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Background

Recent developments in both the UK and USA have fuelled industry interest and dialogue regar'ding the
measurement of readership quality. In the UK, the NRS has formed a Quality of Reading Working Party.
This industry group hae initiated a qualitative investigation to:

Explore the meaning and relevance to readers of different quality of reading concepts with a view to
developing questions for use on the NRS.

Meanwhile in the USA, Lou Schultz of Lintas provided a jolt to industry thinking by calling for new
measures of primary reading. What Mr. Schultz failed to mention is that both Simmons and MRI have been
including qualitative measures in their ayndicated services for several years. However, as complex and
abstract measures (as opposed to total audience), qualitative measures have been under-utilized.

The purpose of this paper is to try to explain what quality of reading measures actually mean, and why there
have been past problems in identifying and uging them.

Appeoach

The approaches used differed significantly between the UK and the USA, representing the different research
cultures in each country.

In the UK, the method was essentially qualitative and reader-centered. It was concerned with identifying the
ways in which readers diseriminate between publications, and, particularly, the words they use themselves
to describe their own reading experience.

In the USA, the circumstances were quite different. In 1991, MRI released ite Magazine Styles study, and
provided a segmentation of publications based on duplication of reading. That same year, Paul Donato of
Simmons, released his paper on The Multiple Dimensions of Reader Involvement. Combined, these papers
provided a foundation for a quantitative approach to expand our knowledge of the dimensions of reader
quality. In many ways the US approach picks up where Paul Donato finished. Namely:

- To evaluate the independence among reader quality scores,
- To reduce these measuree to a manageable set, and
- To identify factors relevant to everyday media planning.

Although the approach to the problem in each country was different in almost every respect, the results were
complementary, and we have each been able to use the other's work to illuminate and better understand
what we have been doing ourselves.

The NRS investigation provides a rich portrait of the reader's perception of the quality of the reading
experience that transcends the UK's borders. More importantly, it also provides evidence of the language
used to articulate that quality. This study assisted the authors in their construction of an analytic framework
to investigate the Simmons and MRI qualitative variables. Additionally, the NRS work provides information
critical to the interpretation of results. Finally, the quantitative analyses of the Simmons and MRI data
provide NRS and the UK advertising community with a rich source for understanding the gelative strengths
and weakneases of a number of the qualitative measures under consideration.
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The UK Experience

Advertising agencies in the UK have wanted some kind of measurement of readership quality for at least 156
years. Since the expansion of the list of titles covered by the NRS in 1984 (EML), it has been at the top of their

liat of further enhancementa to the NRS.

In 1988 they submitted a paper drawn up by Tom Corlett to JICNARS, which specified 4 questions they
wanted testing with a view toward incorporation in the survey:

- Place of reading

- How copy obtained {(provenance)

- Time spent reading

- Disappointment if publication ceased

In 1991, after JICNARS was reconstituted into ite current form, and re-named formally as the NRS, the
Quality of Reading working party wase set up.

The terms of reference of this group were to:

- Establish what each constituent party of the NRS wanted to achieve by asking quality of reading
questions.

- Select a short-list of questions for testing

- Test threm for discrimination, meaning and relevance.

- Check that there were no adverse effects in adding them to the NRS.
- Add them to the NRS for a split-run test.,

The working party was deliberately kept small, so that it could work quickly and effectively. Previous larger
groups had had probleme in arranging meetings to suit large numbers of people, and in coping with
continuity when deputies attended. The Quality of Reading working party consisted of only 2 people, each
representing one of the NRS's constituent members (advertising agencies, newspapers, magazines) as well
as the director general of NRS, and a representative of RSL, the research contractor.

The full results of the work that has been carried out to date are reported by Hilary Cade of RSL elsewhere in
this book.

A Rationale for Quality

The reasons why UK advertising agencies have been so insistent in trying to obtain quality of reading data
are simple. The current average-issue-readership (AIR) measure makes the assumption that all reading
occasione are of equal value to an advertiser., This is clearly not true. An ad. placed in different publications
may have differing impacts for the same reader, and different readers may be affected differently by the
same ad. in the same publication. The equal-value assumption implicit in AIR is, if anything, exacerbated by
the use of computers to carry out the routine calculations involved in cost or cover ranking, and reach and
frequency estimations. As the use of desk-top PC's has become ubiquitous, at least in most large UK agencies,
the use of adjustment factors and media weights has declined. It is now rare for media weights of any kind
to be used in prese planning in the UK, except in the case of the most dramatic circulation changes (plus or
minus 25% or more), or major launches and re-launches.

