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Summary

With the internet entering its teen years, the meyesions of this new media on the mass
media industry has been enormous. The consumer zinggandustry has also been
subject to a number of changes as the internetsgaiomentum as a ‘mass’ media.
Industry experts are now emphasizing the need fmrsumer magazine to supplement
the print magazine with a digital website. Thisofscourse not to say that every print
magazine should have a website but given an apptepgudience, monetary resources
and suitable product, a website can work as a supgit to the core business both in

terms of additional revenue and a strong brand @nag

Given the surge in internet users across developadtries, the competition for users is
enormous. Thus, magazine websites that would likeucceed must create a unique
experience for their users that not only matchesptioduct (print magazine) content and
brand image, but also creates an interactive ajuy&le experience for today’s veteran
internet users. Nevertheless, little practical aese exists regarding the existence of
magazine websites for consumer magazines. Consiiyjubrs study analyzed how print
based women’s fashion and beauty magazines in khddye adopted the internet. A
combination of quantitative and qualitative metheds utilized for the same.

First, a content analysis was conducted on alwébsites of this particular group. The
results of this study indicated that 11 out of 18gawine websites were ‘functional’, in
that they provided content and various servicethéir users. The remaining websites
were primarily marketing websites, where only compand product information was
available. The most common features among theseveldsites included interactive
content in the form of daily updated content, imgg#eries, blogs, and to a lesser extent
video and personalization features (save storieprodile etc). 9 out of 11 websites
offered community features such as message bopdlls, etc. While all functional
website$ had external- "8 party product and internal- magazine subscriptiommerce,

! Although 11 out of 19 websites had content androanity features, a f2website had commerce
features and was thus included for the commer@goay of the content analysis.



a majority offered an interactive ‘shopping’ exgeice where users could browse and
‘buy’? items.

Second, a qualitative case study analysis was cveduwn 2 pre-selected magazine
websites. The results indicate two rather differstrtategies undertaken by the two
websites (InStyle and Cosmopolitan). While InStylagazine focused on providing a
highly interactive, image and video based expesefmr their user, their website

followed a ‘broadcasting’ system where the webgiés just another form of a one-way
communication with their users. Cosmopolitan websih the other hand, focused on
community features where the website served aatboph for users to interact with one

another. Hence, their website enabled a two-wayncomcation between users and to a
smaller degree between the editors and users. sttty thus highlights that although

magazine websites in the UK utilize certain basmld and features, the articulations of

these resources are very much dependent on thezmegaocus and brand.

2 For ‘buying’ items, users were redirected to tfgparty website. Except in the case of Red Magazine
website, where there was an internal online cate@yailable.
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1. INTRODUCTION

In a world where the number of internet users adaitve world has crossed 1.1 billfon
the potential reach and impact of this media ise@w revolutionary. Mass media
corporations which have and still dominate almasrg aspect of mass communication
have also been strongly influenced by the nearajjlalsceptance of the internet as a
vehicle for mass communication. The consumer magagidustry which has largely
been associated with the print media has been &lawvapitalize on this new media, but
an increasing number of publications around theldvare acknowledging the need for
integrating the print with the internet media ag patheir primary business strategy.
Recent research has shown that the power and oé#oh traditional print publications is
slowly becoming diluted in contrast to the hey-dafsthe 1980's and early 90’s as
younger audiences flock to the internet (DominigR06; Reeves, 2007; Vivian, 2006
and Zarwan, 2006). As advertising revenue is statibie print media and rising rapidly
in the internet media, it makes increasing busisesse for print publications to expand

their revenue source through an expansion intoviie

In the early days of the internet, the number adrsifar outnumbered the number of
websites. In those days, creating a website wallyhignited to those with technical
knowledge; hence a static website which was ndtubker-friendly was a sufficient web-
presence for most companies. With the move intot\Wwha been widely called the Web
2.0 era (Christopher, 2007c & Dearstyne, 2007)eth@s been an incremental shift of
control from the traditional content producershe tontent users. With the vast increase
in the number of websites whereby a media usergzan access to information, the
competition for gaining audience is extremely hiblaturally, the coming of age of the
internet has had a huge impact on the closely émiiglomeration based mass media
industry. Hence, traditional media producers must adapt their products which were
previously used in a ‘push’ framework, where cohtesuld largely be pushed to their

users, to a ‘pull’ framework where content mustlpugers. In the traditional mass

* Internet World Statistics, 200Mttp://www.internetworldstats.com/stats.hiRetrieved, August 26th,
2007.




communication based ‘push’ framework, informatioaswargely communicated from a
traditional few to a mass audience, the sendersear as pushing the information to the
media user. In contrast, the new internet based rmasimunication ‘pull’ framework
suggests that the power lies in the hands of theianeser who ‘pulls’ information, hence
it is the user who decides when and how he woWkd to access the information
(Dominick, 2006).

While there is no doubt that the print media isnim immediate threat of a demise
(Reeves, 2007; Zarwan, 2007); publications areemging expanding their brand
presence and revenue base by including a forcekb-pvesence. These magazine
publications use their web-presence to both draw ugers via a strong web presence
while at the same time, spread their revenue bdwmugh earning money via the
placement of advertisements on their website. Nkghass, competition is fierce on the
internet not only from their traditional competori.e. other magazine publications, but
also ‘web-only’ publicatior’sand weblogs. Publications that are interested aking
their web presence a strong reflection of theimbratrength, must take into account
attributes that come into play when moving intctdliynamic new Web 2.0 era. While
certain magazine websites are more static and tloffes any facilities to their readers,
their websites can hence be seen as only as a prasdnce in the new media. Other
websites are increasingly making their website @ivea front for their brand presence.
These more active websites use a variety of festermgaging content etc to enhance the
user experience and hence see their website adews®n of the primary business into a

new media.

The phenomenon of magazine publications moving treéanternet media is fascinating
and has not as yet been thoroughly analyzed byeatdad. An insight into the presence
of magazine websites would indeed be beneficial, research indicates that the
importance of the internet for the mass media itrgusill continue to dramatically grow

across the world in the coming years.

® Web only publications are defined as web-basediqaitons



Problem Formulation

Research from industry and academia indicate tlz@faaines are indeed extending their
hold into the internet media. Nonetheless, a thginoreview of contemporary research
indicates a lack of theory and research in theecinpractices within this relatively new
paradigm. On the one hand, there appears to ek afacholarly work in this paradigm
in many countries including the United Kingdom. e other hand, as the internet and
usage-patterns have greatly changed in the pasydars, much of the research that has
been conducted is already outdated. Given theofatgolution of this media, it could be
posited that much of the research conducted theaesyand earlier has already become
redundant.

There have been some recent studies done on theatmm of website provision with
demand for print magazines (Kaiser, 2002; KaiseKé&ngsted, 2005 and Simon &
Kadiyali, 2006). While Kaiser's work on the Germanarket indicated that the presence
of a website significantly increases circulatiotesaof the print magazine. On the other
hand, research from Simon and Kadiyali (2006) & tH5 market indicates that when
magazine websites offer duplicate articles fromrtpent version on their website for
free, the circulation rates decline. Nevertheldssy tposit that the negative effects on
circulation are largely diminished if duplicate ¢ent is not offered. A recent survey on
publishing executives across the globe indicates gublishers across the globe see
websites as a long term investment where the webguld ultimately draw substantial
revenue independently (Consterdine, 2005). Similé8imon and Kadiyali (2006) also
conclude that publishers perceive the long-termebenof a website to override the
potential short-term losses. Kaiser (2006) furtilaborates that companion websites may
have 3 positive outcomes. First, internet usersahrtisers may become aware of the
quality print magazine. Second, the additional isess provided by the website may
increase brand loyalty towards the magazine. And,tthe website may attract new print
subscribers. Hence, research suggests that welisitedo offer original and engaging

content are a substantial addition to magazines.



While there have been a few studies (Gerpott & Véa2k04; Wurff, 2005) on the actual
websites, the data for these studies were allaeltein 2002 or earlier and the relevance
of their findings in the current internet environmh@re somewhat questionable. These
studies will be discussed in detail in section ih.Ehapter 4. The most recent study on
the magazine websites focused on the US marketfamoded primarily on the different
navigation and interactivity tools available to thedia user (The Bivings Group, 2006),
however an analysis on the actual content was ngs#i is believed that an analysis of
the actual website is vital in order to understemevhat extent magazines have adopted
the internet medium. It is only by looking at thentent of the website itself, can one

truly understand how print magazines actually hednternet media.

The goal of this thesis is to understand the nab@iiaternet offerings of a specific sub-
set of consumer magazines in the UK. The Unitedglam was specifically selected as
an ideal candidate for research into this paradgrtjcularly as there has been no recent
study on the adoption of internet by consumer miagazin the UK. A pilot study (see
chapter 5- Methodology) was also conducted to asdidhis selection.

The analysis was than conducted on a sub-set (fucoer magazines in the UK, .i.e.
women'’s fashion and beauty magazines. This subast selected as it is not only a
popular and highly circulated genre of magazines, ibis also a relatively ‘focused’
genre which makes cross- magazine analysis molbdevigurthermore, the researcher’'s
unfamiliarity with this genre of magazines would kmaan analysis of the same more
‘objective’ as the researcher would be forced te #engs in their context and hence

avoid prejudices or pre-conceived notions (Seetehnd&p Methodology).

This thesis attempts to understand this partiqoéaadigm of internet adoption by a sub-
set of magazines by first gaining a theoreticalarsthnding of basic concepts which will
later form the basis of two primary studies. Hertbe, research question developed for
this paper is How have print based women’s fashion and beautyaziags in the UK
adopted a new mass communication media such astdraet?”. This research question
has been further split into 2 sub-questions, edaolhich addresses an empirical study.

The first empirical study will address the reseagalstion What tools and features are

10



magazine websites utilizing to communicate andractewith their reader®” and
consists of a content analysis used to analyzsttiheture and facilities of the websites.
Hence, the goal of this study is to first see whethagazines have ‘functional’ websites
(websites that offer content to their reader) drahtanalyze these functional websites to
see what facilities and tools are offered to tmeaders. It is believed that this content
analysis of websites would provide an overview lté field, and thus create a wider
picture of the different areas these websites fagteasis on in their online ventures.

The second empirical study will address the questidow are functional magazine
websites using the previously discussed featurdgaois for enriching user experierice
The goal of this study is to understand the pasdiccontext of 2 magazines and see how
these two magazines have particularly adapted thagazine content to the internet
media. This case study analysis will consist obmgarison of the print and online of 2
magazines along with an in-depth analysis of thbsite features. While it is apparent
that the expectations and gratifications usersdogaeading the same content is different
across different media, the internet media is adite understood as a replacement for the
print but rather as a brand extension into a nedian@gReeves, 2007 and Zarwan, 2007).
By making a qualitative comparison of the same rgaacross two media, it is
believed that one can gain an understanding ogrrdifces in the content the publication
is promoting across the two media. Furthermore,ithéepth analysis of the website
itself will highlight how the particular website taally uses the different tools identified
in the first content analysis. It is believed tltla¢ theoretical overview, the pilot study
along with the two empirical studies will provide @-depth understanding of this

relatively new and under-studied paradigm.

At this point it should be clarified that it is tlgwal of the paper to understahdw
consumer magazines in the UK are adapting to thernaet media. Contemporary
research has shown that an online strategy is Im@ya feasible and is perhaps best
suited only to magazines that have a higher citcaand higher profits (Wurff, 2005).
Hence, the empirical studies of this paper will lgp@ all magazines of this rather
popular women’s fashion and beauty magazine génmghermore, it is not the goal of

this thesis to provide a best case practice of whatent and features should be present

11



in the magazine but rather to understand the is§ugow magazines in the UK are

currently adapting to the media. Hence, this thesizes as an analysis of how far the

magazines in the UK have come in integrating theslia into their business strategy.

The objective of this thesis is to gain a deepeteustanding of the internet offering
of consumer magazines in the UK. The resultantaresequestion that has bes
formulated for this purpose isHow have print based women'’s fashion and beg
magazines in the UK adopted a new communicationansetth as the internet?h
order to answer this research question two subtipumsshave been formulated

1. “What tools and features are magazine websiteziaglito communicate an
interact with their readers?”.

2. "How are functional magazine websites using theipusly discussed feature

and tools for enriching user experience?”
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Research Design

This section will provide an outline of the resdmadesign of the paper. A research design
is the overall map or blue print that guides treeeecher in the scientific investigation of
a given topic (Yin, 2003). Hence, this section wollitline the role of the problem
formulation, the literature, the methodology foe tempirical study and the logic and
basis of the interpretation of the results of thelg.

The goal of the research question mentioned ab®we shed light on how consumer
magazines in the United Kingdom are addressingrtteenet media. In order to answer
this research question, a theoretical understandirigey concepts is required. For this
purpose, both quantitative and qualitative second#ata in the form of journals,
textbooks, newspaper articles and industry repuaittde utilized.

Following the theoretical discussion of the problésee section literature review in this
chapter), a two-fold empirical study will be contedt When addressing such a
contemporary phenomenon that is till date not wWetumented, it is deemed necessary
to understand and explore the phenomenon from &-diolensional perspective While
the focus of this thesis is to analyze the giveangimenon with a focus on qualitative
methods (.i.e case study analysis), it is belighatla quantitative mapping of the current
situation through a content analysis is vital imlesrto understand the relevance and
context of the new paradigm. Hence, it is deemegsegary to approach the problem both
from a quantitative perspective in order to map ghenomenon and from a qualitative
perspective to gain a deeper understanding of thengmenon. The successful
combination of the two methods has also been watluohented in literature (Jensen,
2002). Facilitation as a form of combining the twethods allows researchers to treat
guantitative and qualitative methods as separagest of a research sequence. “A
mapping... can facilitate subsequent in-depth amalg$ithe interpretive categories..”
(Jensen, 2002, p.272). The specific research mettoodhe two primary quantitative and
qualitative studies will be further analyzed in ptea 5.

13



Scientific Approach

Scientifically, this paper will answer the reseamhestion through a hermeneutical
approach to conducting social scientific reseaddnsen (2002) argues that all social
research is in fact “a hermeneutic, and doubly leeeuntic activity, interpreting the
interpretation of others” (p.22). In other wordsrineneutics or the study of text
interpretation is seen to be relevant when anafyhiwth theories and research findings of
other scholars and of course when conducting resdast hand on any form of data.
Through applying hermeneutical philosophy to redeapne can gain a critical
understanding of a text in its original context.isTFocus on contextual understanding
helps a researcher attain “a valid and common sta®ling of the meaning of a text” in
a given context (Kvale, 1996, p. 46). Thus, thiprapch is particularly useful for
research in an area that is comparatively new asdburages a researcher to develop
context focused knowledge and academic insightimnvitie new paradigm.

While there currently exists no singular theoryharmeneutics, the primary ideas of
hermeneutical theory will be discussed. It showddlarified that it is not the goal of this
section to delve into the history and developmértesmeneutics but rather to reflect on
the tenets of modern day hermeneutic philosophytaad see how it influences the
social scientific method of this paper.

The origin of hermeneutics was to determine the nimgg of religious texts and to
understand it in the context of life. Over timerrheneutics has been increasingly used as
the social scientific method for all forms of teakunterpretation (Arnold & Fischer,
1994). Contemporary proponents of hermeneuticabrthéoelieve that the goal of
hermeneutic theory is to understand a text as ni@sded by the author of the text. In
other words, the reader of the text should be abl&e-experience, re-cognize and re-
think...what the other originally thought or felt” (Aold & Fischer, 1994, p.56).
Nonetheless, proponents of the theory do stronyggss that any form of humanistic
research is always value laden as it is alwaysestittp interpretation. Hence, it must be
acknowledged that any interpretation of text isthregi absolutely final nor correct as
multiple interpretations are always possible (Ach&lFischer, 1994).

An important concept highlighted in hermeneutic Iggophy is the concept of pre
understanding (Arnold & Fischer, 1994). Pre-unaerding or prejudice is a term which

14



denotes that even before interaction and interpoetavith a given text, people have
subconscious meanings attributed to the themesanteaxt that is based on common
history, traditions, myths etc. Nevertheless, thésens of prejudices are indeed
inevitable and by following a correct hermeneutjmacess, one must acknowledge these
prejudices as a starting point of interpretatiod #ran further proceed. The ultimate goal
is to come to a complete understanding of theftertof all contradictions which may in
turn change the initial prejudices (Arnold & Fisch#994). Given that this paper is about
the print magazine industry entering the interne&tdia, hermeneutical philosophy is
particularly applicable. The researcher is thugddrto question basic assumptions that
include the viability of a print based product eintg@ an electronic domain. It is only by
guestioning such basic assumptions, can one overbasic prejudices.

A final main concept in hermeneutic philosophy tiatrelevant to this thesis is the
central concept of the hermeneutical Circle. Thedmlea of the hermeneutical circle is
that a complete understanding of a text can onlyghmed when one consistently
understands the separate parts of the text inaeléd each other and in relation to the
whole (Jensen, 2002). Hence the whole processaalirrg is actually incremental and
one must constantly re-read parts with the gaimenhkedge, where each re-reading adds
to the ultimate meaning of the whole text. Thenodtie goal is to reach an understanding
that is truly complete and free of contradictioKsdle, 1996). The hermeneutical circle
is particularly useful for this research paper leereé exists no single theory within this
new paradigm of print magazines entering the imtiermedia. Consequently, the
researcher aims to understand and apply differetdbes of theory in order to build a
substantial basis for the 2 empirical studies is ffaper. The process of building this
theoretical foundation is indeed incremental, as thsearcher must constantly put
together various fragments of theory from the Bettf communication, the magazine
industry and internet media so as to build a b#sindation that is complete and
relatively free of contradictions.

Naturally, the hermeneutic philosophy can be c¢méid as being very subjective as
interpretation seems to very much depend on thes slad knowledge of the concerned
researcher. Furthermore proponents of ‘critical mereutics’ argue that the

unconditional acceptance of ‘pre-understandingsidactually lead to a perpetuation of
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certain agenda setting interests (Arnold & Fisci€94). Nonetheless, a hermeneutic
approach with its emphasis on reaching a compledenstanding of text can be deemed
an invaluable addition to any scientific endeavdrich involves a large amount of
textual interpretation. This particularly as ibprotes a research design that allows for
constant rereading and harmonization of textsriet at first even seem contradictory in
nature.

The hermeneutical approach as social scientifidhodilogy is extremely appropriate to
this paper for various reasons. First and foremastrong hermeneutical method should
be considered a part of any good scientific endeasat encourages the researcher to be
constantly critical and reflective. With its empisasn the true understanding of text,
irregardless of its form, it is particularly relemato this thesis where a great deal of
previous scholarly work along with primary reseadzia text must be interpreted. The
need for a thorough knowledge regarding the theintleeotopic through literature review
is also considered vital for a hermeneutical apgia@&vale, 1996). Given the research
topic of this paper which deals with the relativaw paradigm of internet endeavors of
consumer magazines, a hermeneutic approach isdevedivital for an understanding of
the various facets of this phenomenon. Furthermbraust be acknowledged that while
the researcher of this thesis brings subjectiveeslin the process of interpretation, the
hermeneutic method acknowledges this as a pamyf&aientific process. The key is to
be critically aware of these prejudices and throagpiral process, re-examine the texts
in a scientific and documented manner. In the cdghis paper, while the researcher is
familiar with the so called ‘user’ focused intermevolution, the researcher is aware of
these pre-understandings and prejudices that ildcbtng to the paper. Hence, the
researcher is very much aware that not every useinterested or engaged with

interactive websites.

Finally, the hermeneutic method is seen to be camdutowards qualitative empirical

methodologies (Jensen, 2002). While the focus igfttiesis is to better understand the
fore-mentioned paradigm through a hermeneutic émfted literature analysis and
gualitative empirical methods, the thesis will alsolude a quantitative content analysis

while mapping out current practices of magazineinen This form of convergent
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methodologies has been increasingly seen in consussearch where “positivist,
interpretive, critical and hermeneutic narrativaa be sustained simultaneously” (Arnold
& Fischer, 1994, p. 66).

Methodology for Literature Review

This section will detail the methodology for theetature review, .i.e. Chapters 2, 3 and
4. Chapter 2 focuses on the role of communicatianass media and has been split into
3 sections. The first two sections which focusesht@ncommunication process as seen
through different models of mass communicationlaegely been guided by the works of
Dominick (2006), Fiske (1991), Foulger (2004), Meyitz (1997), Pavlik (1998) and
Vivian (2006). The third section is an analysishmw the role of the user is evolving in
relation to different media. It is believed thatedhetical background on the
communication process across different media weuivide an understanding of how
communication is different in the internet mediacampared to the print media.

Chapter 3 provides an overview of the consumer miagandustry and its trends. The
goal of this chapter is to provide an overview ofvhthe magazine industry works and
current global trends affecting the industry. Tle#oal background on the magazine
industry has been primarily based on the books bmiDick (2006) and Vivian (2006).
The two authors were primarily chosen as they Ihatve written comprehensive books
on the dynamics of the media industry. The chaptes further supplemented by data
from the Magazine Publishers of America (MPA) (200Rroject for excellence in
Journalism (2006) and resources from the websitethaf Periodical Publishers
Association® which is the organization for magazine and prdotess media publishers
in the UK. Furthermore, insights from various neagr articles from The Guardian,
The Independent were also used to build an overaewurrent industry trends. These
industry reports and newspaper articles were szleas they provided a much needed
industry perspective on the issue.

The last chapter on the theoretical review focusesthe internet and the consumer
magazine. The chapter is guided by academic work Barsh et al. (1999), Christopher
(2007a, 2007b & 2007c), Dearstyne (2007) and Zar(2007). This chapter which

6 periodical Publishers Associatidrttp://www.ppa.co.ukRetrieved, October8 2007.
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includes an overview of contemporary studies irs tharadigm is based on research
conducted on the topic from across the world. Tértiqular studies were selected as they
were the most recent on the topic and provided \@arTview of research being done
around the world. It is believed that literaturgiesv on the interplay of the internet and
the consumer magazine website would result in a phint that would form the basis of

the first empirical study.

The literature selection has followed four mairatggies. First, broad literature scans on
the selected topic were done on Aalborg Universityrary search engines and on
Google scholar. Second, literature searches werguobed on relevant journal databases.
Third, the references of current literature werehfer scanned to find new relevant
papers. And finally, news databases were searahdédd industry related articles and
trends. These strategies allow for data to bedawithin the topic related networks as
well as through a source specific procedure. Algiomuch of the literature found is
either US or Europe based, this is not seen agraattal factor as the empirical studies

in the thesis focus on the UK magazine industry.

Structure of the Thesis

Chapter 1 of the thesis is the introduction (curdrapter). Here, a general introduction
to the field will be made, followed by an overviest the problem formulation, the

research design, the overall methodology of theepape methodology for the literature
review and finally the structure of the thesis.

Chapter 2 presents an overview of the mass commtimicprocess. First, an overview of
the mass communication process as seen in diffemedels is provided, followed by an

analysis of the role of the media user across rdiffemedia.

