eran Katrina Horton to the newly created role of 

commercial director. 

“The reality is—with magazines especially—

readership is still there,” says Horton. “But agencies 

and planners are selecting digital channels and 

deselecting mainstream media channels, whereas 

the two should be complementary.”

So with the landscape of magazine publish-

ing now spanning everything from TV tie-ins to 

pop-up stores, the potential for innovative ways of 

connecting readers with content and advertisers 

with those readers is perhaps better and more 

varied than at any other time. As Sandley says, “it’s 

more complicated, but it’s also more exciting.”   