The non-use of media weights doesn't mean that agencies are relying on AIR alone in planning print

schedules; qualitative or intuitive factors are widespread, but they are not necessarily acknowledged or
quantified.
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Advertising agencies would like to have some usable measures to confirm (or replace) their current
subjective judgments. There are a number of aspects of reading that we need to know more about. These
are not all necessarily related to quality of reading per se; it is more accurate to describe them as factors
that qualify the AIR reading event. The most obvious one is the probability of exposure to a particular ad.
within a publication. The refinement of average issue readership to average ad. readership {or average
page exposure) is something that has been pursued by a number of studies, notably the work done on the
German AG.MA, as reported by Rolf Speetzen in Hong Kong. However, this is not the only additional
information that agencies need. Other subjects include timing (relative to publication date), which is
important to any advertiser with a time-sensitive offer, such as a newspaper publisher or retailer
advertising a special event. Place of reading (for example, proximity to a telephone) may be relevant to
some direct response advertisers, asis time of reading (weekday or weekend, daytime or evening). Less
apecific and more truly qualitative factors include the mood of the reader, his relationship with the
publication, and his attitude to advertising within it. All these can be expected to affect the effectiveness of
print advertiging, and all are currently unmeasured in the UK.

Method

Because there were no measures of readership on the NRS, apart from recent-reading and frequency, the
Quality of Reading working party had a completely free hand to address the problem in any way it chose.
We started by reviewing what questions had been used elsewhere in the world, why they had been chosen,
and what evidence there was of what they were measuring. This proved inconclusive. There are very few
readership surveys that don't have some kind of additional questions, but there seems to be very little
published work of any kind of assessment of them. What there is tends to relate solely to probability of
exposure, usually expressed as page traffic. We therefore decided to start from scratch, to find out how
readers regard their relationship with the publications they see.

Using the terme that readers themselves use, we hoped to construct questions that could be answered by
readers, would discriminate between different titles as well as different kinds of publication, both for the
same person and between different people, would measure genuine attributes, and which could be added to
the NRS.

The research methodology used consisted first of a series of group discussions, to test out our initial list of
candidate attributes and to generate any more discriminants that we hadn't previously identified. As a result
of this, we drew up a list of questions and statements that we thought worth carrying through to the second
stage; a series of 50 in-depth interviews. The methodology of these in-depth interviews has already been
described by Hilary Cade; their purpose was to identify those questions which could potentially be added
safely and usefully to the NRS. To make sure that the test was exhaustive, we deliberately included some
questions, such as time spent reading, which we already suspected, from the group discussions, would not
survive detailed examination.

Results

The results of the work to date suggest that two of the advertising agencies' initial candidates, source of copy
and place of reading, are reasonably robust, and fit to be added to the NRS after a little tightening up. These
are not measures of quality of reading in a purist sense as they are not directly linked to a reader's
involvement with his publication. Still less do they give any indication of probability of ad. exposure. When
added to the NRS, they are most likely to be used for fine-tuning scheduling for apecific campaigns where
they are perceived as relevant.

Time spent reading is a real problem. Other work from several countries has suggested that the length of
time readers spend with their publication has a high correlation with intensity of reading, proportion of the
publication read, and therefore with probability of ad. exposure . This attribute is one that we are very keen
to measure. However, the results of the work to date strongly suggest that it isn't safe to ask readers
questions about irregular behaviour, particularly when it also involves further calculations. Readers can and
do answer this question, but their answera are shown to be inaccurate under further investigation, and this
inaccuracy varies considerably between different types of publication, as well as by different types of
person. Iftime spent reading is unsafe to be added to a quantitative survey like the NRS, "proportion read”
18 no better. The most promising way to get some kind of simple estimate of ad. expoBure seems to be to
develop further the questions relating to how people read.