Chapter 3 presents an overview of the consumer zivagandustry. The workings of the

industry and current trends are discussed.

Chapter 4 provides an overview on web-based conuatian. Here different elements
of magazine websites are discussed.

Chapter 5 presents an overview of the methodoldgiethe two consequent empirical

studies.
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Chapter 6 presents the analysis and results dirthempirical study.

Chapter 7 presents the analysis and results afebend empirical study.

Chapter 8 is the conclusion chapter where the testithe study are discussed in light of
the previous theoretical discussions and researektipns.

19



2. THE ROLE OFCOMMUNICATION IN MASSMEDIA

The goal of the chapter is to provide an overvidwhe communication process, with a
focus on the differences between traditional andriret mass media. It is believed that
theoretical background on the communication pro@ess the role of the user across
different media would be beneficial in order to arstand the structure and competencies

of the communication process in traditional (jpent) as opposed to the internet media.

Communication is one of the basic activities that absolutely essential for the
socialization and well being of humans in a giveniaty. At the very basic level, any
communication process can be said to involve it ldaee basic features: the sender or
the ‘source’, the message that is being commurdcatel the receiver or the ‘referent’
(Fiske, 1991). Initial models of communication sueh Shannon and Weaver’s linear
model of communication (Beck, 2001, Fiske, 1991yl§er, 2004) depict communication
as a linear, one-way process where the receivarpassive subject merely absorbing
information that is ‘pushed’ by the information soce. This model suggests that
information flow is in a unidirectional flow and cars directly or in real time between
the source and destination. In reality, conterdlisost never directly ‘absorbed’ by the
receiver; in the case of mass media, the receaichoose to change channels or simply
switch off or ignore the content. Furthermore, thessage is often stored and there is
significant lag time between when content is pretdluand when it is received. Further
developments of this model focus on the role of tbeeivers and the possibility of
feedback which makes the message transmission effarient (Holmes, 2005). Some of
these developments go so far as to disregard theofdhe source and the receiver and
replace both of their roles with generic ‘commuitocg’ who undertake both functions
(Foulger, 2004). Naturally these models are nofieqiple to mass media contexts and

are largely conceived to illustrate interpersomahmunication.
While the previous Shannon and Weaver Communicatimael has highlighted key
elements of the communication process, these eksmeften differ based on the

communication setting. The communication proces$aoé to face communication is
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indeed very different from mass communication. Daok (2006) highlights 3 major
communication settings which in turn influence t@mmunication process and the
people involved. Particular emphasis will be paid the & communication setting
‘Mass communication’ as this will be the subjecedaipirical enquiry in this paper.

1. Interpersonal Communication
As the name suggests, this form of communicati@uiscdirectly and without the means
of mechanical devices (E.g. Face to face commupitatHere the information source

encodes thoughts into speech and gestures whiehag/ed by the destination.

2. Machine assisted interpersonal communication
Here communication occurs with the aid of machiaes may be sent to single or

multiple receivers. Email, telephones are all foohthis communication setting.

3. Mass communication

Traditionally, mass communication occurs when mgssare sent from an individual or
an organization (with the aid of mechanical deidedarge audiences (Foulger, 2002).
Mass communication was often the result of multipteurces’ and complex ‘encoding’
procedures in formal organizations leading to taagmission of public messages. Hence
formal organizations such as broadcasting compamiesagazine houses have a number
of people working in the production department whould collect information from
various sources and put it together for a newsdwast or print magazine edition. The
receivers in mass communication are often seenraass homogenous ‘audience’ and
can be spread over a large geographical area. b&eleds often limited and much
delayed because of the complex structure of masisanoseganizations. Nonetheless, with
the advance of new technological devices, the lipesveen interpersonal and mass
communication are increasing becoming blurred. Neeb technology in the 21
century has made it extremely easy for a singlenly to potentially communicate to

masses via online social media such as bjogsbsites or even via mass email chains.

" Blogs is the abbreviated form of weblogs which@méne personal journals which accommodate feature
such as comments and hyperlinks (Fischer, 2006)

21



Hence, mass communication which was once the foftenedia institutions, has

increasingly come within the reach of the averagysqn.

Mass media can be understood as the combinatigheofechnology (print, electronic
etc) as well as the institutions (publishing hous&sy that use these technologies for
communicating to a large audience. The importariceass media in an information and
communication based society is undeniable. An ingmbr factor is the very
omnipresence of media in every facet of all modstieties. Mass media also forms the
basis of a large percentage of all the informati@nreceive as we go about our daily
chores, consumer patterns and in how we seek am@ent. Furthermore, as Vivian
(2006) argues, mass media has an important rol@oww it “bind(s) people into
communities, or even into nations” (p.2). The iefige of mass media on culture is
however a complete discipline by itself and wilt be dealt with in this paper.

Traditional media organizations due to their veeyvasiveness have a large impact on
the creation of public opinion (Platon & Deuze, 2D0OFurthermore, as formal media
organizations must filter what information is adlpaent out to the audiences, it acts as a
gatekeeper and an intermediary source betweemfhiemation that exists and that what
reaches the public. While the editor is largelyoasged with the gate-keeper, Foulger
(2002) identifies various other intermediary rallest have a large impact on the content,
context and the time-frame in which audiences caess information. Nevertheless, the
roles of these traditional gatekeepers are becdgingreasingly challenged with the
rise of the internet. On the one hand, new webnelclgies in the internet have made it
possible for organizations to provide ‘unique’ naEgss to media users, hence
personalization of content is becoming increasimgigsible via the interactive nature of
the internet. Thus, users of mass media websitesncaeasingly personalize and filter
through the content as per their wants and rflee@s the other hand, new web
technologies such as blogs have become increagpoglylar as platform for the average
media user to potentially broadcast to a mass aadidt can thus be argued that new

web technologies both allow users to personaligectintent they receive and at the same

8 Amazon.com is a good example of website persaatidiz. Once a user registers a profile, the website
will tailor website content/advertisements and poterthose products based on the purchasing hiataty
interests of the user.
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time allow users to bypass the traditional gatekeepo seek information from other
users. The next sections will continue with some thé key models of mass

communication and a discussion of the role of #&r in different media.

Models of Mass Communication

The previous section has suggested that even massnunication differs across
different media such as the internet and traditiomedia (E.g. print media). Hence, the
theoretical conception of the ‘receiver’ or usernrass media has also dramatically
evolved over the years. This section will provide @/erview of 2 models of mass
communication that will further illuminate the pess of traditional mass communication
and internet mass communication.

Early models of mass communication such as the Hgyoic needle theory saw the
audience as uniform, passive listeners simply dbdsgrinformation sent out through the
mass media. Recent models on mass media such @saitisdeeper model elaborates that
the intermediary body such as editors, censorbhate a large role to play in determining
the actual messages that are broadcasted to ttie flebulger, 2004). As discussed in
the previous section, these gate keepers selenath amount from the vast information
that exists in the environment, transform them miessages that are finally broadcasted
through the mass media. Mass media organizationge laacomplex procedure for
selecting and presenting information and the mompdex the organization, the more
gatekeepers the information finally passes thro(i@dminick, 2006). Furthermore, the
selection process by the gatekeeper is obviousliti-dimensional as other factors
include the current social and geographical enwviremnts, the policies of the organization
where the gatekeeper works and of course the peeasd constraints of the media itself

whereby the information will be broadcast to thaegyal public.

Taking into account the above mentioned factordyrB concentric circle model from
1974 is one of the most complete models of mass nmuamcation that sees
communication as a circular process as opposeditea process (See Figure 1 below)
(Vivian, 2006). In this model, a series of concentircles depict the process wherein the

inner most circle is the encoding source and ortb@butermost, the receiving audience
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and in between the various elements important tesncammunication. The model can
be understood as a pebble being dropped in a pashdh& various rippling effects, the
barriers that the message goes through befordyfireching the audience.

Chapter 2. Figure 1.

Concentric Circle Model
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Note. FromThe Media of Mass CommunicatidBth ed.) (p.364), by J. Vivian, 2006, Boston:

Pearson.

As illustrated in the diagram above, content fla$wards from the innermost circle of
communicators to the audience, while content samalously flows inwards via feedback
from the audience. Furthermore, the various comigentrcles, which are ‘ripples’ or
noise that influence and distort the original cohtepresent gate-keepers, mass media,
regulators etc. This rippling effect created by Wagious barriers often results in a large
distortion to the actual message that was beingaérin the first place. Although this is

a much simplified version of what actually occumsreality but is an extremely useful

model that accounts for various elements of thesneasnmunication process including
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feedback, media amplification (whereby a messagehes a large audience), noise and

distortion.

Most recently, an increasing number of academiedarusing their attention on the rise
of the internet as a mass communication media.igaudsed earlier, the internet allows
the average media user to potentially broadcast tmassive audience. With recent
advances, even an average layman can create atevebsa blog and thus avoid the
technicalites and hassles associated with traditio broadcasting mediums.
Subsequently, it could be argued that with the oisthe internet, many of the previous
‘barriers’ can be overcome such that the sourcédcduectly broadcast content to an
audience. Hence, the internet has the advantageawiming a ‘user’ friendly yet mass
media. The internet media is relatively complextaalows for new configurations of
communication and shows the intricate link betweenerpersonal and mass
communication (Morris, 1996). This new media hasvalted the role of the users to a
new high and many proponents of this cybernetimmfof communication describe the
role of internet as liberating the user. HolmesO&)Cargues that proponents of the ‘new

media’ form particularly focus on the liberatingpast of the media:

“In providing an alternative to the homogenizingusture of the broadcast communication, the
Internet is said to offer almost unlimited demoicrdteedom to track down information, to
correspond with thousands of other enfranchisedviohaghls and spontaneously form virtual
communities which would not otherwise be possible”

(Homes, 2005, p.9)

Dominick (2006) has developed a working model oé tlole of internet in mass
communication. (See Figure. 2 below) The model aoto for four major levels of
communication that take place in this media. Thetbe one source communicating with
one receiver (email or instant messaging), onecgoto many receivers (a mass media
website or blog), a few communicating to few (chaim) and many communicating to
many (Ebay). The varied levels of communicatiorhhght the various opportunities the

internet offers for communication, from a more rpersonal to a ‘mass’ communication.
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Chapter 2. Figure 2.

Internet Mass Communication model
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The figure above illustrates the various featureisternet communication. First, as seen
in the above diagram, one can see that it is b@tlotganization and the individual that is
sending out content. Hence, the communication obm$enot subject to hegemony as in
traditional broadcasting media (Holmes, 2005). Wheontent is provided by

organizations, the content is subject to the maatelgepers as highlighted in the
previous model. However, when content is directigvided by individuals, there is no

gate- keeping process involved, hence the messageatentially be broadcast in its
‘true to form’ direct to the public. The very oppamity for the average individual to

broadcast signals a departure from traditionalatekiof mass media. Furthermore, it can
be argued that the nature of producer/creator anéiver has further been intertwined

through the fact that certain mass media websiiel as bbc.co.uk allow their users to
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actually add comments on the official articles ba website. This commenting feature
has indeed taken the producer-receiver relationshgnother level as this allows for an
intensive public dialogue to take place betweenttee Nevertheless, it should be noted
that many news websites moderate user commentsinaniis fashion these news
websites are largely able to even control which memts are allowed there. Hence, the
moderator of websites often takes on the traditityzde-keeper’ role.

Second, information flow does not occur throughha-way process. As depicted in the
model above, communication flows ‘inwards’ ratheart in a left to right manner where
media users do not have much control over the psofi@ominick, 2006). Here, the user
is the one that completely initiates the procesklas much more control over when and
what he/she would like to see or hear. Rather tbidmwing the schedule of the broadcast
or print organization, people can read or viewigteh to news and content completely as
per their desire. The content is thus availablin@websites, it is placed there ‘inwards’,
and it is the user who is in control and selectenvbr whether he/she would like to see
it. This of course can be contrasted to ‘televisibroadcasts’ where the mass
communicator initiates the process and the uset tong in or purchase the magazine
publication at a given time.

Third, as seen in the model above, the messageathaent out to each individual by
organizations are not always identical. Many wedssiffer facilities to enhance the user
experience, hence once you become a member, yoausaomize the information you
would like to see on the front page of their welasithey allow users to customize what
kind of news, weather and business reports etgy, Wald like to receive when they
enter the homepage of the portal. In this sensenvavailable, users can choose what
they want to see in the website. Hence, it canrgeeal that here the power of the user is
greatly enhanced as information sources must ‘pislaudience (Dominick, 2006). In
contrast, in traditional mass communication, a amif message is ‘broadcasted’ to an
audience where the users have much less choicdan tey would like to see within
that broadcast.

Fourth, another major difference in this media he shift from information being
distributed from a linear sequence to a ‘hypertéktbminick, 2006; Holmes, 2005;

Pavlik, 1998 and Vivian, 2006). Thus, websites miéfer no single trajectory that users
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must follow but rather a multitude of options tivatrease user choice. Hypertexts are a
form of presenting information such that you caip $kom one source to another based
on your convenience. Hence, while reading sometbim@ certain website if particular
words are hyperlinked, you can immediately rediggmirself to the web page linked to
the hyperlinked word. The internet as a mass conwation model is thus seen as a
more democratic form of mass media communicatioerevtusers play an active role by
negotiating and individually selecting their pathcollecting information.

Finally, the model accounts for the fact that imdinals and organizations are linked to
one another via a computer mediated environmenin{Bick, 2006). Hence, buyers can
interact with sellers, media companies can putcmutent to attract media users, and
people can interact with one another via online momities, .i.e. social networks.
Furthermore, even media organizations can offalitias on their websites that increase
a feeling of shared space and community througtuffes. like a message board, chat etc.
This model projects the internet as a more demicaragthod of communication where it
is as much the effort by an individual as it is dwganizations that results in online
interaction and communication.

Nevertheless, as discussed above, certain asgabts model can of course be criticized.
While there is no doubt that the internet offeis tiser an opportunity to perhaps exercise
their own choices as a consumer, certain rules cmioeplay. When the website is
owned by a mass media organization, no matter wiaices the users make within it,
the outer limits are always predefined by the websiself. Given the continued
persistence and growth of websites owned by meatipocations, the importance of the
gatekeeper model should be well understood evethigh more ‘democratic’ media.
Furthermore, one should always bear in mind thatote of the internet as a mass media
is indeed culturally determined, as the usage amkfpation of the same greatly differs
from culture to culture. The view that the interieilready a ‘global force’ should be
with treated some trepidation. This model also yypesses the role of consistently active
and engaged consumers that is often not a realig. point will be further discussed in

the next section.
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A last point that needs to be considered here asgtiatifications users get out of the
internet as compared to other media. The uses @atidi@ation perspective suggests that
individuals are both purposive and active, and thelect and use media based on their
individual needs and motivations (Flanagin & Metzgg001 and Stafford, Stafford &
Schkade, 2004). These motivations can range fraetiing information, being
entertained, interacting with others etc. Mass caomiation via print and television
media is traditionally associated with informatiogtrieval and entertainment while
interpersonal communication channels including teéephone is used for social
bonding/conversation etc. Flanagin and Metzger 12@0gue that the internet is indeed
multi-dimensional and fulfill needs in novel wayBheir research indicated that the
internet primarily fulfills both information retri@l and a ‘social’ function. It appears that
when the internet was in its infantile stages,aswot a widely used or familiar tool that
could be used to fulfill such needs. With peopléiga increasing familiarity with the
internet, they are now increasingly integratingeinet based communication into their
daily routine where it can potentially serve tofifuboth information retrieval (website
browsing etc) and social needs (interpersonal: lentdiat and community: social
networking, message boards etc). Thus, these nekah were primarily within the
domain of broadcasting media such as the televiarmmh interpersonal communication
devices such as the telephone are now slowly bieifijed via the internet. This uses
and gratification perspective however presupposesit@rnet active population and is

hence only applicable for that particular segménhe population.

Changing Nature of the User in Mass Media

One of the most useful ways of understanding the @b users as they have evolved in
mass media theory is through the media age thedise late 1990’s and early 2000'’s the
popularity of the internet led to increasing serytbeing paid to the role of this new
media in communication theory. In particular oneldcsee the rise of a ‘new media age’
thesis where individuality enabled by the intermetdia played a pivotal role in contrast
to the previous media age epitomized through thesntmoadcasting nature of media

(Holmes, 2005). These new media age theorists sawige of the internet media in the
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new media age as a revolution against the previnaee hegemonic style of mass
communication epitomized through television broaticg.

“the internet is redemptive in the way it is sad liberate the individual from centralized
apparatuses of information, be they state- or gatpecontrolled, as exemplified of the
television” (Holmes, 2005, p. 9).

One could hence see historical distinctions betwbentwo media ages where the first
media age symbolized the broadcasting media forsiniting messages to the media
users (Holmes, 2005). Here the broadcast medieeen @s a centralized, one-way
mechanism which could potentially be used as a fofrsetermining cultural hegemony.
Hence, it was posited that media users tendeddk & the images broadcasted as a
means for acquiring a collective identity. Furtherm this form of media was seen to
deny interactivity between users and to see theancadlective mass. In contrast, the new
media age theorists see the internet as a redeenad@ which promotes interaction and
individualism among media users (Holmes, 2005).eHbe media enables a two way
communication that is more democratic, promotesividdal choice and inter-
connectivity. Furthermore, new age theorists pdkiat internet and interactive
technologies will in due time completely usurp tieach and power of the broadcast
media. This historical distinction between the twedia ages almost invariably sees the
first media age as the dark ages of communicatioilevherald the second media age as
liberating.

Nevertheless, the new media age thesis can beizgdi as oversimplifications of both
media as the distinction between the two is highlgtive. On the one hand, while there
is no doubt that the broadcasting media is largelytrolled by a few conglomerates,
independent broadcasting has coexisted for a lagg of time. Furthermore, while
there is no doubt regarding the rapid take up odtenternet technologies, this does
indicate a direct link to the rapid abandonmenthaf other media. Holmes (2005) also
argues that the two media ages are highly inteztink various ways. Both the types of
media are highly interdependent, hence broadcassnguethod to transmit data from a
central apparatus, does appear to a great degrédeanternet media. Examples of this
would include video broadcasting of live prograne mternet channels along with mass

distribution of content and information via a fewpuplar websites. Hence, popular
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websites which are owned by the same organizatibas own other ‘broadcasting’
products in media such as the television, in tlmoadcast’ similar content in this new
media. Similarly, the new media age thesis singditand reduces the broadcasting genre
to a complete hegemony where people do not haveightyor control over the content
that is produced in contrast to a democratic aheractive internet media. The growing
popularity of the ‘reality’ show genre is just a ainexample of a genre where the
audience is more in control of the content. Thither interactive genre where the
audience is both the participant and often the ggidof the outcome reflects the
‘interactive’ nature of modern television programi It appears that while the two
media ages do in fact differ in their structure anddia usage, there is considerable
overlap in their content, particularly, when theemet is used as form of mass

communication.

Nonetheless, leaving aside the efforts at histlyicdistinguishing between the two

media, perhaps one of the greatest’ quality ofitkernet as a media is its versatility and
scope in transmitting messages in various conftgura. On the one hand, it can be used
for communication at a more interpersonal leved. #mails, instant messaging etc. On
the other hand, this media has the potential to laleadcast material to larger groups of
people, .i.e. via websites, blogs etc. It is thes®qualities of the internet which perhaps
restore confidence in the central role of the userpotentially being the producer,

distributor and consumer. Nevertheless, it is peshtnis very ‘independence’ of the

media user that perhaps acts as an agent of patdatnise for the mass media industry.
While the industry survives on mass distributiotesawhich in turn leads to higher

advertising revenue from the advertisers, the fegary nature of the internet precludes
the possibility of a true ‘mass’ audience as peeditby traditional media such as the
television and print magazines. The media userthéninternet does appear to have
greater control over what content they access whikeis largely pre-determined in the

broadcast genre. Nevertheless, one must approdilcaution the current boom on user
participation on the internet. A recent study cartdd by Jones and Rafaeli (2004)
suggests that when users are overloaded with ifioom there is an observable impact

on the online participation discourse. On the oaedh when there is an overloading of
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mass interaction, active participation goes downth@ other hand their responses tend to
become simpler. These results suggest that the wemgase of online interaction
possibilities may lead to its own demise and algiothe internet may offer various
opportunities for interaction, its own success dowkell result in its failure. Holmes
(2005) suggests that on the internet, it is ultetyabnly a few central sources that are

actually influential in that they reduce complexiyd help users make judgments.

This theoretical discussion suggests that mass conwation on the internet and
traditional media seem rather similar. Nonetheleb® internet appears to allow
interactive communication to a greater extent thaditional mass media. Given the
intuitively interactive nature of the internet, evieaditional media companies that use the
internet for broadcasting messages can use ceaspects of this media to their
advantage. While broadcasting based traditional ianeid primarily used for
disseminating content, internet mass media cansbd tor the dissemination of content
while maintaining an interpersonal interaction witkers (personalization, community
features etc). Thus, media companies that woulsl itk extend their company into the
internet media should be able to take advantages tths new media present. The
challenge, of course, is to create a niche andrerthat one uses the advantages of the

internet media in the best possible way for thesitelzontent.

The next chapter will continue with theoretical kground on a specific form of mass

media: the magazine industry.
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3. THE CONSUMERMAGAZINE INDUSTRY-ISSUES AND
TRENDS

The focus of this chapter is on the consumer magaridustry and it has been split into
3 sections. First, an overview of the magazine stiguwill be provided. Second, current
economic trends in the industry will be analyzedhwa focus on English speaking
developed countries (United Kingdom and United &at Third, there will be a
discussion of the industry with regard to digit&nds and the internet. The goal of this
chapter is to provide an overview of the industsglf and the direction it may take in the
future as per academics and industry experts.dyianalyzing current issues and trends
influencing this industry that the researcher catidn understand the context of how the

internet and digital revolution will come into pl&yr this industry.

Consumer Magazine Industry- Issues

Mass media can be categorized into three main cagsgbased on their technology:
electronic, print and photographic. The primarytitntions for each media are as follows:
print- books, magazines and newspapers; electréeievision, radio, sound recording
and the web; and photographic- movies (Dominiclk)&0Vivian 2006). The messages
these various forms of media carry range from gufeVolous entertainment to hard-
hitting news and facts to manipulative and persigasommercial messages. The focus of
this thesis is on the genre of consumer magazhmascarry both frivolous information,
as well as practical information for their audiendée magazine industry has been
particularly selected as it has not been extengisteldied by academics, and it is one of
the many institutions that is undergoing a traosai phase because of the strong impact
of the internet on the media industry as a whole.

The magazine is currently defined as a periodioataining articles and photographs or
illustrations (Dominick, 2006). The magazine inausespecially in the United States
has tremendous appeal to users where about 90%eoédults read on average ten
magazines per month (Vivian, 2006). In particuhaggazines cater to specific needs and

interests of media users and hence have carvetha fur themselves in the media world.
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Magazine reading has evolved into a culture byfitataere readers can sift through
luxuriously printed glossy pages in their leisurefree time. Figure 1 below provides a
brief timeline of the evolution of magazines.

Chapter 3. Figure 1. Media Timeline (Magazines)

Magazines

1741 Andrew Bradford a87g9 Congress gave discount duced the modern per-
printed American Maga- postal rates to sonality profile.
zine, and Benjamin magazines. 1936 Hernry Luce founded Life
Franklin printed General 1Bgs Gilbert Grosvenor intro- and coined the term
Magazines, the first duced photographsin phctejournalism.
magazines in the National Geographic. 1n6os Oversize general maga-
colonies. 1902 Ida Tarbell wrote a zines, including Life,
1821 Saturday Evening Post muckraking series folded as advertisers
was launchad, ushering on Standard Oil in moved to netwaork
in the era of general in- MeClure's. television.
terest magazines, 1922 Dellitt and Lila Wallace 1962 Hugh Hefner introduced
1B28 Sara Josepha Hale began foundesd Reader’s the modern question-
editing Ladies’ Magazine, Digest. and-answer formatin
the first women's 1923 Henry Luce and Briton Playboy.
magazine. Hadden founded Tima, 1996 Time Warner created the
186os Harper's Lieekly intro- the first newsmagazine. Pathfinder web site for
duced visual news unth 1924 Harald Ross founded the its manazines. Others
Ciwnl War illustrations New Yorder and intro- followed.

Note. FromThe Media of Mass Communicatio(8th ed.) (p55.), by J. Vivian, 2006, Boston:
Pearson.

In its early years, both the topics and the nundfenagazines were highly limited and
catered to the elite, educated reader. With therboothe magazine industry between
1861 to1900 (an increase from 160 titles to 180@gazines expanded to cover a variety
of topics and due to lowering prices became adskes® the general population (Vivian,
2006). Today the world of magazine publishing isemormously competitive industry,
with over 19000 magazine titles existing in Nortmérica as of 2007. Despite its size,
the industry itself has been plagued with diffimdt Stagnant reader growth rate (in
contrast to new magazine growth rate), cut throatgetition, the dramatic growth of the
internet as an alternative source of informatioromagnother factors contribute to the

volatile nature of this industry where only onefime survives past their third year
(Vivian, 2006).
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One of the most unique characteristics of magaam#sat they are often specialized and
cater to specific demographic, occupational, irgerer even geographic groups.
Consumer magazines are among the most visible fofmsagazines and are available
off the counter in stores, through subscription anen free. Asides from these consumer
magazines there are also business or industry gqatiolns, academic journals etc.,
however, the focus of this thesis will be on ‘comsu magazines’ that are widely
available and are purchased by the general public.

Within this broad division of consumer magazines aan find women and men’s
magazines where each is further subcategorizediffgreht specialties that cater to
different demographics and interests such as fashfestyle, etc (Dominick, 2006). One
can also find newsmagazines that cater to broadgeds (eg: Time, Newsweek) or that
are specific to topics such as celebrity news. Ofgmpular consumer magazine types
include hobby or interest based magazines (eg: Mdteend) and newspaper
supplements. An interesting anomaly in this regarthe extremely populaReader’s
digestwhich in the US alone has a circulation of 11.1lioml this is one of the few
remaining popular ‘mass’ magazines that catersnt@xremely broad interest group
(Vivian, 2006).

Consumer magazines earn revenue from three pristamces: advertising, subscription,
single sales. Statistics from the Magazine Puelslof America (2007) show that for the
year 2005, the split between advertising and catoth revenue for consumer magazines
in the United States is 55 to 45 in favor of adgery (Magazine Publishers of America,
2007). For the top 300 magazines in the year 20@3split is even more dramatics, 70 to
30 in favour of advertising (Dominick, 2006). Damnuk (2006) highlights that while the
split between the two sources is more even for miaga such as readers digest; for
fashion and beauty magazines such as cosmopolig, of their revenue come from
advertising. In line with the these trends is thet that on average in US based consumer
magazines in 2006, 53% of total pages consistslitbréal pages while 47% consists of
advertising pages (Magazine Publishers of Amer2€)7). The dominant position of

advertisements in the magazines is reflective eirtbontribution to magazine bottom
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lines. Similarly, a study conducted by Kaiser aidght (2006) on German consumer
magazines supports this finding where they findlente supporting that publishers do in
fact highly subsidize the cover prices of magaziodsre and maintain readership, as the
value of readers to advertisers is significantlyrenvaluable than merely as source of
income via magazine sales. Furthermore, the ventythat contemporary magazines are
indeed highly specialized, advertising in such retgKfit the bill” (Vivian, 2006, p.67)
as advertisers can directly target their desiretketaroup.

As with other forms of mass media, the magazineistry has also been subject to the
rise of large conglomerations. These media conglates often have interests and
holdings in various other forms of mass media. A2@04, the biggest five magazine
publishers in terms of revenue in the US are elelptint subsidiary of multiple interest
media groups: Time Warner, Advance publications,arste Corporation, Meredith

Corporation and Primedia.

An interesting strategy undertaken by both Amerieand European publishers is to
expand internationally due to home-market satunaf{ldominick, 2006 and Hafstrand,
1995). Given that certain high profile magazineshsias Cosmopolitan and Forbes
already have an established brand name, this gft@nantees them a good source of
advertisements in the new markets. Asides fromrnateonal conglomeration, another
interesting form of conglomeration occurring is esgtional convergence’ (Dominick,
2006). This form of convergence occurs when diffeflermats of media are acquired
under a single corporate umbrella, such as wheadiional publication company buys
an online website. An excellent recent exampléhef form of convergence was when
Condé Nast Publications Inc, an international megapublishing company, bought
online news website reddit.com in 2806&n one hand, Conde Nast Publications has one
of the most renowned magazine portfolio includingplpcations such as Vogue, Vanity
Fair, Conde Nest Traveler. On the other hand remidit is an extremely popular news

aggregator website where users submit and rate stnes taken from other sources on

° Tech Crunch, 2006ttp://www.techcrunch.com/2006/10/31/breaking-newsde-nastwired-acquires-
reddit/ Retrieved, August 19 2007.
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the web, and where the most highly rated story doethe home page and thus gets
maximum user traffic. Through this acquisition, @erNast made a formidable addition
to its more traditional journalistic based portfolby purchasing a non-print, service

based website.

Consumer Magazine Industry- Trends

The last 2 years have indeed been turbulent fontagazine industry with a variety of
changes. The focus of this section will be on Efglspeaking western countries
(particularly US and the UK) as the subsequentesailgpf empirical enquiry is the UK.

Given the global domination of US based media cafpons on magazine industries
around the world, data on the US industry is seebet relevant for any study on the

magazine industry.

Overall, current figures from the magazine industryhe United States show, that after
years of continuous growth, revenues for the magamdustry actually declined in
2001-2002, while the year 2004 show a small in@€Bominick, 2006). A more recent
study conducted by the Bivings grdfiindicates that in the US, the circulation of thp t
50 magazines in 2004-2005 again declined by 0.4%e (Bivings Group, 2006). See
Figure 2 below for an illustration of total circtitan pattern of all magazines in the US

for the past 35 years.

1 The Bivings group is an international communicasidirm focused on internet communication. They
are also a source of research and analysis on asddicommunication industry (The Bivings Group,
2006, http://www.bivings.comRetrieved, August 28 2007)
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Chapter 3 Figure 2.

Total Circulation for all magazines in the US asthe Audit Bureau of Circulations

Annual Circulation (Subscription and Single Copy) P er Issue of all
Audit Bureau of Circulations Magazines
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Note. FromAnalyzing the presence of American Magazines ointkenet2006
http://www.bivingsreport.com/2006/the-presence-afiazines-on-the-internet/
Retrieved, August 12007.

The above figure clearly illustrates that the 187ABirough till mid 80’s was a period of
massive growth for magazines in the United Stalé® period between the late 80’s
through till late 90’'s was a relatively stable periwith little growth in circulation.
However the early 2000’s has marked a rapid dedalimeagazine circulation levels with
patterns stabilizing only around 2004. However n¢agata post 2005 again shows a
small decline in circulation numbers (The Bivingso@, 2006).

Similarly, industry patterns are somewhat on theroun for the UK for the first half of
2007, with the big brands in the industry losing oucirculation in almost all genres.
Total circulation figures for the top 100 magazime=e 31 million in August 2006 and
are down to 24 million in August 2007, a drop of percent (Reeves, 2007).
Nevertheless, the total expenditure on magazineswhole is slightly up from last year,
it appears as though media users are spendingthe amount but due to rises in cover
prices and the vast number of new titles beingdaed in the market, the share of each

magazine in the market is going down.

38



Dominick (2006) argues that one of the reasonsl ttaulation rates in developed
countries is rather stagnant or in some cases giom is because supermarkets and
discount stores are becoming increasing stricthennumber of magazines they display
on their racks. There appears to be ever greatapettion for the limited rack space in
these stores. Vivian (2006) argues that previou#bfo of magazine sales were from
small grocery stores, however in the new millenntbese sales fell dramatically as users
moved from making frequent grocery store visits léss frequent visits in large
supermarket chains. Another reason put forwartias in the 1990’s, sweepstakes were
very popular where users could participate in tHeteries by simply entering the bar
code number of magazines. However, with legal m@mwisl associated with these
sweepstakes, they have largely been discontinusdtireg in lower circulation rates
(Dominick, 2006 and Vivian, 2006).

On a more recent scale, the internet has largedy libamed for the stagnation of the
print industry. Whereas magazines were seen toaberieg towards specific needs of
their readers, users are increasingly taking tarte¥net for searching for content that is
both free and highly customized (The Bivings Gro2@06). This coupled with the near
saturation rate in the market for magazine titiesyumber of teen-targeted and young
adult magazines have shut down over the past yekuding the popular magazines Teen
People, Elle girl and Jane Magazine. It is intengstto note that while all three
magazines have shut down in the United Stateswtissite for Elle and Teen People
(merged with People magazine) continues to existerithe increasing usage of internet
around the world, it is interesting to note that tharket for ‘teen’ oriented print media is
going down or perhaps even being replaced by ttegnet media. This data along with
the general industry stagnation trends would sugipesinternet is an important media
player and the industry must be prepared for takjmgropriate measures.

Another vital aspect of this trend has been atteébuto stagnating growth levels of
advertising revenue in the print magazine industrgading magazines such as
Newsweek, Sports lllustrated and People have seeclae of between 11 to 21 percent
of their total ad pages between 2005 and 2004 Biviegs Group, 2006). While it has
been speculated that the dry up of advertisingmeeean be attributed due to the growth
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levels in revenue in the online advertising indyst direct link between the two is
almost impossible to ascertain.

Within the consumer magazine industry, one can esgnseparate growth patterns
associated with different magazine genres withia ttonsumer magazine domain.
Traditional big news magazines in the US have sgagnant circulation growth rates
along with a decline in ad pages and total revemde non-traditional news magazines
such as The Economist and The New Yorker seeigbtsyjrowth in ad revenue patterns
between 2004 and 2085The decline in traditional weekly news magazioas be seen
both as reflection of changing consumer tastes asd the change in the ability for
media users to receive top news in a timely manfgwan (2007) suggests that news
related publications will be affected the mostha future as the web will become the top
source for new seeking media users. Naturally,adrtee advantages of the internet is the
ability for news to reach users on a real timedydarthermore users can choose between
reading the news, listening to audio or even vidaothe same. The flexibility of the
internet as discussed in the previous chapterr@iatenodel of mass communication) is
perhaps one of the major advantages over prinigatladns.

According to an article in The Independent (Ree2€€,7), circulation rates in women’s
magazines in the UK are slightly waning with toplisg magazine Glamour down 7
percent from last year, with a similar pattern fimgazine Yours which also went down
14 percent. The market leader in weeklies for tlenen genre Take a Break is also
down 6 percent. The Men’s magazines have seenasigigmal figures with big brand
names such as FHM down a quarter of their cirautatiompared to last year, along with

similar patterns for Loaded and Maxim.

In a reverse pattern, the number of low cost argtigpty magazines targeting very
narrow user groups is rising and overall the nunmddeamagazines is increasing despite
high chances of failure in this highly competitimevironment. Magazine types receiving
maximum growth in the United States are in the li#le genre including People, In

Touch, The Star and the Europe import OK! The gsstars in the UK consumer

Yproject for excellence in Journalism, 2006,
http://www.stateofthenewsmedia.org/2006/narrativegazines economics.asp?cat=4&media=
8 Retrieved, August 192007.
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magazine industry are the free magazines thatiangbdted on street corners including
the magazines Sport, and the magazines that ca@maenith loyalty cards. Certain newly
started niche magazines are also on the rise imgutie titles Doctor Who Adventures
(based on a long running science fiction Televisstiow), and the woman’s monthly

Psychologies.

The most recent industry data reveals that the pragazine industry is facing industry
troubles. Although there are a record number of pablications appearing annually, a
majority of these new publications do not last mibven a year. Furthermore, it appears
that the biggest losers in market share for the& fialf of 2007 are the traditional big
names across all genres and in particular the m@nee, while newly started specialist
magazines are doing rather well. While there ameimber of factors to blame for this
change, many people are attributing this to the oisthe internet as a vehicle for mass
media. The next section will continue with a distae on the response of the print

magazine industry to the internet.

Magazine trends in the digital age

“We are in the midst of a major shift in the metliadscape that is being fueled by changes in
technology, end-user behaviors and the responsdédragd marketers and communications
companies.”

James Rutherfurd, Executive Vice President and KiagaDirector at VSS (Veronis Suhler
Stevensen- Private Equity Firmitp://www.vss.com/news/index.asp?d_News_ID=166
Retrieved, August 29 2007.

The last few years in the consumer magazine inglists indeed been tumultuous where
industry problems, stagnant growth, the coming g& af the internet as a mass media
have further driven the evolution of the businessleh of magazines. In particular, if
one were to identify the single largest trend tret impacted the mass media industry as
a whole, it would have to be the rise of the iné¢éras a new platform for content
dissemination. The advantages of electronic dissation of content distribution are
numerous and include the elimination of printingd goostage/distribution costs. As
subscription based users are a major portion ofianeders of a magazine, the

postage/distribution costs are a large part of ganae’s expenditures. In particular,
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smaller publications feel the impact of this asytde not have various options open to
larger publications (Zarwan, 2007). Apart from aamer titles, increasing number of
business to business publishers are also movingeowhere a large part of their revenue
is generated via their website (Zarwan, 2007).

According to Merrill Lynch (lves, 2006) for the d$ir time in UK history, total internet
advertisement dollars will exceed advertising in gamnes for the year 2006.
Furthermore, in the UK, the internet is the secandst consumed media after
televisiort?. There is little doubt that online advertisinggimowing to be an enormous
industry and is here to stay. The inherent potefdraonline advertising revolves around
the fact that new internet technology is allowingbsites to become highly customizable
for the individual user in the sense that differesdders can customize the content they
wish to see and are simultaneously exposed to tist relevant advertisements. Online
advertising can thus target extremely specific ggoand is in this sense rather lucrative
to advertisers. It is interesting to note that &2@06 in the UK, online advertising
exceeded the 2 Billion pounds mark which represeit% of total advertising
expenditures while in the United States the conpeardigure is 7-7.5% (Allen, 2007).
Allen (2007) argues that one of the reasons why figure is so high in Britain is
because of the large number of people having atodaster Broadband connections that
allow for faster page access along with high qualitdeo and audio streaming. If
advertising revenues in the years coming are migyab the online media, publishers
must consequently also take their presence themecé] even magazine websites should
integrate advertisements onto their website agdldritianal source of revenue.

Magazine publications are also using their websitean important source of recruitment
of paid print-subscribers. It is not the demisdha print journalism that is at stake here
but rather an extension of business model to tevg media, where the most successful

adaptors will as always lead the way.

12 Ipternet Advertising Bureau, 200attp://www.iabuk.net/en/1/iabadspend2006.nRstrieved, August
20" 2007.
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In this race of expansion, we can delineate twoalsdp strategies that magazine
publishers are engaging in to both lure in new siserd/or maintain their current ones.

These two strategies are not mutually exclusivecamdco-exist.

1. They are offering a variety of services online thiair website
2. They are going completely digital, hence offerihgit original magazine as an

electronic version for their subscribers

It is clear that the magazine industry as a wholesdchot have a cohesive strategy for the
type and amount of content that is available inrtlealine counterparts (Project for
excellence in Journalism, 2006 In a study by The Bivings Group (2006), it was
determined that as of 2006, all but two of the 30pcommercial magazines in the United
States had active websites, nevertheless the yaald service offered by each of these
showed high variations (the results of this studly ve discussed in detail in Chapter 4).
In particular, news based publications are incregigiembracing the web and integrating
various technologies that allow for immediate dissetion of news to their subscribers,
e.g. users can get alerts when a new headlingoarntiaular theme is posted.

Non-news consumer magazines on the other handitbatot experiencing the web as a
direct threat to their existence (Zarwan, 2007% @ying to maintain a strong online
brand presence through offering a variety of aawgillservices that can enhance user
experience and hence maintain engagement betweempublication brand and their
users. Among the publications that are more actigetheir website, one can witness
various transformations including the change inrttreatment and role of media users.
Websites are increasingly becoming more interacanel allowing increasing user
contribution through features like forums, commuy@hd a comments section. Magazine
websites are also integrating audio and video dhpedy online quizzes etc as an

extension of their text/image based articles.

13 AnnualReportof American journalism, 2006,
http://www.stateofthenewsmedia.org/2006/narrativegazines _ownership.asp?cat=5&medi&eirieved,
August 19 2007
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On the other hand, certain publications aroundwbdd are completely available at a
cost in a digital format, which users can downlt@atheir computer and hence view in a
digital format as per their convenience. This mdtlwin a way completely replacing the
print version of the magazine as users can read¢dh®lete magazine in an electronic
format. Dominick (2006) elaborates that this digitemat of the magazine is actually an
exact replica of the print magazine in digital f@mThe magazine format is also the
same where one page is displayed at a time inasinio most digital documents where
one has to scroll down. The digital magazine heapécates the exact experience and is
merely an optional media for readers that preferhie advantages for the publisher of
course includes the removal of print and deliveogts; furthermore digital versions
allow for easy accessibility to the user and thpemjfinking possibility, where with an
internet connection, users can directly navigatether linked pages for further reading.
This digital option is of course not a viable optim everyone, particularly readers that
savor the physical act of reading. Neverthelessressing number of consumer
magazines are offering this form of service alonth\academic, business and corporate
magazines. This service is particularly being @feto international customers who can
thus receive a digital copy of the magazine innaety manner without the additional
postage costd Furthermore studies indicate that readers of diyital editions of
magazines are indeed quite satisfied with the samé a digital magazine format
simultaneously increases usage of the print magazimagazine website and other
companion productd Naturally, this is not to say that the digitatsien is the future but
rather that offering these facilities may increbsand loyalty among a particular group
of users who are inclined towards such productkerfirst place.

These two different methods of embracing the irgeare indeed very different in terms
of the opportunities and experiences offered to rbeders. While the first method
revolves around creating an additional experiencthé print readers, the second is in
fact an option to replace the print magazine itsEfe two methods are not mutually
exclusive and can work in harmony. Hence, a magawabsite can offer both these

14 5%Circulation Management, 200%itp://www.circman.com/viewMedia.asp?prmMID=174Retrieved,
August 14' 2007.
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services, where readers can both subscribe to Bmeorersion of the magazine while

also using ancillary services via the website.

The results from this UK and US based print magaaaustry analysis have revealed
that the print media industry as a whole is sloutylergoing a revolution in the digital
age. While circulation rates in the print indusang rather stagnant, advertising revenue
is stagnant or also declining in certain sectorgh\Wthe steady increase of advertising
migrating to the internet, magazines have wideknawledged the importance of a web
presence and are consequently catering to the redédtis media so as to reap benefits
from this alternative revenue source. While certgimes of publications including the
news genre see the web as a very threat to thisiteage due to lower print circulation
rates and advertising pages, as media users ftothet new media to read or listen or
even view live news as per their convenience. Tlpes®ications are reacting to such
changes by changing their business model to acdoutthie importance of their website
as an extremely important feature of their prod@ther publications, particularly non-
news publications are using their website as aintiaddo their primary product to both
capitalize on this new revenue source as well as the media to increase brand
engagement with their media users. On the othed,héwere are other publications that
do not see a web presence integral to their busimesdel and hence do not have a
website or only use the website for marketing pagso

Given the genre of magazines (women'’s fashion asmlty magazines) that will be
analyzed in this thesis, it would hence be intemgdio see whether these magazines take
a more active or passive front on the internet medhe next chapter will focus on

reviewing factors that can determine success f@ganae websites.
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4. CONTEMPORARYWEB TECHNOLOGIES AND THE
CONSUMERMAGAZINE

This chapter will focus on elements and featuresasfsumer magazine websites in the
current online environment. The structure of thamer is as follows: the first section

will address general elements that are a neceksitg magazine website to become a
competitive entity online. The second section attress the concept of a website in the
Web 2.0 era, including the definition, elements &owls of Web 2.0 era websites. The
final section will summarize the key results froomtemporary studies on the websites of

magazine publishing companies.

According to Tim O'Reilly®, the widely accepted ‘guru’ of web technology, theb

used to be primarily about publishing content, ibutas since moved on to focus on
participation (Omidyer, 2006). Hence, consumer rmaagawebsites that wish to remain
competitive in the current online environment mtrgtto provide their users with a
unique experience by enhancing their website vatistfor a clear navigation, increased
interactivity and a customized experience. In adance with the goal of this thesis, that
is to understand how consumer magazines in the B\ ladopted the new internet
media; it is believed that this chapter on websitements and tools will provide a
guideline that will later serve as the basis to soea the facilities that consumer

magazines in the UK offer to their users.

Elements of Consumer Magazine Websites

Much before the onset of the Web 2.0 generatiorwelbsites, Barsh et al. (1999),
outlined three primary elements that are neededh®rsuccess of magazine websites.
The article posits that three elements: Contenth@anity and Commerce are each
required for a magazine website to be successfahgrtheir users. These three elements
are essentially the core of a magazine websiteowithwvhich the possibility for the

' Tim O’ Reilly is considered to be among the topexs in the world with regard to Web 2.0 topics
(Dearstyne, 2007; Levy, 2005, Omidyer, 2006, anded@/Magazine,
http://www.wired.com/wired/archive/13.10/oreillytht?pg=2&topic=oreilly&topic_set Retrieved
September 25, 2007.)

46



website to gain acceptance among media users hisrrédw. Furthermore, it can be
argued that these three elements are at the coee rakédia content based product,

irregardless of whether it is the print or onlirersion.

1. Content: By content is meant the repositoryth&ime related content that must be
accessible to the media user coming to the welisitea food related magazine website,
content would include the basic articles (textudickes, photo-galleries etc) revolving
around the concept of food. Barsh et al. (19993timyuishes between internal and
external content, where internal content relatesarticles within the website, while
external to links on the topic that are externahi® website (E.g. a link to a recipe on an
external website).