Finally, the fourth agency suggestion disappointment if publication ceased came through with flying
colours. Respondents found it eagy to answer, and used it convincingly to distinguish between the different
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publicatione they were discussing. As a measure of involvement with a title it seems preferable to the other
candidates; one of my favourites, specially for me, read for a special treat, etc. It is also clearly measuring a
different attribute from the one represented by regular, in-home, primary readership; readers had no
hesitation in ¢laiming disappointment for one title read regularly, and none for another. As a potential
measurement factor it also has the great advantage of being equally acceptable to different types of person,
and of being equally applicable to different types of publication.

I look forward very much to seeing this question on the NRS, because I believe it will add considerably to the
efficiency of press planning, in conjunction with the wealth of other targeting data we already have. For
agency planners, it is most likely to be used to identify the key titles for their particular target. Once the
candidate titles are selected, this question will be used, like the other questions we want, as a filter on the
number of readers for each title who go through into the analysis; the reach figures will be lower than we are
used to seeing, but they will represent a richer, more concentrated audience. It is also possible that the
availability of quality of reading questions will change the distribution of a typical achedule. It seems likely
that one effect might be to lead to a concentration of more insertions in fewer titles.

It is unlikely that many agencies would use these questions to calculate weighting factors for individual titles.
The agencies’' main concern ia with the target for their ads., and how best to reach them, that is, the readers of

a publication, not the publication itself.

We believe that the work we have done in the UK has led us to a much better understanding of how readers
relate to their publications, and of how this understanding can be translated into actionable data on the NRS.

The USA Experience

As stated earlier, our approach in the United States differs significantly from the techniques employed in the
UK. We were less concerned with identifying language the reader uses to express quality and more
concerned with dstermining if the qualitative language used in the Simmons and MRI questionnaires
produces meaningful and valid results. To achieve this objective, factor analysis was selected as a statistical
technique to uncover the basic structure of quality.

Stage I analyses consisted of separate factor analyses of batteries of Stmmons and MRI qualitative variables.
The conceptual approach of the analyses was to identify the unique dimensions of reader quality measured
by Simmons and MRI and reduce a relatively extensive battery of variables to a shorter list. From the chart
of variables listed below, one observes that the two research companiee provide different direction in
approaching an operational approach to quality. From the Simmons perspective, the approach is to provide
a more in-depth perspective of the reader's affinity toward the publication. Their battery uniquely includes
would miss the publication and saves the magazines. These affinity questions more directly relate to the
NRS investigation reviewed above. We also chose to conduct a more in-depth examination of the nature of
the reading environment within the Simmons battery. In contrast, MRI provides a broader perspective of
consumer response, including: cut recipes, sent for product, cut ads, cut articles, and sent for information.
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Summary of Qualitative Measures:
SIMMONS

1. CORE: Read at least three of the last four issues
(modelled)

2. IN HOME: Read or looked into last issue is own
home (% of readers)

3. MINUTES: Total minutes reader typically spends
reading/lcoking into an issue (average per reader)
4. DAYS: Number of days usually read/look into
typical issue (avg. per reader)

5. SCOREFAV: Magazine ie one of readers
favourites (% of readers)

6. COUPONS: Usually cut out coupons, articles or
recipes from this magazine (% of readers)

7. SAVE MAG: Reader saves issues for future
reference (% readers)

8. MISS: Reader would miss magazine if could not
read (% readers)

9. WHOLE: Usually read whole magazine (%
readers)

10. ADS USEFUL: Advertising in this magazine is a
useful aource of product information (% readers)
11. WORK: Read/looked into last issue at work(%
readers)

12. TRAVEL: Read/locked into last issue while
traveling (% readers)

13. OTHER PLACE: Read/looked into last issue
anywhere other than home, work, or traveling to
work (% readers)

Session 9.2

MRI

1. CORE: Read at least three of the last four issues
(recall)

2. IN HOME: Read magazine in own home (% of
readers}

3. MINUTES: Total minutes reader typically spends
reading/looking into an issue (average per reader)
4. DAYS: Number of days usually read/look into
typical issue (avg. per reader)

5. RATING: Magazine is one of readers favourites
(% of readers)

6. COUPON: Reader cut out or used “cents off”
coupon (% of readera)

7. CUT RECIPE: Cut out or used a recipe (% of
readers}

8. CUT ADS: Cut out an ad or ads (% of readers)

9. CUT ARTICLE: Cut out an article (% of readers)
10. SENT FOR PRODUCT: Sent for product
advertised (% of readers)

11. SENT FOR INFO: Sent for information on
product advertised (% of readers)

12. INTEREST SCORE: Interest in advertieing (%

readers)

13. PRIMARY: Average issue reader who either
bought or subscribes to publication, or who live in
household in which another person did (% readers)
14. BUYER: Person who bought or subscribed to
publication (% readers)
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Factor Analysis: The Simmons Qualitative Battery

The Simmons results will be discussed first. The original set of 13 variables was reduced to an eight factor
solution.