2. Community: By Community is meant the possibifioy media users to interact by
posing questions, getting advice and finding owtualbheme specific events etc. Barsh et
al. (1999), again distinguishes between interndl external community, where internal
community reflects on the opportunity for mediargs® interact with one another via
forums and message boards, while external commueifigys to the possibility for media
users to interact with the publishing team (E.qdiig out about culinary events, getting
cooking advice etc).

3. Commerce: By Commerce is meant the possibildy disers to buy products,
subscriptions etc. Here again, commerce can benaltevhere media users can buy
products created by the publication itself (E.gbSuiptions) or external where links are

provided to sellers to buy an advertised product.

Chapter 4. Figure 1.

General Characteristics for a Consumer Magazinesitéeb
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These 3 elements are of course a simplification,nanetheless provide a basic blue-
print for categorizing the facilities offered by ansumer magazine website. Wurff
(2005) in his study of the presence of magazinesieb in the Netherlands, uses a five
dimensional scale. In addition to the three magam&nts mentioned above he also adds 2
other categories ‘display’ and ‘archive’. By ‘diagl is meant that the website only
consists of marketing information on the publistaed the print product. Here, the
website is only a platform to ‘display’ marketingfermation in contrast to other
dimensions (‘content’, ‘community’ etc). By ‘arclaVis meant the possibility to search
through the archive of the magazine and is a measfircontent accessibility and
interactivity. These 5 dimensions in total mentri®y Barsh et al. (1999) and Wurff
(2005) can together serve to measure the basiemre®f magazine websites.

The Nature of Web 2.0

Omidyer (2006) argues that the web has seen a #tepeevolution over the past few
years. While the websites in the Web 1.0 versiompmised primarily of static HTML
pages that were extremely boring and difficult &wigate, the dot com boom in the late
1990’s saw a dramatic increase in “the use of canteanagement systems and plenty of
dynamic, often flashy, HTML web pages “ (Omidy2006, p. 22). He terms this second
boom the Web 1.5 version. With the internet comimip its teen years, connection
speeds have vastly improved and broadband intexoehections have been widely
utilized in developed countries across the worldiethe overwhelming amount of
information available, media users have becomesasingly picky on the websites they
visit and the information they gain (Gerpott & Wank004). Hence, websites must be
careful both with the content of the website, alavith the tools they provide media
users so as to maximize the user enjoyment of @iesite. If one were to compare the
evolution of websites from prior to the dot-com boand post it, one can clearly notice a
single major trait that has deeply influenced vasitrends, that is the acceptance and rise
of user-participation and user involvement. Thatthas manifested itself in various

trends.
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First, one can witness a dramatic surge in uset@teand collaboration based content
such as weblogs, Wikipedia etc. Hand in hand whth rise in user created content has
been the rise of online social networks such aglf@ak.com and youtube.com etc which
each have 100’s of millions of page views per mdrdim users around the world. These
online social networks and communities enable n&eusers to interact with each other
and exchange content in the form of video, audig(Bearstyne, 2007). Second, one can
witness a dramatic growth in the adaptation of neehnologies that are interactivity
focused and simultaneously enable a more produaeeof information for the media
users (Dearstyne, 2007). This is of course nsatothat users are universally allowed to
contribute to the content and design of major websibut rather that users are
increasingly allowed to customize how and what thieyv in a website. As an example,
one can take amazon.com; once a user registershvativebsite, amazon.com takes on
an increasingly smart or intuitive interface. Basedthe previous purchases, the users
are recommended titles that they would like to pase in the future. Furthermore, users
review, add books to their online ‘bookshelves’, dttese features all encourage user
control and make the user have an active experiehttee website. Hence, Web 2.0 can
be thought of as part of web (network of sitesheaing the above mentioned aspects. As
time passes, one can withess an increasing treneludites shifting from being Web 1.0
to Web 2.0.

The term Web 2.0 has as yet not been clearly difinghe current literature as it is
indicative of a network of websites that incorperabth a concept, as well as tools and
technologies that sustain the concept (Treese,)200& term itself has widely been
credited to Tim O’Reilly where it was derived irtanference in 2003 (Christopher, 2007
and Moon, 2007). The Web 2.0 era website can heaasderstood as a website which
is based on the core idea of user participatiotagwesd through a highly interactive
website.

“Web 2.0 is participatory, collaborative, inclusjvereator-/user-centric, unsettled and very
information sensitive” (Dearstyne, 2007, p. 25).

This definition clarifies that websites participegiin the Web 2.0 concept are indeed user

focused and are built on user collaboration antggaation. Nevertheless, as users are so
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highly involved in the process, the website is ame ways ‘unsettled’ because it is
constantly subject to intense information flow. eTleore idea is to maintain an
“architecture of participation” (Omidyer, 2006, B)2 The web 2.0 concept has gained a
large momentum in many countries primarily throtigh increase in popularity of Blogs,
Wikipedia, Social Networking etc by the main streandience.

It is important to note that while there are certdVeb 2.0 era websites that are
completely user-focused (including Wikipedia- whicls a user contributed
encyclopaedia), there are other websites that @reser created by rather utilize certain

Web 2.0 era tools and technology in order to insasser participation.

While traditional broadcasting websites can newelytencompass all aspects of a web
2.0 website as it consists of a main source braihgpinformation, these websites can
use certain website 2.0 era tools and featurest, ldaxoverview of the primary tools that
are shared by many Web 2.0 era websites and asaime time may be relevant for
content providing websites, such as, consumer nmagmavill be provided. The table
below should help illustrate the concepts of intevaty and customization as practiced
in the Web 2.0 era of websites.

Chapter 4. Table 1.
Web 2.0 Tools and Features: A brief overview

A new addition to various media websites is thdusion of
dynamic and engaging audio/ video matéfiak popular form
Media ‘Streaming’ of internet-specific original digital media is knowas
‘Podcasts’. Podcasts are the audio or video ecenvalf blogs

where a ‘podcaster’ hosts the ‘show’ and presents

news/information that is specifically created fovebsite.

" New metrics for new media, 2006
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Weblogs or blogs

A personal, journal style collection of textual ieds/posts
(can be a part of a larger website). For exampkewebsite of
The New York Times apart from its regular repegmf news-
related articles has a complete section dedicatétbys®. The
articles written in the blog section are more injat, directly
represent the point of view of the writer and usaes able tg

add comments, give feedback on the story.

Commenting Feature

This basically refers to whether media users al@vead to
leave comments. The comments section can be addeoth
the regular articles and more popularly to the béwticles.
The commenting features can be moderated where ajtdy

approval from the moderator is it published onwiebsite.

Most Popular Category:

A most popular/most read/most emailed categoryhsres the
most popular story or topic at the given time ispthyed
Hence media users get an idea of the most po

stories/topics currently being read by other reader

pular

Bookmarks:

Feature allows users to bookmark or save a paaticstbry.
Bookmarks can be internal, hence users can savartick to
their personal account on the website or extewrathey can
be external, and save the article on an online mmaoking
website. Bookmarks customize the experience wighatbbsite
as media users can save the story for future meferand view

all their saved stories from any internet enabteadion.

Tagging System:

A tagging system allows the media user to browseutjh the
stories based on the tags associated with themceHarstory

on ‘travel tips for India’ can be tagged as ‘travéhdia’

‘exotic’. Furthermore, a story can be tagged angdan the

18 Blog section, New York Timesittp://www.nytimes.com/ref/topnews/blog-index.html
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online bookmarking website ‘del.icio.d8’

RSS (Really Simple
Syndication) Feeds:

RSS is a method of describing news or other Welkiébdnhat
is available for "feeding” (distribution or syndimm) from a
website to alternative destinations. Regular irgerasers
might have a number of websites that they like igtwn a
daily basis. With this tool, readers do not needdparately
visit each website but can use a RSS reader anaug@tatic
updates from the selected sites. For instanceyafsubscribe
to RSS feeds from 5 major news sources (BBC, CNDIXF
The New York Times, The Guardian), one can gettlad

updates from the 5 sources in one location: the R&&er.

)

Mobile Phone Version:

A mobile version is a website version that can d&sle viewed

on the mobile phone. This version is often simpbense and i$

designed for viewing via mobile devices.

The tools in the above table provide a brief glimpg®to what is meant by interactivity

and ease of navigation in the Web 2.0 era of websitVhile the tools mentioned above

certainly do not cover all tools used in the Web &a, they are nevertheless considered

to be the most relevant ones for consumer magazshsites (The Bivings Group, 2006).

¥ Del.icio.us is an extremely popular website tle#s sers bookmark their favorite web-pages thraugh
tagging system (tags for the aau.dk could be ‘etituca‘Denmark’) and save them on their accoungga
Hence users can see their search through theid $makmarks from any location with an internet
connection. Furthermore, Del.icio.us also allowsrado see which are the most popular websitea for
given tag (Hence the most popular website for digs teducation’, ‘Denmark’ was the website for
‘Copenhagen Institute for Interaction Design’ whighs saved by 153 other users)
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Contemporary studies on consumer magazine websites

A literature review on contemporary studies on tomtent and features offered by
consumer magazine websites has revealed largeetiffes in the efforts of publishing
companies. On the one hand, it appears that magaziblishers around the world are
recognizing the increasing importance of having @mine presence which can
supplement their print edition. On the other hahd, actual efforts of these publications
widely differ. This section will focus on summanagi the results from the most recent

and relevant studies from around the world.

One of the most comprehensive studies conductethisntopic was a global survey
conducted by the International Federation of theodial Press in 2005 (compiled by
Consterdine, 2005). The study consisted of a suofeyl magazine publishers who
operated ‘successful’ magazine websites arounavtirel. The ‘success’ of the website
was determined by the publishers themselves andhataslearly defined (success could
be defined in terms of monetary profit, succesditdnd image, increase in print
subscriptions etc). Although the survey includedswes from all inhabited continents
(Africa, Asia, Australia, Europe and The Americabe sample size was relatively small
and only reflects the endeavours of subjectivelnsaeed ‘successful’ websites.

An interesting finding from the study was that fbar main objectives for publishers to
have an operational website was to gain a neweaudj to gain new readers for their
print publication, to gain revenue in the long telnom the website itself and to build a
community around the magazine brand. 82% of thdighdrs surveyed expected to
expand their online efforts in the next year. Femthore the target audience for these
websites consisted of both the same audience as ghet publication, and a new
audience comprising of a similar type of audieniat tcurrently did not read their
magazine. With regard to the website itself, puidtig executives believed that audiences
wanted five main things from the website: regularhdated content, interactive content
(online games, polls etc), easily searchable datalzachive (including web specific
articles that were concise and image galleriesygmalized content and free access to the
website. With regard to the state of the magazitsedf, 72 % updated information on a
daily basis, and approximately half offered intéra facilities such as a forum and e-
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commerce possibilities. About a third of the wedsibffered tools such RSS feeds, a
mobile friendly version and games. Furthermore ¢med of the publications were
prepared to publish articles or blogs submitted rhgdia users on their website.
Nevertheless, the results from this study mustreateéd with somewhat caution for a
variety of reasons. First, the data collection rodthitself was somewhat subjective as
only those publishers were included in the suréey tonsidered their magazine website
as ‘successful’. Hence, it could well be that satiygty led to the inclusion or exclusion
of sample population that would have otherwise heappropriate/ appropriate for the
study. Second, as the study consisted of quesii@wesults from publishers, the validity
of their opinion and hence survey results, needsetoonsidered. Given that much of the
results were based on what publishers ‘believedglgective measure on what the actual
readers wanted was lacking. Third, an in depthyarsabf the publisher’'s website itself
was lacking. Although the questionnaire includecesiions on the features of the
websites, an actual analysis of the website itgelild have benefited the study. Finally,
as the results from the study addressed a widetyaof issues, an in-depth analysis of
any specific issue was rather lacking. Nevertheldgss results from this study provided
an interesting insight into the mindset of pubiigatexecutives from around the world

and gave an overview of how they themselves defametachieved success online.

The Bivings Group which is a pioneering US basedsatiancy firm on online
communication conducted a study in 2006 on thenenéitrategies of the top 50 most
circulated magazines in the United States (The ngwi Group, 2006). Their study
indicates that the magazine industry in the USosmaking use of online features and
tools that are indicative of the contemporary Web &a environment. The results of
their content analysis indicate that approximatelif of all websites surveyed offer RSS
feeds and online message boards. Approximatelyed€ept of all magazines offer blogs
where in almost all the cases, users are allowedildocomments to the story and a third
offer video facilities. Most of the other Web 2dafures (mobile version, podcasts, most
popular articles) were offered by only a tenth lod websites. The results of the study
clearly indicate that Web 2.0 era characteristiesy&t to catch on even in the net-savvy

environment of the United States. Neverthelessrahelts do indicate that magazines are
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seriously developing a web-strategy complement@teir print publication. While this

particular study is indeed a concise summary of Web 2.0 strategies of consumer
magazines, it would have been interesting if thiel\stvent beyond the tools of Web 2.0
and also focused on the actual content of the weebbience, whether the websites
actually developed new and unique content for theibsite and what forms these new
types of content took. Furthermore, an objectivasnee of tools available to the user on
each website is rather incomplete unless one agmliipw these tools are particularly
used by each magazine. Different tools may be bsttiéed to different content and it
would have been interesting to see how differemistéeatures can compliment the

content and style of individual websites.

Wurff (2005), provides an interesting overview bé tstate of affairs of the online efforts
of newspapers, magazines and journals in the Natits. Of the total 8268 print titles
available in the Netherlands, only 16 percent hthair own website in 2001. His
analysis further indicates that newspapers anduroes magazines are more likely to
have websites in comparison to free weeklies, dhumtagazines and non-daily
newspapers. Furthermore, it is the more populampaofitable publications that are likely
to go online. With regard to consumer magazinetheyear 2000, only 12 out of 22
actually have a web presence and the amount dictrifese websites get is also
extremely low. Wurff in 2002 further conducted antant analysis of the websites of the
10 largest consumer magazines on five differentesypf online content: display
informational content, transaction opportunitiesearshing/archive function and
community. His analysis clearly indicates that alihh 9 of the top 10 magazines have a
presence only 5 actually display informational emit 3 provide transaction services, 2
provide community facilities and one an archivedhion. Although the study does not
provide an in-depth view of how each of the magazuebsite functions, it does provide
a general if somewhat outdated overview of DutcllimeThe results of this study with
regard to consumer magazine clearly indicate tl@mbbth the web-presence of consumer
magazines and the actual number of visitors thely maThe Netherlands is very low.
Nevertheless as the data for the studies was phntailected between 2000 and 2002,

these results may not be representative of hovgshstand today.
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In 2002, Gerpott and Wanke conducted a contentysisabf 101 most highly visited
German language press titles websites- both newspagnd magazines (Gerpott &
Wanke, 2004). They analyzed the websites on 30@actieity conducive features ranging
on the following five dimensions: 1. the complexdfyfeatures available on the website
(greater interaction and ease of navigation forwvebsite). 2. The interaction between
the user and the editor. 3. The publication of usertribution. 4. User interaction with
one another. 5. Usage pattern (determined throoliction of user data, whether users
need to register, the display of number of curnesg¢rs on the website homepage).
Whereas the 1st dimension refers to greater irtigiigcand ease of navigation within the
website, the ¥, 3% and 4" dimension refer to a community oriented interattio

Their results indicate that magazines and newspapebsites do not significantly differ
in the amount of interactivity they offer to theeus. In particular, over 50 % of the
websites analyzed implemented approximately hatfiefinteractivity features of the five
dimensions and none of the sites offer more tha¥ @ the interactivity features.
Furthermore, the results of their study also suppoevious findings that the higher
circulating publications implement a larger numhodr the interactivity dimensions.
Finally, on comparing the interactivity dimensidosoverall website usage by the media
user (how frequently and heavily they use the wepstheir results show a stronger
correlation for newspapers than magazines. In otloeds, newspaper websites are more
likely to show higher media usage values if theyplement more interactivity
dimensions compared to magazine websites. In the cathe magazines, only the first
dimension ‘complexity of features available to theedia user’ (greater interaction
through features such as audio, video, games a®daganavigation) is significantly used.
In contrast, the other dimensions that comprisedhef community oriented aspect of
interactivity did not appear to significantly infloce the website usage by the magazine
website users. Interactivity dimensions, partidylathose that facilitate interaction
between readers and the editing staff seem to headnnterest to users of newspaper
websites. These results would suggest that for magavebsites, only content related
complexity of features appears to be of relevancadaders as they use these selection

technologies to navigate through the numerous pafeswebsite. Gerpott and Wanke
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(2004), thus, suggest that merely adding more aotanity features does not
proportionately result in an increase in numberusérs and editors must objectively
analyze what sort of features are appropriate Ffeirtcontent and their readers.
Nevertheless, given that usage patterns (how ussadérs use the website) in this study
was analyzed by looking at their log- files, anuattsurvey or a qualitative analysis of
reader motivation and behaviour was lacking. Bemiewing the users directly, the
researchers would have gained an in-depth undéistanf expectations and motivations
which would supplement technical data on the samethermore, this study was
conducted in 2002 when cheap broadband connectas ot widely available. An

updated study given current internet usage patsdrosld provide interesting results.

A slightly different study by Ko, Cho and RoberZ0Q5) on the relation between the
website interactivity construct in terms of user tivation indicated that the users
motivation has a strong impact on the usage ofaotwity features. It is important to
note that this study focused on a single corponabsite and the sample consisted of
university students and having as the stimulusiragy website.

Taking their basis on the previously described ws®s$ gratifications perspective (See
Chapter 2), their study suggests that the intezaetfulfill both information retrieval and
social needs and that people who are motivatednbyfarmer will significantly use
features that facilitate human-message interactamilarly, people who are motivated
strongly by social needs tend to use features familitate human-human interaction
more. Here human-message interaction is definadtesactivity between message and
user in terms of choice, level, navigation, stroetatc, while human-human interaction
as a two-way communication between senders (therfsker) and receivers. Hence,
consumers who were motivated by information neadshe product (.i.e. the printer)
were more likely to engage in human-message irtieraovhile the same was true vice
versa. Furthermore, their results indicate thatsoomers who engaged in these
interactions tend to have a more positive brandueti@an and purchase intention.

While this study did not analyze press or magazuebsites but rather focused on a
product website, it does reveal some interestisggiris into the motivations of online

users. The study further brings into perspectia tisers cannot be categorized into a
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single uniform mass, and individual motivations éax large role to play on their

subsequent actions on any website.

In conclusion, the above mentioned recent studige hindicated that the internet
offerings of consumer magazine publications sigaiftly differ from publication to
publication and indeed from country to country. Biekieless, bearing in mind many of
the studies on this paradigm were conducted pnd2d02 and earlier, their results on
current offerings of the website must be taken w#ltion. A contemporary study that
focuses on the current practices of websites auttid United States would be highly
desirable and should add to the small amount afaref being done in this area. This
chapter thus concludes the theoretical part optper and the next chapter will address
the methodology for the two empirical studies thed to follow on the adoption of the

internet by UK consumer magazines.
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5.METHODOLOGY FOREMPIRICAL STUDIES

The goal of this chapter is to provide an overvigdwhe methodology for the empirical
studies that will be conducted as a part of thesith The structure of this chapter is as
follows: First, there will be a section titled gealeconsiderations that provides the
reasoning behind the selection of the given saropke (.i.e. UK magazine industry)
along with the role of the research questionsHertivo empirical studies. Second, there
will be a theoretical discussion of the methodadsgior the first quantitative study.
Third, there will be a theoretical discussion ok timethodologies for the second

gualitative study.

General Considerations/Sample Selection

The previous theoretical chapters have providejls into the various attributes that
come into play for magazines entering the intedwnhain in the contemporary media
environment. Nevertheless, there exists no unitembbesive strategy that magazines are
undertaking in their online ventures (Annual repafrAmerican journalism, 2068). By
looking at previous studies that have been condustethe last year, data from the
United States suggests that virtually all magazihage an online counterpart (The
Bivings Group, 2006) and hence this pattern shaldd be relevant for other English-
speaking highly developed countries such as thdednKingdom. When looking at
online advertising industry in the United Kingdodata suggests strong growth potential
with online industry worth 11 % of total advertiginexpenditure, where the
corresponding figure for the United States is 79%.%Allen, 2007). These figures would
also suggest that the magazine industry would kectage online as their counterparts in
the United States.

Nevertheless, it can be argued that online actigtyndeed very case dependent. It
depends on the type of magazine, its circulatigpe tof audience and of course the

policy of the magazine itself. If one looks at thagazine industry of a particular country

20 http://www.stateofthenewsmedia.org/2006/narrativagazines _ownership.asp?cat=5&media=8
Retrieved, August 192007
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as a whole, certain patterns do emerge. As merntiabeve, almost all magazines in the
United States have an online counterpart (The Bw&iGroup, 2006) A thorough
literature analysis on contemporary studies (asuchented in Chapter 4) has revealed
that there has been practically no empirical stiiolye recently on this new paradigm of
print magazines entering the online sphere in tinted Kingdom (UK). In order to
validate the necessity of doing an independentyarsabf the UK market, a pilot study
was conducted in the first two weeks of Novembé6€72on the 50 most highly circulated
‘purchased’ magazines in the &/K The goal of this pilot study was not to make an
extensive review of the online activities but rathie illuminate the nature of this
paradigm in the United Kingdom both as no such ystadrrently exists and also to
provide guidance for the empirical studies thattari®llow.

The sample for the pilot study was the above-mestiomagazines as per data available
from the first half of 2007 (January- June). Fas thnd subsequent analyses, magazines
that deal with television and radio listings ( ‘Wkaon TV’, ‘TV Choice’ and ‘Radio
Times’) were left out as they were not consider@d¢ like the traditional consumer
magazine that consists of content to read. Theaziags were hence categorized into 3
main categories. Note: these categories are datandand were created by the thesis

writer.

1. Type of magazine: Refers to the topic of magazine- Women's general
interest/lifestyle (covers a range of topics- ttafeod, home etc), Tabloid
(primarily focusing on celebrity gossip and redle li‘'shocking’/sensational
stories), Fashion & Beauty, General interest (Magge on topics ranging from
food, home, travel, etc) Men’s interest.

2. Frequency of publication: Refers to whether the magazine was a monthly,

weekly or bi-monthly.

2L Circulation data for the UK was taken from indegent audit watchdog service for printed publiaagio
(ABC , 2007)http://www.ppamarketing.net/cgi-bin/go.pl/data-terarticle.html?uid=269

Retrieved, November*12007.