Table 1
SIMMONS QUALITATIVE YARIABLES
FRowed Factor Maix: Pactor 1 Factor 2 PFactor 4 Fasiar 4 Factor S Facior & PFactor 7 Factor8
Thorough  Travel ve. Othet Read over Readng Lsatulnass
Intanse Lid Core Reading  Outof Home Cut Coupony Tirre AtWork  of Advestising
SCOREFAY 0.017%9 0240094 Q.atss3 0.081%4 0.08874 0. 1ATE4 0.00718 0.24377
MINUTES oaqre Q.12871 0.2800 0.0684 0.07881 020122 0. 14421 -0, 10066
MISS 0.80608 0.40583 0.18805 0.04338 0.16578 013173 -0.02668 0.40221
CORE 0.24745 Le110n 0.05550 ~0,04475 «0.057684 0.14869 0.01832 0.03574
SAVEMAG 0.23016 -0.00083 0.7707 L0078 D.15184 030685 «0.0005 0,26882
WHOLE 0.37477 0.73548 0.75858 012796 0.16271 0.0444 0.25122 0.08619
OTHER PLACE -0.00355 0.15435 -0, 15047 0.91084 -0.106884 4.18118 0.16655 0.08636
TRAVL -0.37628 044068 «0. 16382 000887 -0,22373 -0,3461%5 0.25845 £.08349
COUPONS 0.11188 -0.00881 0.1674 0.02781 098372 4.05089 0.10154 0.2477
DAYS 0.53435 0.25282 0.20061 +0. 10608 0.04548 ¥ -1 = 0.11869 ©.08255
INHOME 0.36057 0.54820 0,35608 0.07089 0. 34888 (XA 0,21302 0.09138
WORK 0.07262 00277 -0.12643 -0.05804 -0, 10085 0.00814 «0.96102 0. 11962
ADS USEFULL 016784 0.05472 D.21518 0,12762 Q.2861 0.0652 0.15a87 088187
% VMCE EXPLNNEO 18 13 13 1% ] ] 9 ]
Simmens. 1982 Survey
Na120 publications

Factor 1: Intense Liking. The variables loading in this dimension, One of my Favorites (.84), Would Miss
(.70), and Minutes (.82), combine to provide a strong measure of the reader's affinity toward the publication.
Minutes provides a strong behavioral anchor to the evaluative variables. In essence, the power of the
attitudinal variables is strengthened by consideration of the duration of the reading experience. Variables
partially contributing to defining this factor include; Day Spent with Publication (.33), Save the Magazine
(.33), Read Whole Magazine (.38), and Inhome Reading (.37). This was the most powerful factor,
accounting for 19 percent of the common variance.

Factor 2: Core Reader. The second factor is predominantly univariate, with Core (.91) loading exclusively
on this dimension. It should also be noted that Inhome {.54), Read While Traveling (-.45), and Would Miss
(.40) loaded as a secondary variables. With Core defining loyalty as reading three or more of four editions,
the analysis of the Simmons data clearly indicates that this a powerful measure. However, two comments
must be made concerning the relative power of this variable. However, with respect to Simmons, a
publication’s core readership estimate is derived through modeling. We do not know the impact of the
modeling algorithm on this variable's performance. And, relative to the full set of qualitative measures and
magazines in the analysis; Core acecounted for 13 percent of the common variation.

Factor 3: Thorough Reading. This two variable solution measured a second dimension of affinity
toward the publication. The variables, Save the Magazine (.77) and Read the Whole Magazine (.76) combine
to define a measure of the depth of liking over time. A domain of importance that taps the reader's interest in
the whole publication and a more lasting value. This factor accounted for 13 percent of the variance.

Factor 4: Travel vs. Other Out of Home. This factor shifts the solution from affinity to reading
environment. Reading While Traveling {(-.70), and Other out of Home (.91) were the dominant variables
defining the solution. This solution accounted for 11 percent of the variance.

It should be noted that while each of the factors (excluding Factor 2) presented above were defined by the
contribution of two or more variables, each of the remaining four factors is defined by single variable.
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Factor 5: Cut Coupons. This univariate factor (.92), represents the only measure of consumer response to
advertising in the Simmons battery of qualitative measures. Only truly applicable to a subset of publications
in the analysis, it accounted for 9 percent. of the variance.

Factor 6: Days with Magazine. This primarily univariate factor (.83) taps a relationship with the
publication over time. Secondary variables in this dimension included Saves the Magazine (.31) and Inhome
(.41). However, in ieolation, this factor does not measure an affinity toward the publication (as measured in
Factors 1 and 3). It merely suggesta predominantly in-home contact on a day-to-day basis. This dimension
accounted for 9 percent of the variance.

Factor 7: Reading in Work. This single measure of reading in the work environment had a loading of
(.96) and accounted for 9 percent of the variance.

Factor 8: Usefulness of Advertising. This factor taps a domain of reader response beyond editorial content,
measuring the reader's perceived utility of the advertising in the publication. The primary variable defining
this factor, Ads useful, had a loading of .86. It ehould be noted that Would Miss the Magazine {.40) loaded as
a secondary variable, thus suggesting a modest contribution of thia measure of the magazine's affinity in
defining utility in the publication's advertising. This factor accounted for 9 percent of the variance.

Factor Analysis: The MRI Qualitative Battery

The factor analysis of the 14 qualitative variables within MRI, reduced the set to 9 factors.

Table 2
MALQUALITATIVE VARIARLES
Rotated Factar Matrix Facter 1 Facter 2 Fagtor 2 Faotar 4 Racras § Pactor & Paator 7 Factar @ Fagter @
Primary Reaader Coupon or irturect in Sent for Sunt tor Cutou Reut crvae
] o Lk 9 ieing Score Product 1 Ads  Ind h Twre

PRIMARY 05,0000 2079 0.02753 -0.00%30 -0,04000 -0.01448 0.04511 0.08772 0.03314
BUYER 0.985000 0.03084 0.07741 .13876 D.0811% 002200 oa2217 ©.01380 0.02603
INHOME oToTa 036714 0172 0.29675 0.09008 0.08307 0.14%0 0082568 0.30283
CORE 067538 043477 £.02485 084y 0.17857 0. 20328 0. 11634 -0.06166 -0.05204
MINUTES 0. 14564 M0 008492 001645 0,14958 012310 0.18832 0.02413 0.10729
RATING OF MAGAZING R[] O.yeeee 0.048182 028451 -0.04904 0. 19843 0.9251 0.12542 0.0807%
CUT COUPON Q05547 a 10401 0.04653 0.08508 -0.008654 D.08485 Q.0208¢ o ez 313424
GUT RECEIPE 0,12485 -0,0088 1 084526 0.0%43 007737 010408 -0.20830 013108 © 20022
INTRAEST SCORE -0. 08080 0.24187 010047 .adk80 019783 008740 C2EE7 0.08181 ©.13000
SENT FOR PRODUCT 0,282 O 11447 Q.oNT7 15318 0.94017 QD520 0.17480 006600 010637
CUT ADS -0.02715 0.01748 014020 0,08683 005482 LEL o0 011193 ©.15004 0.02718
SENT FOR INFO 008834 Q00444 0.20041 026814 026887 0. 183 Q9715 o217 01500
CUT ARTICLE 0.09600 0.0PU5E 0.2208t 0.00583 0.ames 0.1 7437 0.15064 0.02800 oo4ren
DAYS 0. 19445 0.51440 0.08511 0.204: 0.24500 0.04502 18a7r .08 49574
¥ VAR NED Fil 15 13 8 [ 3 7 7 s

MRS Quaitative Memures -~ Fall 1902 Sunvey
Nea 68 pulbbhcations

Factor 1: Primary Buyer/Readexr. Three variables comprise thie factor; Primary reader (.98), Buyer
{.95), and Read in Home (.70). Core readership loads as a strong secondary variable in the solution; Core
(.68). It ehould be noted that MRI measures core loyalty (3+ out of 4) through a direct recall question. This is
clearly a different measure than the Simmone measure. Within the MRI battery, the core measure is
complex and contributes to defining several dimensions of quality. Accounting for 21 percent of the variance,
this domain clearly taps the acquisition of the publication and place within the home.