This list was originally compiled based on datanfractively ‘purchased’ magazines (both in terms of
single and subscription buys) and hence does ketitddo account magazines that are distributedréam
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3. Website type: Refers to website functionality 1.Functional wiebgHas free
content or commerce section) 2. No Website, 3.idMlgrfunctional website
(Reader is re-directed to another website for aujffe4. Non-functional website
(Website is for marketing/subscription/communicatiavith editorial team
purposes)

The first category was specifically sub-dividedoirtiroad genres so that they would
cover a wide range of magazine topics. Furtherntbeegenre was determined based on
the primary focus of the magazine (Eg: ‘Marie (Jaimagazine was determined to be
part of fashion/beauty and not general intereshagprimary focus of the magazine was
on the two topics). Data for this and the seconggmy (publication frequency) was
ascertained from the magazine website (if it erisend from the corporate websites of
the corporation that owned the specific publicatidine last category ‘website type’ was
also specifically sub-divided into these 4 broatdgaries as they give an overview of the
type of direction a magazine can take when plantingxpand into the internet media.
Data on the existence of the website was asceddmen a wide internet search, along
with data from the website of media corporatiorst thwned the specific publication.

Type of Magazine:

The results from the pilot study provided a goaglght into the magazine industry of the
UK. In the first place, when looking at the divisiof the top 50 circulated magazines in
terms of their types, we can see that the mostlpopategories are the Tabloids, General
Interest and Women’s fashion and beauty numbertigll and 11 respectively (See
Figure.1 below). In subsequent order are Womenm&ige interest (8) and men’s interest
magazines (4). This data suggests that tabloidsimrfact the most highly bought

magazines (in terms of sheer volume) in the UK.

% partially functional website denotes that althotligre is no free content on the website itsetftatis a
link provided to an alternative website (E.g. OKalhzine website redirects reader to DailySnackfmom
latest news/stories/gossip)
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Chapter 5. Figure 1

Overall Distribution: Types of Magazines

@ /woman's general interest
m 2/tabloids

O 3/fashion and beauty

0 4/general

B 5men

Frequency of publication:

With regard to the Second category which dealt witagazine frequency, the data
suggests that the weekly and monthly formats atealggpopular. Out of the top 50
magazines, 25 were weekly and 23 monthly, with rd@aining two in bi-monthly
format. Correlating magazine types”(dategory) with their frequency, certain trends
also clearly emerged. All 16 tabloid magazines wareveekly format, the remaining
weeklies were women’s general interest (5), mentsrest (2) and fashion/beauty (2).

The magazines in monthly format on the other hamde distributed over all topics.

Website Type:

When looking at the data from the third categorychtdealt with website type, one can
also see the emergence of a certain trend. Thesaategory (26) was the functional
website, which suggests that half of the top 50 amamgs in the UK offer a functional
website alongside their print edition. 12 magazidesnot have websites at all and 10
offer ‘non-functional’ websites or websites printarfor publicizing company details.

Finally, there were 2 websites that redirected eemtb a completely different website for
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content (partially functional websft®. (See Figure 2 below for illustration) This data
suggests that magazines in the UK have adapteéreiff overall strategies when
addressing the internet. While a majority of the 5 magazines do have websites (38),
only about half of all magazines (26) actually tise website as a supplement to their
print edition by providing their online readers wadt content, commerce among other
facilities. The other magazines that do have websiinly use them as a marketing front
(20).
Chapter 5. Figure 2
Overall Distribution: Website Type

O /Fully Functional

B 2/No Website

0 3/Partially Functional- Reader
Redirected

0O 4/Non functional

Finally, the pilot study provided an overview oktbverall web strategies of weeklies
versus monthly magazines. For the overall weektas, can see interesting patterns (See
Figure.3 below). Out of the 25 weeklies, the latgestegory was no website (12),
followed by functional websites (7). When looking the monthlies, a completely
different picture arises (See Figure. 4 below). 28] monthly magazines have websites
where a clear majority is functional (19) and 4 4fienctional. These findings suggest
that weekly magazines that primarily take a tablsigde of journalism have a much
lower rate of adaptation compared to monthly maggzithat cater to a wide range of
topics.

% partially functional website denotes that althotligre is no free content on the website itsetftatis a
link provided to an alternative website (E.g. OKalhzine website redirects reader to DailySnackfmom
latest news/stories/gossip)
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Chapter 5. Figure 3.
(Weekly magazines split by Website Functionality)

O 1/Functional
| 2/No Website
0O 3/Partially Functional- Reader

Redirected
0 4/Non functional

Chapter 5. Figure 4.
(Monthly magazines split by Website Functionality)

@ Y/Functional
® 4/Non functional

In conclusion, this pilot study identified three imacategories (magazine type,
publication frequency and website type) which vidim the basis for the subsequent
empirical analysis. The results from the pilot stumlso indicate that the magazine
industry itself is quite unique with its own chatetstics. When comparing the results of
this pilot study with those of the top 50 magazifiesn the US (The Bivings group,

2006), one clear difference emerges. While in ti& 48 of the 50 magazines in late
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2006 had websites, the corresponding number in Whke is much lower. Even
disregarding the degree of ‘functionality’ of thebsite, only 38 of the 50 magazines in
November, 2007 have websites. This difference béetwthe two markets suggests a
unique pattern for internet adaptation by magazingbie UK. The complete results of
the pilot study are attached in the appendix (AppenTable 1). Bearing in mind such
differences and the unique nature of the magazndestry in the UK, it was determined
that the UK presented itself as an interesting casey for the enquiry into the state of
internet adaptation by print magazines.

The subsequent empirical analyses of this papdrfedus on a sub-set of magazines:
women'’s fashion and beauty magazines. While tteer@idoubt that a study that looked
in-depth at all magazine websites in the UK woudtle ideal situation, such a research
design would be impractical for a limited page the€onsequently, only a sub-set of UK
wide magazines, .i.e. a particular magazine typgemre was selected for this analysis
(see next section for more on sampling).

This subset of magazines will be further analyzedde how exactly they communicate
with their readers in the highly competitive webvieonment. In order to this, the
following two empirical studies will focus on twauls-questions: 1. “What tools and
features are magazine websites utilizing to comoataiand interact with their readers?”
In other words, what facilities are magazine wedsspiroviding to facilitate an interactive
communication with their readers. The second sudstipn is “How are functional
magazine websites using the previously discussatlirfes and tools for enriching user
experience?”. While the first sub-question addredke existence of tools and features
on magazine websites, the second sub-question ssddrdnow these tools and features
can be optimally used for a given topic (E.g. howuaway fashion show can be
addressed in the print verses online version oaganine).

Selected methodologies in any scientific study merstanate from the goal of the
research as well as the accompanying researchiaqne¢iensen, 2002). Thus the “how
of research depends on its ‘what’ and ‘why” (Kval©87 as quoted in Jensen, 2002,
p.256). Given the goals of the two research questiwo appropriate research

methodologies were also selected. The first rebegrestion is more descriptive of
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nature and calls for a code-based analysis. A baded analysis assumes that data can
be categorized into pre-defined categories for stesyatic analysis (Jensen, 2002).
Furthermore, given the large amount of facilitivattneed to be measured, a systematic
categorization of the same into codes was deenmeetdabt method for a cross magazine
analysis. Subsequently, quantitative content arsalyas the chosen methodology for a
systematic analysis of the facilities offered ire th9 fashion and beauty magazine
websites in the UK. On the other hand, the seceadarch question is more qualitative
and calls for the possibility to focus on specdases and thus reflect on the how these
selected magazine websites are using the compeseotihe internet media to best suit
the content. This research question calls for aemoalitative-case based analysis. Hence
case-study analysis was chosen as the selecteadadoéigy to do a qualitative in-depth
comparison of print and online editions of two stdd magazines.

It should be noted that the researcher believes rthasingle methodology within the
domain of communication studies can be purely diviedoth as the topic of study is
communication which is human created and the dati®ation and analysis can be
subject to human error. Rather than focusing ongoaipurely ‘objective’ study, it is the
aim of this thesis to document and analyze dataasdo provide a comprehensive
understanding of this contemporary yet largely usiglied phenomenon. The next

section will dwell on the two selected methodolsgie

Content Analysis Study: Method and Data Collection

In order to answer the first sub-research questighat tools and features are magazine
websites utilizing to communicate and interact withir readers?”, content analysis was
the method of choice. It is the goal of this fisshpirical study to systematically go
through the websites of a selected sample of maga determine what tools and
features are available that enable an interactwencunication platform for media users.
Content analysis as a methodology has been usea Wade variety of purposes even
within the field of communication including analysion the antecedents of
communication (source and encoding process), thmmmication itself (message,
channel and recipient) and consequence of commioncédecoding process) (Holsti,
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1969). In this thesis the content analysis will foeusing on the attributes within a
channel of communication, consequently contentyaiglwill be used to analyze the

style of communication for the internet channel.

Definition

Content Analysis has been defined as “..a rese&echnique for the systematic
classification and description of communication teo according to certain usually
predetermined categories. It may involve quantigatr qualitative analysis, or both..”

(Wright, 1986 as quoted in Berger, 2000, p.173Y)ippendorff (2004) defines content
analysis as “..a research technique for makingaaple and valid inferences from text
(or other meaningful matter) to the contexts ofirthese” (p.18). It thus allows the

researcher to systematically shift through datataod identify its properties. Riffe, Lacy

and Fico (2005) give a comprehensive definitiomgjudintitative content analysis that also
summarizes the methodology it follows:

“Quantitative content analysis is the systematic aaplicable examination of symbols of
communication, which have been assigned numerighleg according to valid measurement
rules, and the analysis of relationships involuingse values using statistical methods, in order to
describe the communication, draw inferences alisuhéaning, or infer from the communication
to its context, both of production and consumptidRiffe et al., 2005, p. 20)

This definition suggests that a content analysistnme both systematic and replicable.
The research design must be clearly outlined aedeabearcher must be systematic about
each step of the process; furthermore the rese¢ancts and variables used in the process
must be clearly and exactly stated such that atbsgarchers can replicate the study if
necessary (Riffe et al., 2005). This definitionoatdarifies that content analysis can be
used for analyzing almost any aspect of commumnpatsuch that the previous two
requirements are satisfied. The above definitiath&r suggests that the examination of
the symbol of communication is done through assgmumerical values for different
measures of a given unit. This coding scheme masstrally be transparent where each
number accurately represents the correspondingureakinally, the above definition
suggests that content analysis enables the resedochoth describe the communication

situation and draw inferences about its meanintgigiven context.
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Sampling:

The goal of sampling is to collect a small subfsat a larger population group for the
purpose of analysis (Wang, 2006). Although in araldsituation, data should be
collected from the entire relevant population, latkime and resources often makes this
an impossible venture. Sampling can be both nobabitistic and probabilistic.
Convenience and purposive sampling are the mostmmntypes of sampling associated
with non-probability sampling. For this empiricaladysis, purposive sampling was used
whereby a sub-set of 19 women’s fashion and beawdigazines in the UK was
identified®. This particular genre of magazines was selecsed method of purposive
sampling as it reflected a small yet viable proportof magazines (19 magazines in
total) of the UK magazine industry. Furthermoregsih magazines also tend to be within
a rather ‘focused’ genre and are widely populamhwlie general female population.
Magazine genres such as men’s or women’s gendeakst would cover a vast range of
topics which would render a cross magazine anahyaisviable, while very specialized

genres such as health magazines are only a ratitadirib-set of all magazines.

By fashion and beauty magazines are meant magattiaegither exclusively deal with
these two issues or extensively use them as patienf content (as reflected on their
cover page and corporate website). It should besdchdtere that only UK wide
‘purchasable’ magazines were included in the sankpdmce magazines that were either
distributed only in a particular store (Debenhamssiiz Magazine available only in
Debenhams store) or were area focused, such aszmeganly available in Wales or
Ireland (Eg: Image, Ladies First- available only¥ales; Irish Tatler, U magazine- only
Ireland) were ignored from the data. Furthermagentand pre-teen magazines including
Sugar, Bliss, Shout and Mizz were not includedhe sample as it was believed that
websites specifically targeting teenagers and gees would be very different in content
and style, hence a cross-magazine analysis wouidvadidated. Further, it should at
this point be clarified that even the selectioracfingle genre of magazines (.i.e. fashion

%4 Data on magazine industry of UK was collected frimmtependent audit watchdog service for printed
publications, (ABC,2007) http://www.abc.org.uk/cgi-bin/gen5?runprog=nav/abo&=y Retrieved,
November 1"2007.
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and beauty) is somewhat subjective as some magagetected as part of this genre do
cover a range of other topics such as health datiaeships. Nonetheless, it is believed
that these 19 magazines are all the magazinesspellin a UK wide basis that primarily

focus on beauty and fashion, or cover these twessubstantialfy.

At this point it should be noted that the researchas not an expert in this genre of
magazines. Nonetheless, it was determined thalatheof previous knowledge in this

genre of magazines was a positive influence adoivad the researcher to start research
‘tabula raza’ (with a clean slate) and build alblwiedge from the existent theory as well
as field data. Thus the issue of preconceived nstar biases would not influence the

analysis and results of the study.

Unit of Coding:
The coding scheme for the analysis consisted ofemdnnformation and 3 major

categories.

General Information:

In the first place, general information on the webss collected; the individual units of

analysis include the title name, circulation figyrérequency of publication, website

addres® (if any), online subscription possibility and thasic type of website (inspired

by the pilot study — non-functional website or ftiooal website). If the website is

categorized as non-functional, the particular asialys concluded there, as the main
purpose of this content analysis is to understhrdstyle of communication of functional

websites (See table 2 in appendix for individuatsuof coding).

% Two other UK wide magazines that do cover beaasyfion but were not included in the analysis are
‘Good Housekeeping’, ‘Woman and Home’. These magivere disregarded as beauty/fashion was only
a minor part of the editorial content of the magazi

% Website existence was determined through a witeriat search which included analyzing data froen th
ABC (Independent Magazine Audit Bureau- UK) websitewell as a search on the google search engine.
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Following the general information, the functionaébgites were measured on 3 major
categories consisting of altogether 34 units oflyaia These 3 categories were inspired
by the paper by Barsch et al. (1999) where thewntpout that a successful magazine
website should consist of three main componentstecy, community and commerce.
The categories also act as guides to navigatestider through the large amount of data.
The units of analysis for each of the 3 categasiese inspired by literature in the field of
Web 2.0, previous studies on magazine websitessf€aiine, 2005; Gerpott & Wanke,
2004 & The Bivings Group, 2006) and most importabtsed on knowledge acquired by
browsing through important web portals (msn.comhogacom), influential blogs
(techcrunch.com, perezhilton.com, makeuseof.cond) also magazine websites in the
United States and the United Kingdom. These uri@nalysis (34 in total) measure the
presence or absence of various tools and featsr@ppropriate for the 3 categories. It
should be noted that these 3 categories are natathytexclusive and some units of
analysis could be featured under 2 categoriesnlat@mpt to overcome coder bias, the
categorization system and the measurable units bege clearly defined and the logic

explicitly stated.

1. Content
This category pertains to the style of communicatiath regard to the topical content of
the magazine and consists of 15 units of analy®ee (table 3 in appendix). It can be
further divided into three categories: Navigationexternal, Navigation- internal,

Interactivity.

Navigation externatomprises of individual units with regard to whatimedia users can
gain access to the content of the website extgrnale. whether content from the
magazine website is available to the reader outsidbe website. Hence the individual
units include presence of RSS (really simple syatiboY’ , newsletters, mobile-phone
text messages etc. RSS is similar to newslettergptxhat whereas newsletters are sent

to emails of subscribers, RSS ‘feeds’ are sent¢dfreaders.

2" For a description of RSS, see chapter 4 Table 1
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Navigation internalcomprises of individual units focusing on the it navigation
features of the website, hence whether users cawsbr through the content in an
interactive and intuitive manner. The individualitarinclude ‘most popular/most read’
category, the possibility to store or bookmark geaeticular store to your profile and
whether there are hyperlink to other related ssdiriem the current story.

Interactivity comprises of individual units focusing on whetttex content is available in
an interactive manner to the user. Hence whettiernration is updated regularly, audio
or video format is available, a blog section isikde and quizzes/competitions are

available to the reader.

2. Community
This category pertains to the possibility of usergracting with each other, with the
magazine staff and with magazine content and ctenefsl3 units of analysis (See table
4 in appendix). It is divided into three categoriaser to user, user to magazine staff,

user to magazine content.

User to userrefer to users interacting with each other vidat@and form/message board
function.

User to magazinetaff refers to whether users have easy accessntact the magazine
staff via displayed contact information and als® an advice section (fashion or personal
advice) etc.

User to magazine conteméfers to whether users can directly contributearals the
content of the website by submitting stories/phoapfs, commenting on stories,
participating in polls etc.

3. Commerce
This category pertains to different possibilitiesdaoptions available to the user for
commerce purposes and consists of 6 units of asal§ee table 5 in appendix). The
units of analysis range from whether commerce ssiibe, whether users can browse
through items via categories, whether they can twy items that are specifically

recommended to users etc. Finally there are al$ts fwcusing on whether there are
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banner advertisements on the website (from extespahsors) and whether there are

incentives such as gifts given to readers on p@elod subscription.

It is believed that the general information alongwthe data from the above mentioned 3
categories will provide a comprehensive understandf the features and facilities of the
websites and hence the style of communication tebsite initiates with the online

media user.

Limitations:

Although quantitative content analysis as a methad been criticized as being very
‘positivistic’, much of the criticism has revolvearound the issue that quantitative
content analysis only allows for an analysis oftenifest content (Krippendorff, 2005).
When one attempts to make inferences based orottient analysis, one moves from the
manifest content to the implied meaning thus rgisssues of validity. Furthermore,
guantitative content analysis assumes that meassides within the text and thus does
not take into consideration the context of the .t¢Krippendorff, 2005). While these
criticisms are indeed invaluable, it can be argined they can be overcome in the context
of this particular empirical analysis. This emgali analysis will be used to analyze the
objective existence of certain features and heheestyle of communication for the
internet channel, the question of implied meaniogsdnot arise. Furthermore, the second
empirical study which is more qualitative in natuvél also allow the researcher to go
beyond the manifest content and thus put into getsge the context and meaning of the
findings of the results of the content analysise fiethodologies of the second study will
be discussed next.
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Case Study Analysis: Method and Data Collection

In order to answer the second sub-research queStitow are functional magazine

websites using the previously discussed featured wols for enriching user

experience?”, case study analysis was the methathate. The goal of this second
empirical study is to qualitatively analyze two raame websites to understand the
specific usage of these features. The previougenbranalysis aims to provide an
overview of the main tools and features that angetuly being used by fashion and
beauty magazines, nevertheless the focus of thay sstuon manifest content as they
currently exist on magazine websites. This secouod/itative study on the other hand
allows the reader to go beyond the existence ofifegtncontent and focus in detail on

how they (features and tools) are being utilizec@election of two magazine websites.

Case study research allows for an in-depth anabyfss case where a case can be an
individual, a group, an industry or even a profess(Gillham, 2000). A Case study
analysis is “an intensive examination, using midtisources of evidence of a single
entity which is bounded by time and place.” (Dayn&rHolloway 2002, p.105). The
case study method is often appropriate when the aad its context are particularly
intertwined. Subsequently, data needs to be cellefrom a wide range of evidence, as
no single source of evidence is likely to be sigfit by itself (Gillham, 2000). According
to Yin (2003), case study methods are most ap@tgpwhen asking the “why” or “how”
guestions, “..when the investigator has little cohbver events, and when the focus is on
contemporary phenomenon within some real life cdnf€in, 2003, pl). Through this
method, the researcher can thus generate new tlbea@yen explore new insights into
contemporary phenomenon that have not been docethdmfore. The case study
method was particularly selected as a methodol&git allowed the researcher to go
deeper into the context of magazines that are widdlizing tools and features to
interactively communicate with their readers. Tdyproach thus allows the researcher to
use the findings of theory along with the resuftshe first empirical study to build and
understand the case of specific magazines andnrunderstand how it has used specific

features and tools to highlight magazine content.
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Case study research can be both single or multgde based. For this study, 2 particular
cases were selected. Sampling in case study réséaralways purposive, and for
multiple case study research, cases are chosein whimately highlight similarities or
contrasting results (Yin, 2003). In this study, tteses of InStyle and Cosmopolitan
magazines were selected based on the results fremantent analysis. Although both
magazines have functional websites and similar amsoaf features and tools on their
website, they each have rather different approatheards utilizing these features and
tools on their website. Both InStyle and Cosmopalitnagazines are similar in terms of
the number of content interactivity, user contribnt and commerce features.
Nonetheless, their approach to how they utilize s@mhthese features to highlight the
actual content is quite unique. By comparing thesecases, it is assumed that one can
gain a more in-depth picture on how magazine websire optimally utilizing their
website.

Yin (2003) identifies a multitude of methods to lyat data in case study research. In
particular he identifies analyzing documents, arghirecords, conducting interviews,
direct observation, participant observation andspiat artifacts. For this thesis all
methods excluding interviews were selected for datkection. Thus data was collected
from the corporate website, news articles, andqaarly the magazine website and the

current print edition.

The goal of this case study analysis is to provatein-depth account of how two
magazine websites are optimally using various taal$ features to enable an interactive
communication with their media users. The subsegaealysis has been split into 3
parts. First there will be a company and print magadescription. Second, there will be
cross comparison of the print and online versiothefmagazine for a given segment of
the magazine. This comparison should provide arerst@nding how similar magazine
content can be portrayed online versus in prinhirdl there will be an analysis of the
previously identified tools and features on the swiebto understand the different

contexts of how each magazine website enriches axgerience. This analysis should
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provide an understanding of how the previously iifiel manifest features are actually
used by these websites

The next section details the exact data colleatiethod of this study.

Data Collection
Given that actual analysis was conducted on datkected from various sources,

particular emphasis was paid in carefully monitgrihe data collection steps.

i) Collection of company and magazine information

In the first place, back ground company informatiwsas collected on the respective
magazine. Here data was collected from a varietysafrces including the print

magazine, the magazine website, the corporate teelidi the respective media

corporation that owned the magazine and news estidhan the print magazine itself
was scanned to see the different topics the magaisals with. It is believed that this

data on the magazine would enhance a subsequenssiisn of how the magazine uses
its website to enrich its target user’s experience.

i) Print versus Online

Here a cross comparison was conducted betweenrihiegmd online version of the
magazine for the category ‘fashion’. This particutategory has been selected as it
represents one of the biggest categories for ahifem and beauty magazines, a
subsequent online versus print comparison for #maesshould be both relevant and
should reveal interesting findings applicable t ¢mtire group.

This section of the print magazine was analyzese® the type and structure of articles
on this topic that were printed in the magazing (ghoto spread, interview, get celebrity
look, season must buy’s etc). Next, a comparisos mwade to see what the equivalent of
the same was in the website. For instance, intes/eee a common form of article in the
print and perhaps not so in the website.