Factor 2: Intense Liking. Two variables, Total Minutes (.890) and One of My Favorites (.78) load
exclusively in this factor. Secondary variables contributing to defining the factor include; Number of Days
(.51), Core Reader (.44), and Inhome {36). The secondary loading of Core Reader in this factor,
demonstrates that as a recall measure, it is tapping both a behavioral measure of frequency and, to a less but
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more complex degree, a measure of affinity toward the publication. This factor accounted for 15 percent of
the variance.

Factor 3: Coupon and Recipe Cutters. With two related measures of consumer action; Cut Coupon (.94)
and Cut Recipes (.85), this dimension accounta for 13 percent of the variance although ite utility is limited to a
subset of publications.

Factor 4: Interest in Advertising. This univariate dimension {.83) taps involvement with advertising.
Core Reader (.35) contributes as a secondary variable. Further indicating that this recall measure taps liking
as-well-as measuring frequency of reading. This dimension accounts for 8 percent of the variance.

The remaining solutions were predominately defined by a eingle qualitative measure.

Factor 5: Sent for Product. This univariate (.95) factor taps a unique domain of consumer response. It
accounts of 8 percent of the variance.

Factor 8: Cut Out Ads. This univariate (.96) dimension taps another dimension of consumer action and
also accounts for 8 percent of the variance.

Factor 7: Sent for Information. Another univariate (.80) dimension of consumer response, this measure
accounts for 7 percent of the variance.

Factor 8: Cut Out Article. A univariate (.93) measure of action relating to editorial content, this factor
accounts for 7 percent of the variance.

Factor 9: Reading over Time. This dimension is primarily defined by the Number of Day (.70) the reader
spends with the publication. Inhome (.30) loaded as a secondary variable. This factor only accounted for
only 5 percent of the total variation.

Comments

These analyses begin to dimensionalize how the respondent can quantitatively assess quality across the
array of magazines he or she reads. When taken collectively, these dimensions tap a range of reading
involvement, beginning with the acquisition of the publication, to the location of reading, to the affinity
toward the publication to an actual measure of consumer response. Clearly, the reader's affinity toward the
publication is the most complex domain. Intense liking is more than a favorable attitudinal assessment, it can
be anchored with behavioral measures {(e.g., minutes spent with publication) but perhaps a secondary
attitudinal measure (would miss) is redundant. Our analyses of location of reading within the Simmeons
data clearly identify the uniqueness of the in-home, traveling, and at work environments. And lastly, the
MRI analysis illustrates that the various forms of consumer response do represent unigue dimensions.

Clustering of Magazines

In one respect, the factor analyses have only helped us understand the complexity of assessing the
qualitative dimension of readership. Now, what can we as a advertising agency begin to do to exploit added
value from this information? The analyses that follow will only be reported in abbreviated form to
demonstrate how we are beginning to build that understanding. Publication by publication detail will not be
reported for a variety of business reasons.

Following the factor analysis, each publication was assigned & factor membership score for each of the
factors reported in the Simmons and MRI factor analyses. The factor score represented the magazine's
relative position within the dimension. For example, Family Circle ranked first in the MRI factor Coupons
and Recipes. The two tables (appended) identify publications in the top, middle and low end of each factor.

If the reader conceptualises a full matrix of acores for magazines across factors, he will recognize the data
used in the clustering algorithm. Therefore the resulting groups of publications were produced with only
one statistical coneideration, a battery of qualitative measures for each publication. No consideration was
given to circulation, pre-determined publication genre, or any other dimension. Again, our goal was to begin
to identify subsets of magazines defined by common qualitative attributes. In essence, the analyses would
group publications into categories with common domaina of qualitative characteristics.
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Tables III and IV (appended) report summary results of the cluster analyses. The Simmons analysis
clustered 120 magazines into 10 groups and the MRI analysis clustered 168 magazines into 15 groups. The
largest group consisted of 26 publications while the smallest consisted of a single publication. That was TV
Guide (Group 10, Simmons). Here we see a unique publication in a qualitative perspective. If the reader
examines Table III, he will note that TV Guide (Group 10) indexes at 205 with respect to days spent with the
publication. No other publication (of the 120 in the analysis) possesses this extreme daily attribute.