Finally, a single article was selected that was@mé both on the website and the print
magazine and a structural comparison was madeetb®®s the exact same content was

depicted on the two media.
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It should be noted that while the categorizatiorihaf articles here is data driven and is
naturally somewhat subjective. Nevertheless, fitoisthe purpose of the analysis to come
up with an exact categorization of the article s/dmut rather to build a picture and

compare the structure and style of articles thpeapin the two media.

iii) Website-only analysis
In this part of the analysis an in-depth analydighe previously defined notions of
content, community and commerce was conductedadee they were specifically used

in the context of the 2 magazines.
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6. EMPIRICAL STUDY 1: CONTENT ANALYSIS

As mentioned in the previous chapter, the contaatyais of the magazine websites was
based on the presence or absence of tools/feapgeaining to 3 main categories
(content, commerce and community). The resultshefdtudy will be presented in the
following manner. First, an overview of the 19 maiga websites will be given, detailing
the general trends. Second, results for each ofthhee main categories across the

magazines will be presented. This will be followsdthe discussion of the results.

Results

Overview- General Information

The sample of 19 magazines represents almost es@sumer magazine published in a
UK-wide basis that either deals with fashion andubg exclusively or covers the topics
extensively. These magazines cover a wide rangaudience based on age: from i)
young women including late teens to young adultaréD Glamour) ii) women in their
20’'s and above (Instyle, ElleUK, Cosmopolitan) aadwide range of interests. i)

Cosmopolitan women (Vogue) and ii) family orientedmen (Prima, She, Red).

A total of 18 out of the 19 magazines have sommfof a website, and only 1 magazine
(Harpers and Queen) does not have a website (g damain name and redirects users
to magazine subscription portal). It is perhapsrggting to note that even this magazine
does have a functional US version, and readetseitK who are genuinely interested in

the magazine can utilize the American website (@ipazaar.com).

Going into details of website functionality, out tfe sample of 19 magazines, 11
magazines had functional websites, 6 had non- ifumalt websites, 1 magazine did not
provide any content but had a shopping portal anthfjazine did not have a website at
all. Subsequently the full content analysis waademted only on the 11 functional

websites, but the commerce section was analyzed Zowebsites. The results of this
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content analysis confirm that virtually all magasnin the genre do take part in some

form of online activity but only 58 % or 11 magaasactually have functional websites.

Chapter 5. Figure 1

Website functionality

Functionality of all websites

@ 1. functional websites

B 2. no website

0O 3. website is only shopping
0 4. non functional website

When looking at the frequency of publication, 16 oithe 19 magazines were monthlies
and 3 were weeklies. This perhaps does not comesagrise as the pilot study supports
the findings that weeklies primarily cover sensaioor tabloid news. Out of the 16
monthlies, 10 had functional websites, 4 had nowetional websites, 1 had no website
and 1 only a shopping webgite Out of the 3 weeklies, 2 had non functional &rtthd a
functional website. This finding also supports girevious findings from the pilot study

that weeklies are relatively less web-savvy comgppémeconsumer monthlies.

All 19 magazines are owned by 7 media corporatibiasional Magazine Company owns
5 of these 19 magazines, IPC Media 4, Conde NasEMAP 3 each and so forth. This
data suggests that the magazine industry is indsmedjlomerate based as all 19

magazines are owned by media corporations.

All 19 magazines websites allow for readers to subs for the print version via their

website. Even the 1 magazine (Harpers and Queeshwlid not have a website actually

% This website did not provide any content but héidlato another section ‘online shopping’
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owns the domain namétf{p://harpersandqueen.co)ulkhich redirects to a third party

website where users can subscribe to this and ptirdrmagazines online.

Content

1. Navigation External

All 11 websites have a newsletter option. Hencadees need only submit their email
address whereupon newsletters are emailed to fHleisis the primary mode of external
communication with users.

Out of the sample of 11 functional websites, 5 mled readers with the option to get
news ‘feeds’ via an external feed reader such & ®lly simple syndicatiof}) Out of

these 5 websites, only 1 websitatg://www.instyle.co.uk/ provided RSS for separate

sections. RSS for separate section indicates rdaters can choose what topic they
would like to get RSS feed for, hence a readersedect to get RSS feed only for fashion
or gossip or beauty etc. All 5 websites provideartial feeds’. Partial feeds indicate that
the user can only read the headline of the topithéenfeed-reader. Hence, if the reader
would like to read the full issue, they would belirected from the feed-reader to the
magazine website. Full feeds on the other handvataders to read the full article
directly from the feed reader. This suggests thagazines that have adapted this
technology use it such that users are driven dyrézttheir website. Although Full- feeds
are maybe more convenient for readers who browseigh a large number of websites
and would hence like the entire content availalolethe feed reader. However, by
providing full feeds, users would not be requiredisit the actual website and hence this
feature is not enabled by any magazine.

The image below is a snap-shot of a personal R8&-reader of the researcher (see
footnote for further explanatioff). This feed reader allows the user to get feeds fro
multiple websites. In the lower left hand of theypare the various websites, from which
the feeds are coming. Text box 1 indicates alled#ht magazine websites from which
the feeds are coming (Glamour, InStyle, Marie @i the right hand side of the page

#RSS is a method of describing news or other Wetiteu that is available for "feeding” (distribution
syndication) from a website to alternative destores. Regular internet users might have a number of
websites that they like to visit on a daily basiAth this tool, readers do not need to separatisiy @ach
website but can use a RSS feed reader and get atitamdates (news as soon as it published in the
website) from the selected sites to their persB&8 feed reader.
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is the opened ‘inbox’ or all the individual feed®rh a selected website. Text box 2
indicates that this is the opened ‘inbox’ of thé&tiyle party news feed. Hence all the
latest stories on party news that is publishedhewiebsite, is directly sent as ‘feeds’ to
this feed-reader. InStyle as mentioned above alfowRSS feeds from separate sections,
and this is the opened inbox for the ‘party’ satt{there also exists feeds for celebrity
news). Text box 3 indicates that this is the phféad. If the reader, would like to read
the entire story, he would have to click on thedtea and will be re-directed to the
InStyle website. (See image below)
Figure 2
Sample of a user’'s RSS feed-reader with RSS feeds hStyle Magazine (on the right)

1. Feeds from other 3. Partial Feed
i i i . Partial Fee
magazines including 2. Instyle ‘Party’ RSS feeds| | (0nvitle is
Glamour, InStyle (party Yy
and news section) etc available, no
content) ,
Google Reader All items | [(Searcn |
Marked all items in “instylemagazine.co.uk: Parties™ ag read.
55 Home instvlemaqazine' co.uk: Parties
I All items {1000+) Show: 0 new itemns - all items | Mark all as read || Refresh
¢ Starred items - - -
) 1122 Wava & T Launch Party - Fashionable party goers Donna Alr, Alexa Chung afd Matalia
Shared iterns

Trends 11/22: Kova & T Launch Party

B3 Add subscrintion B Fashionable party goers Daonna Air, Alexa Chung and Matalia Vaodianova party at Harvey Nichole
Add subscription prowse »
Add star Share Email Add tags

Show: updated - all Refresh - _ _ :

P 11/22: The Measure Book Launch Party - Claudia Schiffer, Erin O'Connor and Donna Ar celebr
[ article-idea (719) : - - -
{7 photegraphy 63} 11/21: Roberto Cavalli and The Red Cross Honky Tonk Ball - Robero Cavalll hosted a glizty pa
{7 thesis-social-media {597} 11/20: Tiffany presents Skate at Somerset House ice tink - Thandie Mewton, Trinny Woadall ar
{7 travel (1000+) 11/19: Chloe Party - Fashion house Chloe staged a catwalk show of their latest spring/summe

Glamour.com - Daily G... {#1) 11/18: Ametican Music Awards - Justin Timberlake, Fergie, Rihanna and the gang fram Highsc

instylernagazine. co.uk. ..

, N 11/16: 7th On Sale Black Tie Gala - This year's party was host to top models including Kate M
instylemagazine.co.uk... (18

Marie Claire : News (69) 11/14: Chopard's Sparkling Night at Annabel's - Elizabeth Hurley, David Furnish and Patrick Cc
National Geographic A... (8) 11/14: Montblanc Maonaca Launch - Helena Christensen, Sophie Dahl and Katherine Jenkins p

aidContent.org (367 11/14: Clive Davis Tribute - Jennifer Hudsan and Kate Boswarth hanour legendary music produc

Aam [ —~ s . —. v - . e

2. Navigation Internal

While all functional websites allow readers to bsavby basic category based navigation
(browse by fashion, beauty, news, gossip, diet, @®)f 11 websites allow readers to
browse by a most popular/read/visited section. Hetitese 2 websites (Glamour and

Cosmopolitan) allow readers to browse through lagithat are the most popular among
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the readers. Depending on the strategy of the weehssers are presented with a section
where the content was determined based on its aofyukither via number of page use,

a voting system etc.

6 out of 11 websites enable readers to save adlediriage gallery/blog post as a
bookmark. Out of these 6 websites, 4 allow readersave the content to their own
profile for future reference, 1 to a social bookkiag websité€® and one to both of these.
Given that only 2 from the 11 functional websitdewa users to browse through articles
that are explicitly selected based on user- populand/or allow for bookmarking of the
content in external websites, it can be concludet UK magazine websites do not
consider the social networking aspect of usersembhigh importance yet. In other
words, it appears that this genre of magazinef©ienUkK, does not utilize a user based
network promoting a website’s content externallyirdernally. Nevertheless, the fact
that 6 out of 11 websites allow users to ‘savetietois a clear example of websites
enhancing user experience by allowing them to coizi® their experience of the website.
All 11 websites have internal hyperlinks to othtaries from the story currently being
read. Consequently, if a reader is reading a paaticstory, hyperlinks are provided to
other stories that are similar in content or reldtethe current story. All 11 websites also
provide hyperlinks to stories external to the wehsWhile 4 of these are to third party
websites such as commerce websites (clothes, ciasnett), 7 provide links both to
third party websites as well as interlink to othesigazine websites owned by the same
media corporation. While the high degree of intiilng between content within the
website is generated to maintain the users intbgeptomoting content that is interesting
to them. The high degree of cross-linking betweidierént websites that are owned by

the same corporation allows websites to promoth etteer and even share users.

3. Interactivity
All 11 websites update news on a daily basis, etfti®ugh a daily ‘news’/ ‘gossip’/'tip’

section, a daily ‘product’/ ‘buy’ of the day, or general today’s ‘highlight’/’'special’

%0 Social bookmarking/news websites are websites evbentent/stories are uploaded by users for viewing
by other users. Hence, it is the user who uploaesno the website.
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section. They highlight this daily aspect of thevaen the front-page of the website. The
fact that all 11 websites update news on a dailsisban their homepage is a clear
indication of the ‘activeness’ of these websiteB.websites also have an image gallery
of some form, where users can browse through imagesat a time. The obvious
advantage of image galleries being that users aaifyecontrol the pace of information
and that these galleries are best suited to dismayent in the form of imagery. These
two features encourage media users to come on warelgasis and to read specially
designed content on the website that may be ofastéo them.

With regard to video content, 6 out of 11 websiese exclusive video Podcasts. In
other words, 6 websites independently create iatieea content for their website. This
finding is quite interesting as it clearly indicatthat these magazines invest heavily in

their website by preparing exclusive video showecdjzally for this media.

6 out of 11 websites also provide non-originaleadcontent in the form of movie
trailers/product highlights or embed content frotheo video sites such as Youtube.com.
Only 2 websites (Glamour and Marie Claire) provigeth original and non-original

content, as the other 4 either provide originat@n-original content.

9 out of 11 websites have blogs which are writtgreditorial staff. These blogs are web
diaries kept by member of the editorial staff whotevsmall dated entries on a specific
topic (E.g. a fashion show) or even about dailyi@as related trivia. Users are allowed to
comment on 6 out of the 9 magazine blogs, thusg@ngaeaders by encouraging a bi-
lateral, non-formal conversation. Nonetheless,féoe that in 3 of the 9 blogs, users are
not allowed to add comment is an interesting figdas one of the key purposes of a blog
is to have an informal dialogue with the reader &yddisabling this feature, one is

reducing the blog to an informal but one-way comicaiion.

Finally all websites have some form of competiti@nsquizzes online where users can

participate and win prizes.
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Content: Section Summary

* All websites have newsletters

* All websites have external, internal hyperlinks

» All websites are updated daily

* 9 out of 11 websites have blogs

* 6 out of 11 websites allow users to save storiggable

* 6 out of 11 websites have video

* 5 out of 11 websites have RSS feeds (all padéld)

e 2 out of 11 websites allow users to read by masputar’

category

Community

1. User to user

9 out of 11 websites offer message boards, whexes &sin post a topic or question on a
forum and discuss or get the opinion of other usénsly 1 website however has a
dedicated chat function where users can chat Ilitle ether users. However, this can be
explained to a certain degree by the fact that onembers join the message board, they
are able to send messages to all users via theageebsard or on a one on one basis via

private messages to other users.

2. User to magazine staff

All 11 websites provide a variety of methods to tesh the magazine staff. All 11

provide email address of the editor or the editatggpartment, provide contact details for
different departments (E.g. Marketing, advertisirgybscription departments). All

provide postal addresses of the respective magazine

5 out of 11 magazines allow users to ask fashi@uftydpersonal questions which are

than addressed in a specific section of the webbitait all 11 magazines have a section
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where the magazine publishes an email or lettem ftbe user addressing specific

magazine content or the magazine itself.

3. User to Content

4 out of 11 magazines allow users to submit coritetihe website. All 4 of these are in
the form of photographs/pictures. For example,ylestMore, Prima and New Woman
have a user contributed section where users caradipheir own photographs and other
users can view them while in the case of Prima l[dad Woman users can even rate
them (uploaded images). 2 out of 11 magazines allegrs to make comment on the
articles/image gallery and none allow for ratingamking (except the above 2 magazines
where users can rank user contributed images).ofkler magazines do not allow
commenting or only allow users to contribute via thessage board or blog section.
This finding, that few websites allow for user papation with regard to the content of
the website is in line with some of the earlierdfimgs on low ‘social networking’
features. The data suggests that although magaaieedowly starting to enable users to
submit content to a website, this has been delddataser contributed ‘photographs’.

8 out of 11 magazines allow users to sign in agister their profile in the website and
hence customize their entire viewing experienca tertain degree (.i.e. 6 allow you to
save stories for future reference). Out of the iamg, 2 allow readers to register
themselves only to participate in the forums andirktyle) doesn’t allow for any
registration.

6 out of 11 magazines extensively use audiences oll topics. These polls are often
image-based, hence users can view a set of imaglegoée on which image they like the
best (E.g. ‘which product/clothing do you like thost’). After participation, users can
immediately see the results of the poll and thumegss what other users think on the
same topic. User participation in such polls aremandatory, hence they can skip past
the poll to continue viewing images if they preférnf the remaining websites have polls
but to a lesser degree (no dedicated space). kampphat the key area where user
participation has indeed been strongly encouragéie usage of polls. This involvement

of the ‘user’ with regard to their opinion via poitan perhaps be further utilized by the
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magazine to see what content the user is bothesteat in and also for users to see what

other users are interested in.

Community: Section Summary

» All websites have magazine contact details

e 9 out of 11 websites have message boards

e 9 out of 11 have polls on websites

e 8outof 11 allow users to register profile

* 5 out of 11 websites have users ‘ personal questgettion
e 4 out of 11 allow users to post content

e 2 outof 11 allow user commenting on general sactio

Commerce

For the commerce category, 1 extra magazine we{iRad Magazine) was included in
the analysis as this magazine only had a functiooalmerce section. All 12 websites
allow readers to engage in some form of commerad¢hg website, both through display
of products and through magazine subscription aptidence, all 12 websites offer
readers product guides or a buying gallery fromretibey can buy products. Similarly,
all websites sell print subscriptions online anddeeextensively utilize their website as a
platform for increasing their print circulation.

11 out of 12 magazines redirect users to exterehisites for commerce. All of these 11
websites provide product guides/recommendationsl aither link directly to the
homepage of the website of the product, or wheteamailable, they provide the brand
name/show location. Only 1 magazine (Red Magaalfie)vs users to directly shop from
the magazine website as they have their own invenidis data suggests that nearly all
magazine websites (11) collaborate withBarty websites for product related commerce
activity. Only a single website actually has pradumwentory so users can directly shop
from the magazine website itself (Red Magazine).

10 out of 12 magazines allow users to buy prodirota a product dedicated section. In

other words, 10 magazines have a specific sectibarevthey profile products in a
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gallery, and users can browse through the extergallery for shopping purposes. 10
out of 12 websites have a celebrity style guideenehusers can get tips on how to dress
or get the look of a celebrity/model.

Finally all apart from Red magazine have banneedtements from external sponsors
on their website. Aside from these banner advenésgs on the website, product related
commerce features are perhaps the most importamteeits for commercial activities via
a magazine website and the results clearly inditetethese magazines view commercial
activity a key part of their online presence. Al websites also offer free gifts and offers

to users as an incentive for subscribing to themtpnagazine.

Commerce: Section Summary

e All 12 websites have some form of external (progdantl
internal commerce (magazine subscription with gift)

e 11 out of 12 redirect users to external site

e 11 out of 12 have banner advertisements

e 11 out of 12 have dedicated section for productroence

e 10 out of 12 have reader guides to ‘best’ products

* 10 out of 12 have get celebrity look section

Discussion of Results

While the previous results summarize the preserickep features and tools across
magazine websites, it would perhaps be interestinglso take a quick glance at
magazine websites individually. Glamour magazinéjctv is the highest circulating
magazine in this genre has the highest number ofeob interactivity and external
navigation features and tools in comparison to d¢fieer magazines. New Woman
magazine, which has thd4owest circulation overall and lowest in termsnoéigazines
with functional websites, has the highest numbensar —magazine content contribution

features (user comments on article, submitting esagolls, user ranking images etc).
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Marie Claire, Company, InStyle and She magazine i@sk high on content interactivity

and external navigation.

Looking back at these results, an answer to thegsielstion “What tools and features are
magazine websites utilizing to communicate andrawewith their readers?” can be
formulated. On the one hand, various features aodk tthat enhance an interactive
experience for users with the content of the webait extensively used. These include
image galleries, blogs, online competitions, ugefile registration (thus the possibility
to customize and save stories to profile), exteama internal hyperlinking and video (to
a lesser degree). The popularity of such featuessly indicates that magazine websites
that are functional are slowly capitalizing on th&eractivity aspect of the internet media.
On the other hand, user participation in the actwaitent is somewhat limited. While
‘polling’ is perhaps the most extensively used deatf user-participation, other features
which allow users to contribute content or utilszecial networking to explicitly promote
content both internally and externally are low. it®surprisingly, users in 3 out of 9
websites which have blogs are not allowed to contre@nblog posts. These findings
suggest that although websites are interestedtiating a bi-lateral communication with
their readers, this is often delegated only toftmem and polls and to a lesser extent the
blog section. Furthermore, more traditional feadumecluding email based newsletters
and message boards are still very popular andatelibe importance of these features on
magazine websites. Finally, commerce is an extrngrimaportant part of a magazine
website and all 12 websites are functional in tegard, they all utilize various features
of this category extensively. Furthermore, all 18gawines in this genre (including non
functional websites) encourage users to subsaviltieet print magazine via the websites.

The results further hint at some discrepancies étwnagazines that target different age
groups and interests. The 6 magazines that werespetifically fashion and beauty

magazines and perhaps targeted family oriented wdfema, Red, She, Eve, Essentials
and Tatler), only 2 websites were fully functiofgftima and She) and 1 (Red) only for
commerce activities. In contrast, the remaining &gazines that were fashion and

beauty focused and addressed a wider range ofraugdley age, 9 websites were fully
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functional. Nevertheless, further research needseteonducted specific to this area to

further validate these initial findings.

When comparing the results of this content analysishe results of Wurff's (2005)
content analysis of the 13 biggest women’s magazinethe Netherlands, a different
pattern is noticeable. Wurff's (2005) study indesatthat only 2 of the 13 magazines
websites are fully ‘developed’ as of 2002, howewer does not elaborate on his
classification of ‘development’. As part of the sastudy, he conducts a content analysis
of the 10 largest consumer magazines in the Neih@sl in 2002. This second study
suggest that while 9 out the 10 magazines haveitggbsnly 5 offer content, 3 product
based commerce facilities, 2 communities (for comication between users) and 1 an
archive function with search opportunities. Hisuis suggest that only half the websites
of the 10 largest consumer magazines in the Neihasl offer content on their website
and only a few offer facilities like commerce (3)dacommunity (2). These findings are
quite different from the findings of this contemadysis, where although 11 out of 19
magazines have functional websites in terms ofedntll 11 offer commerce and 9 out
11 offer community features such as a message bddwete appears to be a large
discrepancy between this study and both the firglofchis study on women’s magazines
and to smaller degree on his findings on the ldargesnsumer’ magazines. The
discrepancy of results may be attributed both ®dhted results of Wurff's study and
perhaps the difference in the magazine industryhen UK and the Netherlands. The
difference in results further validates the nedgssi conducting contemporary research

on the influence of internet on mass media.

In conclusion, the content analyses of beauty asthibn magazines in the UK have
brought up interesting findings. The results intkcthat the magazine websites that are
functional, are widely utilizing certain contenttenactivity and commerce related
features, and to a lesser degree user focuseddsatdevertheless, the content analysis
also indicates that there exist large differencads/ben the magazines in both the number
of features available and how they each use thesdares to best suit the content. While

this content analysis has provided a good overatsome of the trends existing among
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the beauty and fashion magazine websites, thetseastd completely bound to the pre-
determined ‘units of analysis’. Thus, the next mectvill continue with the results of the
in-depth case-study analysis that should provideese comprehensive understanding for
a sample of 2 magazines to see how they specyfiatlize these features.
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/.EMPIRICAL STUDY 2: CASE STUDY ANALYSIS

Results:

The goal of this second empirical study is to datiiely analyze two magazine websites
to understand the specific usage of the featuiesdan the previous content analysis. As
discussed in the methodology section, the casey stndlysis will consist of 3 parts for
each of the 2 magazines. First, there will be mpmany and print magazine description.
Second, there will be a print versus website comparfor a specific category, .i.e.
fashion. By using the print magazine as a baseyilitbe possible to highlight the
uniqueness the web offers for similar content. dhihere will be a detailed analysis of
the previously identified notions of content, commty and commerce to see how they

are specifically used by the 2 magazine websites.

InStyle Magazine

Company/ Magazine Description

InStyle Magazine UK is owned by one of UK’s leadicmnsumer magazine publishing
group IPC Media group which itself was acquiredTtiye Inc, in 200%". Other fashion
and beauty magazines among the portfolio of IPCianedlude Marie Claire, Essentials
and Look.

InStyle magazine has a circulation of 178, 699 waittotal readership of 315,000 (IPC
Media®?). In the previously conducted content analysisaitks §' out of 19 magazines
within the beauty and fashion genre in terms altoirculation. The IPC media website
states that it has an up-market readership profile 79% percent of the readers coming
from the three highest income groups ‘ABC1’ who éawaximum expendable income .
It further states that in terms of media usage,aWerage reader spends over an hour
reading the print magazine. The magazine itselfbmnlassified as focusing on celebrity

fashion and personal shopping guide. The IPC medissite describes the magazine as:

31 Time Warner Incr, as retrieved on November 25.7206m
http://www.timewarner.com/corp/newsroom/pr/0,20&68881,00.html
32 |PC Media, as retrieved on November 25, 200/ fnttp://www.ipcmedia.com/mediainfo/instyle.pdf
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"... best magazine to help you optimise your persanéd.sAs an insider to the celebrity world,
In Style brings you access to all the best kegedgcrets. In Style is your personal shopper and
friend to the stars." (IPC Media, retrieved frdmtp://www.ipcmedia.com/brands/instyl@h
November 30, 2007).

The content of the magazine is divided into 6 nsentions as outlined in the table of
content. These are the Cover stories (stories oredi in the cover page), Features
articles (textual articles including interviews)adhion (mixture of product reviews,
interviews/articles, photo spreads etc), Beautyx{mne of product reviews, beauty
articles etc), What's hot (what is ‘hot’ in Decembecluding product reviews, parties
etc), Life and home (feature articles, food recipd) addition to the editorial content
there are extensive full page advertisements, eifgpadvertisement promotion section
at the end of the magazine, and a full page wedrtiry which provides the website of
different retail brands. Finally, there are adwamnents for InStyle print subscription
(and for other magazines owned by the same coipojatalong with full page
promotions of specific competitions for InStyle dees. There also exists a full page
promotional advertisement specifically for the i8twebsite.

The next section will continue with an analysigled section fashion in both the print and
the InStyle magazine website.

Print versus Online: 1

The InStyle print magazine has an extensive faskemtion. The fashion related articles
can be subdivided into 7 main types of articlesteHzach type of article will be briefly

discussed along with whether there exists an oclnmterpart.

1. Product Recommendations

Print Magazine Online Website

- Article highlight fashion trends and - Similar structure as print version
must buy’s as per the clothing/ - Selection of items by category (jackets,
accessory, trend or even occasion (Eg: dresses, shoes etc)
dresses, glitter, leather, parties) - Uses can browse through items by

- Visual based category, and once a category is

- Consists of pictures of the specific selected they can further view the items
item, its price tag, brand name and sorted by price
telephone number (of the company) - For each item, the respective price,

- Very commercial, aim is to highlight brand name, and date when it was
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and promote product

featured in the print magawmgven
- Users can further click on the item to
get a larger view of the same and als
click on “buy online” link upon which
they are redirected to the store where
they can buy the item

Chapter 5 Figure 1

Hot Buy section: InStyle Magazitiewebsite

all

product finder
Find your favorites, from
the pages of INStyle
fashion »

heauty »

Our pick of the most fabulous designer and high street buys to suit every budget
Eewae Sm O ernr

ﬁ Sortby: |- Please Select- [ Products per page: |8 B9

dloves Ll

hats

SCRrves
SR —

sl leather gaods = g - A
“sunglasses: LT R R/ '

watches =g A=

Details

Wiashed leather metallic belt, All
Saints £40. Featured in October
2007. Get Details

Details

Grey blue leather belt, All Saints £45
Featured in October 2007, Get Detsils

Details

Many patent leather beltwith sitver
metal detail. Reiss. £69. Featured in

mE

Details

Metallic bow belt, Anna Vince £150
Featured in Seotember

This particular category promotes particular pradugVhile the print version takes on

the form of product promotion, the website seemsstpport practical shopping

opportunities (See Figure 1 above). Although tlienmercial section in the website is

quite vast, it should be noted that for some categesuch as watches or jewelry, less

than 10 products were listed.

3 All images of InStyle magazine website were tafkem http://www.instyle.co.ukAs retrieved on

November 30, 2007
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2. Buyer’s Guide

Print Magazine

Online Website

Reader is given guidance on how to
‘correctly’ shop for a piece of
clothing/accessory

Article is a text-image combination,
where a small textual section is
accompanied by a photo display of
various pieces with their advantages
and disadvantage

Similar online ‘buyer’s guide’
Readers can choose from a list of ba
items (bags, shoes, watches etc) and
provided guidance on how to shop
correctly for these items (.i.e. the
essentials aspects one should consid
when buying a selected item)

Once an item type (e.g. watch) is
selected, an image gallery appears
where an image is presented on one
side and a short text is provided next

<z
(@)

are

er

It.

For this particular category, the focus of thecdetis product promotion along with some

buyer’s tips. Here again, the web version artisleleésigned to promote product sale as

for each tip, an accompanying product example ¢ahith link to product website) is

provided.

3. Celebrity clothing:

Print Magazine

Online Website

Numerous articles that highlight
celebrity trends or guide users on hov
to get celebrity look-alike clothes
One type of article titled ‘The Look
which shows picture of celebrity along
with details on the clothes worn
‘Celebrity Transformatiori® articles
which show a series of images

documenting change (along with shor

text on when and where the image w
taken)

Get Celebrity Look article (how to get
the look of celebrity at bargain prices

<

—+

Here, there is picture of a celebrity

Online counterpart for all the different
types of articles

‘The Look’*® consists of image
galleries of latest celebrity pictures
where the image is accompanied by :
small text including the brand of the
items worn

‘Transformation®’ articles also take th
form of image galleries; however the
focus here is on the transformation in
the style of the celebrity

Get Celebrity titled ‘Look for les&’
The section is structured slightly

52

different from the print counterpart.

34.35 InStyle Magazine, 2007 December, p 37.
36, 37InStyle Magazinehttp://www.instyle.co.uk/

3 InStyle Magazine http://www.instyle.co.uk/
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along with a short description on eact
item of clothing that is being worn.
Near the image of the celebrities are
images of clothing items that are
similar but much cheaper. -

—

Here fewer details are given on the
actual clothes the celebrity is wearing
and emphasis is laid on the cheaper
counterpart

For each replacement item, there is 3
short description along with the
possibility to get details. On clicking gn
get details, a bigger picture of the
product opens and there is a link to buy
the good online (whereupon the reader
gets redirected to a new website).

Chapter 5 Figure 2

Look for less section: InStyle Magazine

You don't have 1o be a millionaire to dress like g star. Check out our stylish
steals fo getthe calsbrity look you love. ' '

CAMERON DIAZ is the ultimate
California girl, with her caramel tan and
her laid-back, trendy clothes. Her jeans
and pretly top unifarm is comfy with a
touch of glamour and easy to emulate.
Steal her style with these high street
finds

- 1
White cotton smock
blouse, French

Connection, £55
Get Details

2
Dark skinny jeans, Miss
Selfridge, £30
Get Details

3
Gold pumps, LK
Bennett, £99.
¢ Get Details

MORE STARS

Naomi Campbel| »
Felly Brook »
Jessica Alba »
Penelope Cruz »
fishley Olsen »
Hicole Richie »
Jessicn Biel »
Guaneth Paltrowe e

As with other types of articles, while the printrsien focuses on brand promotion and

glossy images, the online articles are geared wsvaroduct sales. For the online version

of celebrity ‘Look for less’ articles, users cannmediately purchase the displayed

‘cheaper’ options (see figure 2 above) and can btswse through an archive of other

celebrity ‘look for less’ galleries.
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4. Fashion News:

Print Magazine Online Website
- Focus is on snippets of information on - Structured around image galleries
various topics - Updates on events/parties/products all
- Near equal emphasis on text and imgge in form of image galleries where image
where a single page is a collage of is on one side and text on the other
information on different items

Here, while the print version is a form of a cobaghe online version, like almost all the

other articles, takes the form of an image gallery.

5. Articles/Features

Print Magazine Online Website

- This type of article is an extended - No online equivalent
written article on a specific topic or
interview with a person/people

- Essentially text based and accompanied
with photographs

In the print magazine, the underlying commonaliggeen such articles is that the focus
is on the concerned person/event/activity and hehee article is text driven and

accompanied by visuals.

6. Personal queries:
Print Magazine Online Website

- User asks personal queries and is - No online equivalent
answered by a fashion expert

- Pure text based article with focus on
user- magazine interaction

This type of article in the print magazine is tddsed and emphasizes a personal

relationship where users are encouraged to askigngso the staff.
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7. Photo Spread:

Print Magazine Online Website
- Focus is on full page visuals, emphasis - No online equivalent
on art form
- Each photo occupies full page or even
2 pages

Similar to all fashion magazines, InStyle magazires photo spread section which

displays a female model modeling clothes/shoes..

Print versus Online: 2

For this part of the results, a single article basn selected that has an online counterpart
and a structural comparison was made between theeoand print versions of the
article. For the purpose of this analysis, theckrtiThe Look” was selected from the
December 2007 issue of InStyle UK.

The Look article in the print magazine is the fiasticle in the December edition of the
magazine and comes immediately after (not includaatyertisements) the table of
contents/editor’s note/staff contact informatiorg@s The article titled “The Look” has
the tagline “star style to inspire” (InStyle, 200écember, p 37). The article consists of
full length images of ‘stars’ taken from recent eigeor outings and the article in the
December issue is 6 full pages long, not includimegfull page advertisements that come
in between. In this article, there were 3 full pagwertisements that came in-between.
Each page consists of 3 or 4 full length imageewifale stars in vertical columns next to
one another. Under each image is a single lineexif tonsisting of the name of the
celebrity and the brand being worn. At the bottdneach page is a short text in the form
of a paragraph, which is a commentary on the cuiitd the makeup of the stars featured
on the page. (See Image 5, Appendix for a scaneesion of the first page of this
article) Furthermore each page dwells on a cettaame and the 3 or 4 images on the
page all follow the same theme. The themes usddded ‘sparkly sparkly’ where all
images in the page consisted of stars wearingkgpatothes’, similarly the remaining
pages in the article had corresponding themes {&ndpirit’, ‘a bit of ruffle’ etc). On the

bottom of the # thematic page and across the lower half of thegémaon the "
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thematic page, there is a little text box statifghéck out Look of the Day at
InStylemagazine.co.uk).

The online version of this article is titled ‘Loak the day’ and the link between the print
and online version of the article is sustained uflo the fact that there existed 2
references to the online version from the printsier of the article. This article is

permanently featured on the left side of the horagepof instyle.co.uk website. (See
Figure 3 below)

Chapter 5 Figure 3

Homepage InStyle magazine
) ) OI ﬁ B e 1S Pt sty co.ulinstyleuky

§7blog tools &Y Latest Headines & .thebigproject.co.ukib... & forex & qoogle reader [ClGoagle Scholar [Cleoogle Book Search G
Gstumble! | SyTikeitt & | Fsendto® () | Channel: (B 23 2 T & ol O i Favorites & Friends Tools &
1S fshley Olsen fashion | Ladk of the Day |.., .| 15 The UK's best fashion and celebrity... &)

InStyI g, Exclusive

sl s subscription of

TRENDS ~

LOOK OF THE DAY

- NOV 30, 2007
e s Ashley Olsen
7 xen

»
Ashley Olsen is
hip in a hlack
biker jacket and a
stretchy midi
pencil skirt.

More

Vote for
your pick!

WHAT'S HOT TODAY

Apart from the home page, the article can alsodoessed from the top navigation tab,

under the ‘celebrities’ tab. See Figure 4 belowahhilustrates the celebrity category in
drop-down mode.
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Chapter 5 Figure 4
InStyle UK magazine website- celebrities categanedrop down mode

PARTIES ~

laok of the day

LOOK OF 1 celebrity news

SATC preview

star mums

tiging fashionistas
stars in Yalentino
best dressed couples
celebs gogreen

look for less

transformations

star secrets

cover girl

The article in the web version is titled ‘look dfet day’ and the article is updated on a
daily basis. The article itself consists of a senfylll length photograph of a celebrity; on
the right side of the image is the title which mens$ the date, the name of the celebrity
and the brand name of the product. Under theisiti short textual commentary on the
outfitymake-up and location where image was takemther, under the title and text are
small images of all celebrities’ featured in theok of the day’ article for the particular
day. Each small image can be further clicked, uptich a new page opens where a
similar format is presented for the celebrity (ireagtle and short commentary). (See
Figure 5 below)

In the lower part of the page is a poll, where oae vote on the most appealing look of
the day from all the celebrities featured on tratipular day. Once a person participates
in the polls, the results are provided along wittalt number of poll takers. Furthermore,
for each day, there is a pink star located overoinfthe featured celebrities which
indicates the editor's pick of the day. This pdilimspect is an important form of
interactivity as it allows the reader to commurecatith the content and also see the
opinions of fellow readers. Users can also brothseugh all the previous looks of the

day via a vertical side tab on the left side of tfeme which mentions the date, the
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featured and pick of the day celebrity. Finallgwers can also “see all looks” via a slide

show, where all the pages refresh automatically.

Chapter 5 Figure 5

lcons: Look of the Day- Article on InStyle UK Website
E\/Imall I E-mMAIL g% S FRINT I"IEXt |D'Dk 3
. Y NOV 30, 2007 MOV 30, 2007
Print ; Our Pick * Ashley Olsen
ASHLEY OLSEN in Rick Owens and Calvin EJ'uns.nne Maore
Klein tdargherita Mizzani

MMaggie Gyllenhaal

Ashley Qlsen was hip atthe grard re-opening of The
Mew Museurn on The Bowery in Yew York City in a Rick

Owens biker jacket and & stretchy midi pencil skirt by NOV 28, 2007

Calvin Klein. Kerry Washinglon #
Keri Russel
See more Ashley Olsen Lily Allen

Sarah Jezsica Parker

MOV 28, 2007
Ashley Thandie Jdulianne  hargherita Maggis Eva Green
Olzen Mewton Moare MISSOnI Gyllenhaal Sienna Miller

'r

Aoyness Deyn
Micole Kidman
Micky Hiftor

NOV 27, 2007
Wanessa Paracis &
Micole Richie

L...

f)\[HLRRGE QENLHRGE q:NLHRG: ["\:NLHRGE C‘FHLRRI

. Micole Kidman
Other featured celebriti€s Rachel Bison
from the day, you can Your Pick A S
. . MOV 26, 2007
click to get details 34% mm P i
Margherita Missoni Sarah Harding
Thandie Hewton Fergie
Julianne Moore BEhECps a2
POH Resu lts’ Maggie Gyllenhaal See All Looks
Total poll = — v |
9 votes were cast in this poll * indicates Our fick
takers

The celebrities featured on
earlier ‘look of the day’

articles. . Pink star indicate$
the ‘editor’s choice- winner

In addition to the above, users are allowed to Enmatant message (IM), and print out

the current day’s article. These three featurepegsented via an icon at the top of the
article page. When one clicks’ on the email icomeav page opens where users have to
fill out their own and recipients email addressnglavith an option to add a message.

Similarly, the instant message icon indicates th#te user is currently using any chat
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function such as MSN messenger, ICQ, the readesiogply drag and drop the icon onto
an open chat box and the recipient will receive dhigcle as an image file. By print
option, the article appears in a print-friendlyrf@t. All these features enable the readers
to spread the selected content within their sadrale, and can be considered a form of
‘word-of-mouth’ advertising for the website. Itaild also be noted that a number of
these above mentioned features capitalize on thidy*daspect of this article which in
turn encourages readers to come regularly. Furibrerneven the print version of the
article emphasizes the ‘daily’ aspect of the welsiom of the article “Check out Look of
the Day at Instylemagazine.co.dkand thus, uses it as an effective form of crossiane

promotion.

The previous comparison of the print and onlineswer of InStyle magazine has
highlighted a few key differences in the presentatf similar content in the 2 media. At
the most basic level, the data suggests that tleeoversion is indeed more image based
with less emphasis on textual articles. The mostrmon formats of articles online are
image galleries of products and people, while the based articles are generally topic
specific ‘news’ snippets, often accompanied by iesad@dther text based feature articles
that document an issue or event are rather fewfanaetween, but this can be explained
to a certain degree by the fact that the focus@imagazine is indeed fashion and beauty
which is perhaps more conducive towards visualerant

Coming back to the print version, while it is aiseage focused, there are quite a few
textual articles including interviews and featues different topics. It should also be
noted that the physical dimensions of this pringazne are also somewhat unique (11.8
x 8.9 versus 11.4 x 8.5 for Cosmopolif3n This rather large size allows the readers to
see imagery in greater detail. When contrastirgpifnysical dimension of the print and
online version, there is no doubt that most ofithages in the print version are of higher
resolution and are also bigger relative to the sizbe page one is viewing. Hence, while
in the print magazine, an image can occupy theesptige of the magazine, the size (and

quality) of the image in the online version is lied due to restrictions imposed by

3 As quoted in InStyle Magazine- UK, December 2Q488.
39 All measurements in inches.
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internet connection speed and website design. Tihting presents an interesting
dilemma indeed, as on the one hand, the print niagazovides opportunities for higher
resolution images, and on the other hand the welbsiés imagery to a greater amount.
This dilemma can perhaps be explained by the Fattthe print version is perhaps more
appealing visually and designed to be browsed titrdeisurely. Hence, readers who do
read the magazine expect to get the highest qualdges. Reading the magazine online
on the other hand, is more difficult, therefore Whebsite uses visuals along with other
interactive features to gain the attention of #sder. Most importantly, the website also
serves as a shopping portal and imagery for thipqae is absolutely vital. It, thus,
would appear that while the print magazine usesalésto appeal to the senses, the
website uses images more out of the necessityinfdm on the internet media.

There is a good amount of cross-linking betweenleforms of media as evident from
the promotion of the website in the print versiow dahe online advertisements for print
subscription. In particular, one can see promobtbithe website at the end of various
articles in the print magazine and also a full pdgdicated to same. It is interesting to
note that while the promotional content in the prarsion explicitly refers readers to
advantages (see video or ‘daily’ news), the cradsng of the website to the print is
largely delegated to the subscription offer. Thasadsuggest that the website is designed
to be both a supplement to print readers and alsonéine platform for recruiting new
print subscribers. Furthermore, given that the rmmgadoes spend a large amount of
resources in regularly updating the website alonth wroviding various web-only
features, it seems obvious that they consider @igsite a substantial asset.

One of the most interesting results from the comsparbetween the two media is the
emphasis on direct shopping on the magazine welitde this of course goes hand in
hand with the fact that direct shopping is immealiapossible via the internet and not so
via the print version, the emphasis on product cense on the website is interesting.
When looking at the results of the cross media amapn for the category fashion, the
online version appears to provide product comménte to third party websites at all
possible opportunities. Hence irregardless of wdretlthe article is a product
recommendation, buyers guide, celebrity clothingewen fashion news, the articles

generally take the form of image galleries where pihoduct is described and links to
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external websites provided. This further suggektt product commerce is indeed a
major goal of this website and probably a sourceegénue (via commission fees). This
emphasis on direct shopping is indeed unique towtble and is an indication of how
magazine content has been adapted to suit the tadyemnof the new media.

Finally, the previous analysis and especially thedepth analysis revealed that the
InStyle website is very interactive in terms of finks it provides both externally and
internally. Apart from the external links to prodweebsites, the website facilitates the
printing of articles and sharing of articles betwessers via chat function. Furthermore,
as mentioned earlier, there is a very good linkagtem between the print and the online
version which in turn increases the number of usethe website. Similarly, there is a
good linkage between content internally. Furtheendhe website itself is easy to
navigate through. While The Look article is easibcessed in the print magazine via the
table of contents, it is also easily located invebsite both via the homepage and the top
navigation bar (under the tab-celebrities). Theurckavigation of the website is indeed
extremely beneficial for readers. The in-depthlysia has further revealed that this
website uses various interactive features to catlgtanaintain user engagement.
Features like the polls and archive maintain a @origlialogue between the user and the
content which is again an advantage of the intemestia.

While this analysis has provided an in-depth urtdeding of presentation of content on
the two media, the next section will continue vilie analysis of website only features.

Web only Analysis

As previously discussed, the in-depth analysishef magazine website will follow the
same structure as that of the content analysisehememphasis will be paid on those
features that were not discussed in detail before.

1. Content

The InStyle website has an extensive external a#aly system. The website allows
readers to access content via RSS feed whichitdrspl 2 categories: celebrity news and
parties. Users can choose to get either or botiheofeeds via an RSS feed reader. As
illustrated in the content analysis, the RSS feads partials and hence users get
redirected to the website if they would like toddhe entire story. Users can choose to
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also get information as newsletters via email, hegain they can choose between the
above mentioned categories. There is no specifitecd available for mobile devices

including cell phones or PDAs (Personal Desktopigiaat). In addition to these

features measured in the content analysis, the/lm8tebsite allows readers to send or
distribute the online articles via email or InstdMessaging. Each article also has a print
friendly version which enables users to print dwg selected article. All these different
features indicate that InStyle magazine supportexa@nsive external navigation system
for its users including the opportunity for conteéatspread via a user to user network

which could potentially work as form of word of ntbunarketing.

In terms of internal navigation, the website hadear category based navigation system.
As can be seen in the above images, the websité tdagp down menus (party, celebrity,
trends, hot buys and video) in the top navigatain (See Figure 3 in this chapter). This
clear navigation is vital to enhance a user’s adrand experience of the website so as to
prevent a feeling of being overwhelmed by data. Website does not allow users to
register their individual profiles. Subsequentletsscannot bookmark articles for future
reference or personalize the content of the websitading viewing other user’s profiles
etc. There is also no option for users to browseuiljh user-generated selection of
articles, .i.e. there is no category for most papalmong readers. This result is quite
interesting as although there are features thahpt® a one-on-one sharing of content
between users, there are no features that supgodial networking distribution of data.
Similarly, the website does not allow users to peatize the content of the website but
rather provides a universal interface that is éasavigate through.

There are various hyper linking features presertherwebsite. For any given article that
is being read, a multitude of links are providedtioer articles that are similar in content
or maybe of interest to readers. These includeslioksimilar articles on different topics,
more articles on the particular celebrity or pradihnat is being viewed etc. Hyperlinks
are also provided to videos where available onlamtopics (E.g. video to an interview
with the concerned celebrity). There are also esehyperlinks provided to other
magazines, specifically to Marie Claire and Now [lzige which are all owned by the

same media corporation. Just as a good navigaystera allows a reader to get a grasp

103



of the content of the website, a good internaldié system elongates the period a reader

can spend on a website.

In terms of the category content interactivity, tebsite is updated on a daily basis. All
the latest news from various subsections includiegss, video, ‘Look of the Day’ is
highlighted on the home-page of the website. TipiscHic article type as discussed
previously, focuses on providing the latest cetglsiyle on a daily basis. Image galleries
are extensively used on the website, and from edatle, where possible, there is a link
to an image gallery where users can browse throughes via an automatic slide show.
The website also has an exclusive category forogda the top navigation bar in the
website (See Figure 3 in this chapter). The videgepconsists of Podcasts and exclusive
videos. Podcasts here take the form of an InStlenglist giving commentary on a
particular topic, exclusive videos are video’s tedaexclusively by the InStyle magazine
for usage on their website. The videos include btage access to fashion shows,
interviews, fashion show highlights, make-up tigashion week highlights etc.
Furthermore, there are also video’s available ahithd the scene’ cover shoots of the
magazine. For instance, the cover of the printigaref InStyle Magazine January was a
feature on actress Jessica Biel, the video sectmnded a video on the shooting of the
cover page with Jessica Biel. This video was prechdioth on the home page of the
website as well as in the print edition of the nzge. There is no embedded contént
available in the video section. The video aspedhefwebsite is indeed promoted and
given importance both through its being assigneg@arate category and with it being
linked to other articles in the website and thatpedition.