Group 3 (Simmons) and Group § (MRI) are both amall, comprised of 3 and 5 publications respectively.
They each exclusively define the in-flight magazine category. This genre indexed lowest in the affinity
measures and the behavioral measures of time spent with the publication (including loyalty). One will note
a whopping 898 index with reapect to Reads Traveling in Simmons. Within the MRI data, one alao observes
an index of 150 with respect to Cutting ads.

As we examine the affinity variables within Simmons, Group 9 scores highest on the measures of affinity
and Total Minutes. This group of 6 magazines contains a mix of publications including National Geographic,
Omni, and Reader's Digest. However, when one examines Group 14 in MRI, this group of highest affinity
belongs to three ethnic magazines: Ebony, Essence and Jet. As we go one step lower {Group 7-Simmons and
Groups 7 and 9- MRI), the publications become more eclectic. Within Simmons, the list often covers a mix of
ethnic, travel, sports, and epicurean publications. Within MRI, one group consista of exclusively gourmet
magazines, while the other is predominately comprised of new and business magazines.

It is also interest to note the indices of the consumer response variables within MRI.

Group 2 is comprised of all the Seven Sisters magazines and several parenting publications. Therefore, the
high index on Cut Coupons is not surpriging. In a eimilar fashion, it is not surprising that the bridal
magazines exclusively defining Group 10 indexed highest in cutting out ads. Their readers are using the
publication ae a catalogue. While the other groupings predominantly defined by the other consumer
responees (e.g., sent for information) were more eclectic, they provide interesting groupings of sports, travel,
computing, and other titles based on common consumer response.

Our detailed, title by title, examination of the cluster solutions {(not reported in this paper) are helping us

identify the more meaningful and discriminating qualitative measures within subsets of magazines. These
analyses provide a platform for the development of qualitative criteria for planning and title selection.

443



Worldwide Readership Symposium 1993 Seasion 9.2

Stage III: Discrimant Analyses

Our Stage I1I analyses will not be reported in detail, but only as a point of illustration. Having identified
unique gualitative clusters of magazines, we wanted to better understand their relationship te each other.
For this purpose, we utilized discriminant analysis. This statistic identifies the maximum separation of
groups of magazines and the variables accounting for those differences. Discriminant analyses were run on
both the Simmons and MRI groups.

Eight significant solutions were produced for Simmons and nine for MRI. The last table displays the
separations of the 15 MRI groups for two of the significant solutions. The reader will note that on the
extreme right, Group 2 is separated from the remainder of the publications based on their alignment in the
coupon and recipe factor. This group includes the Seven Sisters publications and several parenting
magazines. The group at the extreme left (Group 12) includes such publications as Compute, Popular
Photography, and Midwest Living. This group aligns with Cut out Ade. While Group 14 includes the ethnic
magazines,

Stage 3 Scatter Graph

stage |ii: Pict Of Mogazine Group Centraids in Reduced Discriminant Space
MR Qualiative Mecsures - Fall 1992 Data
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Group 8 includes such publications as Ski, Conde Nast Traveller, and Home Office Computing, helping to
explain the importance of Send for Information on this function. Finally, it is not surprising that publications
such as Home Magazine, Practical Homeowner and Prevention are in Group 15, aligning with Cut Articles.

The plotting of solutions of this type have helped us better understand the relationships across groups of
magazines and the power of specific qualitative variables in separating the groups.
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Conclusions and Future Work

From the qualitative analyses in the UK and the quantitative analyses in the USA one thing is clear: quality is
not a simple or single dimension.

Magazines serve a variety of functions in a variety of environments. Any single dimension of quality would
be favorably biased to some publications and unfavorably biased to others.

While there is no simple answer, we at Y&R are encouraged by the reader's ability to articulate several
dimensions of quality. Furthermore, we are encouraged by the richness and apparent validity of the
qualitative measures offered by our suppliers in the USA.

With respect to the reader's affinity toward the publication, it is important to note the difference between
intensity of liking and thorough reading. Each measures a distinetly different relationship with the
publication.

We have also come to a better understanding that the location of reading produces a different type of reader
relationship, each with its own unique qualitative impact.

And consumer response is valuable. However specific types of responses are appropriate to a limited subset
of publications.

We at Y&R encourage research suppliers to measure quality across a variety of measures, reflecting a wide
range of value. In thias way, each individual agency can then develop the appropriate criteria for assessing
magazine quality. Our clustering of magazines has helped us better understand the next steps required to
develop value for our own media planning. we will continue our proprietary examination of the data
presented in the paper. We will explore the rankings of magazines by qualitative measures and determine if
they are statistically significant. Additionally, we are working with our buyere and planners to see how
insights gained from these analyses can be used and in what context can they complement ocur current
decision making criteria.

Finally, we would encourage suppliers on both sides of the Atlantic to examine their current battery of
qualitative measurement and strive toward the development of refined measures that provide the richest ,
most. reliable, and fairest measures of the quality of magazine readership.

Acknowledgments: The authors would like to thank the management of both Simmons and MRI for their
cooperation in providing the data. In addition, we would like to thank Gary Schnieder, VP and Group
Supervisor, Y& RNY Media Research, and David Adelman, Y&R Worldwide Media Research, for
contributing their time and analytic expertise to this project.
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Seasion 9.2

Hi Medium Low
Factor 1: [Intense Liking True Story Money Sky Magazine (Delta Air)
National Cleographic Redbook Eatertinment Weskly
Reader's Digest Ourdoor Life M
Factor 2: Core Reader TV Guide Road & Track Bridal Guide
Jet Hot Rod American Way
Ebony Good Housekeeping  |Sky Mugazine ta Adr’
Factor 3;: Thopoueh Reading Sesame Streat Magazine Scientific American [Sunsat
Tennis Shape New York
Colonial Homes Natital History TV Guide
Factor 4: Tmve]l vy Other Vis A’ Vis (United) Field & Stream Haper's Bazaar
Sky Magazine (Delta Air) | Architectural Digost  ]Bride's & Your New Home
American Way Hot Red Bridal Cloide
Fector 8: Cut Coupong Woman's Day Seventcen Sky Magazine
Family Circle Victoria National Cieo.
Weight Watchers Tennis otor Trend
Factor 6: Read Over Tima TV Guide Trovel & Leisure Vis A' Vis (United}
Reader's Digest Southern Living Jet
Bridal Cluide Redbook American Way
Factor 7: Read At Waork Business Week Car & Driver Sky Magazine (Delta Air)
Inc. Golf Magazine Amcrican Way
Macworld Giolf Digest TV Guide
Factor 8: Uscfulness of Advertising [Car & Driver BH&Q True Story
Rood & Track Rolling Stone Netional Enquirer
Home Muscle And Fitness | National Examiner
1992 SMRB
High Medium Low
Factor 1+  Pgmary Reade/Buver American Legion Discover Continenia] Profiles
Endless Vacation Soap Opera Digast USAir Magazine
Home Mechanix Colonial Homea American Way
Factor 2: lotonse Liking Ebony Men's Fitness USAir Magazine
Essence Stereo Review Photographic
MNational (Geographic Forbes American Legion .
Factar 3: Coupan or Kegipe Family Cirole Town & Country Nalura] History
Woman's Day American Legion Consamer Reports
Clood Honsekeeping House Beaurifol Family Handyman ‘
Factor & Inigrest i Ads Jet ' New York Magazine |Conrinental Profilea
Ebony Stereo Raview Atiante
Endless Vacation Modern Brids Us
Factor 3:  Sentfor Product Workbasket New Yorker Sport
Steroc Revisw Omni Atlantic
Victora Sports [liustrated Endleas Vacation
Factor 6:  CuiOut Ada Hridal] Guide Qutdoor Lifa National Lampeon
Bride's & Your New Home |Audubon Namral History
Modern Bride Yachting in's Persl, Finance
Factor 7:  Scat for Infoonation Endless Vacation Home Magazine Cooking Light
Home Off. Computing Vanity Fair Sesams Street Mag.
rerican Way Photographic Grit
Factor 8: Lyt Out Articles Organic Gardening Nation's Business Premiere
Barmon's Woman's Warld Redbook
Naturni History First For Women Episodos
Factor9: Read Over Ting Cooking Light Bouse Beautifu) Vis A Vis (United)
Bon Appetit American Health Now Yotker
Sesame Street Mog, Motor Tread New York Magazine .

MRI Fall 1992 Survey
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