Blogs as written by InStyle professionals are @gailable as a separate category on the
website. Users can browse through the various asisr by ‘most recent’ or ‘all posts’
and allowed to comment on the post. Users can camnmighout signing up with the
website, they must enter their name, email addaéssg with the comment and the
comment is immediately added to the bottom of theg lpost. The ‘blog’ aspect

however, does not appear to be an important patteofvebsite as the number of blog

‘0 Embedded content indicates content that is hastealthird party website and legally embedded finéo
website (E.g. a video from Youtube, BBC etc).
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posts are few and irregular. Given that users koeved to easily comment on blog posts
suggests that the blog is used a platform to prenmdbrmal conversation between the
magazine and its users, however the lack of comethie blog section shows the lack of
dedication to this aspect of the website.

Finally, there is also a separate category for citipns where users must fill out
details, answer a question and participate in thpetition. These competitions are
highly promoted both on the homepage of the welasitk the print magazine itself. In
fact, print readers who want to participate in cefitppns are directed to the website

itself or can optionally send a text message \eantiobile phone.

2. Community

There are no community features available in tewhsuser to user contact, .i.e.

forums/message boards or chat rooms. The websigdes various contact details for

staff and personnel but there are no featuresabltaifor contact with magazine staff for

content related articles (E.g. Asking personal tiaes, published letter). There are

features that allow users to contribute conterthéowebsite. Users can submit content in
the form of photographs for specific section calfédur Style’. Here users can submit

pictures of private parties or events along witpticas that can be viewed by other users.
Other users are not able to comment or rank eitiser-submitted or InStyle website

articles (except for commenting on blog). As ddsanliin the previous section, there are
also various polls users can participate in ifries¢ed. The lack of community features
further corroborates with the previous data on le@bsite personalization features and
suggests that the website is indeed focused onginagna universal interactive website

rather than a platform for users to communicaté wéch other.

3. Commerce

InStyle magazine supports all the features preWodsscribed in the content analysis. In
particular users are allowed to shop via the wepsitit for the actual purchase they are
redirected to the website of the actual product WMebsite has an exclusive category for

commerce accessible from the top navigation tathéenwebsite (See Figure 6 below).
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The category in the top navigation bar is titlecdbtHBuys’ and is a drop down menu,
which has 5 subsections.
Chapter 5 Figure 6
Hot Buys- commerce category

TRENDS ~ I VIDEO ~

chriztmas gift guide
fazhion
beauty
best heauty buys
buyer's guides
wardrobe staples
competitions

subscribe

The first sub-section titled Christmas gift guideai seasonal category listing gift options
in a variety of categories (gadgets, householdymtsdetc). The'?, 39 and 4" categories
are items for sale in the domain of fashion andubeteatured as per category. TH& 5
and 8" category (buyer's guide and wardrobe staples)texe based image galleries
where the magazine provides advice along with eesponding best case product. These
features along with the findings from the cross membmparison clearly indicate that
product commerce is a substantial part of the viebsi

The InStyle website also has banner advertisenteatgromote print subscription to the
magazine (along with a gift incentive). Similarbl] videos in the website have a short
banner promoting the website before the start, alhdmage galleries have banner
advertisements for the website placed intermityebétween images. There are alsb 3

party banner advertisements in the website.

This in-depth analysis of the features and tootwided in the InStyle magazine website
has provided an interesting perspective of how plaiticular magazine tries to enrich a
user’s experience of the website. On the one htwedyebsite has excellent external and
internal navigation systems. Users are providel wihumber of features that allow them

to access and spread the content of the websigepiiht version also links frequently to
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the online website and directs users there foizirtg the various internet media friendly
features. Similarly, internal linking between cemit is very strong and users can
navigate through the website in a systematic ahdtive manner. There is interactive
and updated content available via videos and ingadleries. Finally, the commercial
aspect of the website is extensive both for produadtprint subscription

On the other hand, the website does not allow $ersito customize their experience of
the website as users can neither maintain a pnofilesave stories etc. The ‘community’
aspect is also not a focus of this website as ussreot communicate with each other.
These features together with the lack of dedicatmrthe blog section indicate that
although the focus of the website is on providimgaging content, the process itself
remains a one-way communication with the readeencH it appears that the website
pays just lip-service at creating a personalizechroanication paradigm but is in fact
merely broadcasting information, albeit in an iatgive presentation. Given that the
magazine is a fashion and beauty magazine withaitmeof providing guidance on the
same, the clear focus of the website is also teigeovisual and interactive content for
the user with a focus on product shopping. The webthus, works as a supplement to
the magazine and acts as a platform for usersdp ahd also peruse the internet media

friendly features such as daily content, video iamage galleries.
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Cosmopolitan Magazine

Company/ Magazine Description

Cosmopolitan magazine is owned by the UK subsid@ryHearst Corporation: The
National Magazine Company. Other women's fashiah lz@auty magazines owned by
the corporation are Harper's Bazaar, She, Compashyema. The same corporation also
owns a digital media subsidiary called 'Hearst @igiwho is responsible for the creation
of the UK based Hearst magazine websites. Cosntapatiagazine has a circulation of
450,952 along with a total readership of 1,730°h0@ the previously conducted content
analysis, it ranks 2nd out of 19 magazines withslieauty and fashion genre in terms of
total circulation. It has an up-market readershigfife with approximately 62% of the
readers belonging to the three highest income gréABC1' who correspondingly have
maximum expendable incorhe

Data from the Hearst Digital websiténdicates that Cosmopolitan website has 100,000
unique visitors a month who together browse throigh million web pages. In other
words, the average user browses through 15 welspsagevisit. The average age of the
visitor is 25 years and similar to the print magazithey come from the top 3 high

income groups ‘ABC1*

The National Magazine website states that the bstatément of the magazine is:

"To celebrate fun, glamour and a passion for &fg] inspire young women to be the best
they can be. A magazine for Fun, Fearless, Females.

The content of the magazine as evident in its tableontent is divided into 7 sections.
These are 'Cosmo News' (latest monthly news orriatyaf topics), 'Celebs’ (celebrity

related content), 'Love, sex and success' (relstipnarticles, personal queries), 'News
and real life' (real life inspirational storiedfashion and Beauty' (product information,

personal queries, photo spreads), 'Health', angh'@ad Careers'. Cosmopolitan also has

*I National Magazine Company as retrieved on Noverabe2007 from
http://www.natmags.co.uk/index.php/vl/Cosmopolii#289

2 Hearst Digital, as retrieved on December 1, 200 http://www.hearstdigital.co.uk/
3 Hearst Digital, as retrieved on December 1, 200 http://www.hearstdigital.co.uk/
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a reader feedback section, where readers can préegdiback on the editorial content of

the magazine. In contrast, InStyle magazine doebanee this section.

As with all other consumer magazines in this getimere are a large number of full page

advertisements, along with a specific advertisenagent classified section at the end of

the magazine. Apart from the editorial and 3'rd tpaadvertisements, there exists

promotional material for print subscription to thragazine and other magazines owned

by the same corporation, as well as a specialrgffromotion to cosmopolitan readers.

Finally, there is also a specific full page proroatior the cosmopolitan website.

Print versus Online: 1

The fashion section of the Cosmopolitan print magazan be subdivided into 7 main

types of articles.

1. Product recommendations

Print Magazine

Online Website

Similar to InStyle magazine, focused
around product recommendations
Visual based and each article revolve
around a particular theme/clothing sty
(dresses, bags etc) or occasion.
Structure is full page article in collage
style, filled with images of products
along with product information

- Extensive online equivalent.

- 2 types of product recommendation
article

- First: ‘Cosmopolitan boutique’. Users
can browse through a variety of
products through an online boutique
which features various clothing types
(.E.g. Tops, trousers, dresses etc)

- Users can browse through items in at
interactive manner

- Second: ‘Cosmo Shops’ where editor
selects 10 fashion favorites revolving
around different clothing types.

- This section is a more true to form
alternative to the print version as
products have been hand picked

—
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Chapter 5 Figure 7

Cosmopolitan Boutique- Fashion Product recommeadatategor$

Click an item Similar items appear Shop!

CATEGORIES

. ‘ STYLEBOP.COM

Black Crystal Buttan Blazer

£EUR1,059.00

The above image is a snap shot of the cosmopdibatique, here users can click on a
particular category (tops, jackets etc) and a gumages opens. When the user hovers
over a particular item, that item opens in a lafgemat on the right, along with product
details. Furthermore, on clicking on any item ie tiroup image, the other smaller items
are replaced with those that are similar in styleajor.

Similar to InStyle magazine, the print version loé farticle is a form of brand promotion
while the online version makes this into a dirdobEping experience. The first type of
article online, the ‘cosmopolitan boutique’ is matha shopping catalogue with a vast
collection of products. Nonetheless, both onlinetises work as a marketplace for
products where users get product details and atbnthe original website where the
product can be purchased.

“ All images of Cosmopolitan magazine website wake fromhttp://www.cosmopolitan.co.uk/
as retrieved on December 3, 2007
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2. Buyer’s guide:

Print Magazine

Online Website

Similar to InStyle magazine, focused
around a buyer’s guide

More textual than the previous ‘produ
recommendation’ as users are guide
on how to shop correctly

Although the article is again product
based, the focus here is on giving sty
advice to users

ct
)

le

Similar online article
Users are guided on ‘how to....wear 4
belt/skinny jeans etc’

Structure is in the form of image
gallery with short textual advice on the
right and image of ‘ideal’ product on
the left

The buyers guide is also a product commerce relastelgory that is used by both

InStyle and Cosmopolitan magazines. The differeneaveen the previous and this

section being that this section is more textual ganidles readers on how to ‘correctly’

shop. While the print magazine often has one sutieain this category, in the online

version users can get advice on a variety of agion different topics. Nevertheless, the

textual data in the print version is more subsértian the online version, as the online

version focuses on providing different imagery.

3. Fashion News:

Snippets of news

Equal emphasis on image and text
Articles consist of images of a produg
or celebrity, along with a text on the
same.

—

Online version is also about Fashion
News and is image or text based
depending on the topic at hand.
Some articles take form of image
gallery while others are more textual

This type of article provides equal balance on ienagd text. In the online version, the

articles are either in the form of image gallenesextual articles where they describe the

particular event/occasion or product in somewhé#ilérhis is in contrast to the InStyle

website news section, where irregardless of thectap hand, the news is always

presented in an image gallery format. This diffeeerbetween the two magazines

highlight that InStyle website is indeed very muolkused on imagery and all online

content is restructured so as to fit this formahilevthe Cosmopolitan website also

provides ‘news’ which is more textual.
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4. Photo Spread:

Print Magazine Online Website

- Focus is on full page visuals, emphasis - No online equivalent
on visuals and imagery

These articles are full page photo spreads focuming model displaying clothes.

5. Personal queries:
Print Magazine Online Website

- User asks personal queries and is - No online equivalent
answered by a fashion expert

This type of article takes a question and answen&b. In the same page, other products
are featured that perhaps solve certain usersdiagtiiemmas (E.g. Boots for different

styles, a ‘fashionable cell phone’).

6. Articles/Features:

Similar to InStyle, the print version of Cosmopatithas a number of textual articles that
both directly and indirectly address fashion redatepics including interviews, feature
articles on events, and topics etc. These arti@lesalmost exclusively textual and are
only supplemented by images.

There exists no online version of this type ofc&ti nevertheless there are a number of
shorter articles which include the typical ‘top(Bie top 5 products/solutions etw) ‘how

to’ format. While these articles are text basedytare much shorter in length and cannot

be considered an online alternative to print ascl
7. Celebrity clothing:

This rather popular type of article is a guide @mwho get similar clothing as seen on

celebrities or models for a cheaper price (no @néiquivalent).
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Print versus Online: 2

For this part of the results, a single article basn selected that has an online counterpart
and a structural comparison made between the oafidegrint versions of the article. For
the purpose of this analysis, the article “Ultim#¢emen of the Year Awards 2007” was
selected from the December 2007 issue of CosmapdliK.

The print article was an extensive feature artarlewomen who had won award of the
year 2007 for various categories both in the ‘réiéd’ and ‘celebrity’ genre (‘Ultimate’
campaigner, businesswoman etc). The article wasqexd both on the cover page of the
magazine and was also specially mentioned in thle tf contents of the print magazine.
Nevertheless, there was not a single mention inptin@ article of the supplemental
information available on the same topic on the webs The article which features
profiles of the 18 winners in various categorieasists of 20 pages (with 13 full page
advertisements in between). The article was &traed as the following: each winner
had a single or double page profile dedicated 1 \Where the text was superimposed
with an image of the award winner. The text portadreach winner focused on why the
winner was selected, a ‘cosmo’ moment (an excegtitimng she did), the winner’s

philosophy on life etc. (See Image 6, Appendixdcanned picture a winner- profile)

This particular story has an entire subsectiorhenwebsite with various types of articles
dedicated to the award ceremony of the event itSgiis particular article specific
subsection was promoted on the home-page of thsitgedind one could further access
it, by clicking on the ‘in the know’ tab in the tapavigation bar and than the ‘Ultimate
women of the year’ section on the left hand sidthefpage (See Figure 8).
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Chapter 5 Figure 8

Ultimate Woman of the year- location in Cosmopolit&ebsite

Have an accCident

home  sex &relationships  confessions  centrefolds chat  fashion  beauly  fife coach  cosmo body = inthe know galleries bored

Sat & Dec 2007 | You are hare: Home » In the know > Fun Fearess Female Awards [ Saarch

[ vews> | tiogss | onat~ [RRVERTRGRAR

Click on the links belovw to see our latest reader chat
He's my friend, should i go for it?

I've heen friends with this quy, <, for nearly two yesrs
and we have abveays had such a laugh

Postad by ThisisMe 07 Dac 2007 11:11FM

GOSSIP
COSMO'S ORILINE GIFT

ADDRESS BOOK,
COSMO NEWS

Micky Jackson
CELER GOSSIP Hey, Is Michael Jackson on the X-Factor this year? If s0
YOUR FAVOLRITE wehen? Tax
PRODUCTS Fosted by mel 07 Dec 2007 10:27F M
CAMPAIGHS Housemates
STAY SAFE Hey, was just wondering if anyone had any advice on
hovy to cope with house sharing. | love the.
m Posted by Miss$ 07 Dec 2007 05:25Fht
ULTI MATE WOMEN Wardrobe clearout
SR Hieveryone ) Had a day off from work today and clesred
|mayaan | OF THE YEm 2007 ot my vardrobie of Stuff i dont wear
—— Fosted by aimeeloves. . 07 Dec 2007 04:24FM

[ remember me

[Fresse selectboss ]
f:;ii‘f:;j““‘””“’;' ULTIMATE WOMEN OF THE o ‘

Looking in detail at the particular section, there 6 types of articles included in the

‘Ultimate Woman of the Year Award’ section (See g 9 below). The first article
titled ‘The Party’ links to an image gallery wheargers can browse through a selection of
images that document the actual award show. Usersllbwed to print the article by
clicking on the print icon and if they are registrusers, they can email the article to
other users. Links are also provided to other imga@éeries. The second article on the
topic was titled ‘video’ and consisted of a videotbe award ceremony. Here again links
were provided to the other articles on the awamgroeny. The third article was titled
‘And the winners are’ and linked to a page whichtamed a simple list of winners, and
links to other articles on the award ceremony. ficheth article titled ‘the real heroines’
was an image gallery with accompanied text on difiereal life winners. Nonetheless,
given the format of the article, the textual datavied was limited. Like other image
galleries, users could print/email the same anddceae hyperlinks to other galleries.
The fifth article titled ‘Cosmo’s ultimate women tife year 2007’ was basically a short
report on the event and covered issues like theboéies who attended along with what

they wore. The last article on the topic titled f-damous and fearless’ was an image
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gallery on the different celebrities who attendieel €vent accompanied by short texts on
their attire. The image gallery as before was agzoed by the usual features (print,

email and hyper links).

Chapter 5 Figure 9

Sub-category: Ultimate Woman of the year

ULTIMATE WOMEN OF THE
YEAR

Follow the progress of our annual search to find the
ultimate wormen of the year

The party
The celebrations caried on.. and on
See more

s Cosmo Awards Video
i The Ultimate Women ofthe Year
2007 Read more

7 & “_.

TOYOTA

¢ Cosmao's Ultimate Women
' & of the Year Awards 2007

Katie Price and Leona Lewis scoop

.y awards Click here!

Fun, fearless and famous...
The celebs were utin farce at
Cosrmo's Ultimate Wornen of The
YearAwards 2007 Click here!

| And the winners are...
B Click here to find out Read more

The real heroines...
2 Ordinary wormen leading estraordinary
" lives See more

The variety of articles that were provided for reiadbased on this single event is a clear
indication of how content in a print magazine cam dupplemented by data on the
internet media. On the one hand, the website allowsisers to browse through image
galleries and videos, on the other hand time-@iiticformation can also be uploaded on

the website for immediate reach to the users.

The previous comparison of the print and onlinesicgr of Cosmopolitan magazines has
highlighted a few key differences in the presentatf similar content in the 2 media. On

the one hand, while most fashion related articleine are image dependent, there are
also a number of articles that are text based.rGilvat cosmopolitan magazines covers a

range of topics including relationships, health amik apart from the beauty and fashion
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segments, most of the articles on the former topiestext based. Nonetheless, as it was
previously noted, even these textual articles hogtsn length and are not comparable to
the written articles in the print magazine. Furthere, ‘news’ based articles which
always take an image gallery structure in the IleStyebsite, are more diverse in this

website and include ‘textual’ snippets of news.

Commerce is an important feature of the Cosmopolitabsite, especially for the beauty
and fashion segment. Here users are provided bdth am interactive marketplace
platform as well as given advice through more takttecommended product’ guides.
Thus similar to the InStyle website, this websisesithe advantage of the internet media
by integrating various direct shopping features. iAteresting feature of the website is
the presence of a centerfold section where usersable to download high quality
screensavers and desktop wall papers. This featlloe's users to download high
resolution images and further print them, whichhpgs brings the experience of viewing

images online to another level.

An important finding from the cross media analysas the relative lack of cross linking
between the two media. While there does exist lgpage promotional advertisement of
the website, along with the website title giverttad bottom corner of each page, there
exists no connection between individual articled Hre website. For example, there was
no mention of the only supplemental informationikde online for the ‘Woman of the
Year award ceremony in the print article, and omtyanalyzing the website itself, was it
revealed that there was an abundance of interattfeemation available on the same.
Thus while the print article provided substantedttial content on the award winners, the
website was used to provide fresh images, videdsaws from the event itself. This in-
depth analysis clearly highlighted how the 2 mexdia be used to compliment each other

and create a fuller experience for the user.
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Web only Analysis

1. Content

Cosmopolitan has a relatively limited external gawion system as users can access
website content primarily via newsletters. Oncettua website, users are provided with
features including a print and email option. Usars however only allowed to email
articles once they register their profile with tebsite. This is in contrast to the InStyle
website, where users are not given an option tistexgheir profile and hence all features
in the website are available to every reader. @ata suggests that Cosmopolitan website
is strongly trying to create a community aroundbitand where readers must in a sense
‘join’ the community in order to fully participatdn terms of inter media linkage,
although the print magazine does have a full pagenption for its website and also
mentions the website in the bottom of every pagmai(rthe page number), there is no
explicit linkage between individual articles ance tivebsite. InStyle magazine on the
other hand, explicitly links individual articles tbe website and hence heavily promotes
the website as a source of supplemental materthktprint version.

In terms of website navigation, the website doewide an outline of what is contained
within. Users can navigate through the website ihiexarchical manner via the top
navigation bar (See Figure 10 below), however titkvidual tabs on the bar do not have
drop down capability. Hence in order for readersitderstand what is contained within
each of these tabs, they have to click on it ameé\a page reloads for the selected tab.
Furthermore, a few of these top navigation tabsamewhat obscure in terminology and
hence first time users could be potentially confuse to what they indicate.

Similar to InStyle website, the home-page of Cosofitgn serves as a gateway to the
content of the website. Apart from the above mewmibnavigation bar which serves as a
hierarchical method to browse through the website, homepage highlights the daily
content as well as provides links to special afiql.i.e. Woman of the Year). What is
perhaps quite fascinating is that the homepage m@misades dynamic links to the latest
blog, news and chat posts (See Image 10 below)pigsence of this ‘community’ links

on the homepage suggests the importance of thega@at on the website.
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Chapter 5 Figure 10

Home page of Cosmopolitan Website

Top Navigation Bar
with individual tabs

Special article (Woman of the ye

N

& BARCIAYS Barclays Health Cover Plans

Getaquote ©

from just £6.80 a month

home  sex &relationships  confessions  centrefolds chat  fashion  beawty  life coach  cosmo body

inthe know  galleries

Sat 8 Dec 2007 | You are here: Home » Home Fage

'

| STELOGN |
user name Ciick on the links below 1o see our test reader biogs Latest b | Og ,
|mayaan ADNE NEEDED (Men advice) (:
= ey wel there is this lac wha | reslly e ot callege and
paeward o
S we heve recently stried 1. news an
™ By ). 5.5 Dec 09, 2007
Flracmmeam Wy itle world —> Ch at posts
Sign in Okay 50 he didnt come 1o my xmas party. He didrt turm up
an my doarstep wih flawers and an..
By Congettura Dec 08, 2007
forast your password? B
member hel Satistaction
ASAAASARBHHHHHH Im sick of t why the frigin hell
atert we ever satisfied? | swear vou
JOINCOSMO TODAY (= By Iteruptad Dec 09, 2007
Let it snow, Let it snow, LET IT SHOW!
[ o

Vive in & beautiful town close to the mountains and | have
been wating, vatching and praying
By MicroBlonds Dac07, 2007

Ultimate Women of the Year More blogs
2007 with Olay

Daily
news

In terms of personalizing the internal navigatitve website is very strong as users can
save stories/blog posts to their profile. Usersase encouraged to directly contribute
towards the content of the website through sectgrch as ‘favorite products’. Here
readers can upload information on their favoritedpict, rate it and browse through other
favorite products of users on various categoriesokb, music, beauty, fashion etc).
Finally, there is a strong linkage system as dltlas provide links to relevant internal
and external articles.

The website has extensive interactivity featureducing daily updates, various image
galleries and a few videos. However, there is numaisge section for videos so readers
can not directly access them, but rather stumhiesadhem while reading other articles
(as in the case of ‘The ultimate woman of yearickes). Nonetheless, these videos are
few and far between and their presence is not esigdthin the website.

The website has an extensive blog section, acdedsath through the ‘chat’ and ‘bored’
top navigation tab. An interesting aspect of tleist®n is that these blogs are written both
by an editorial staff and regular users. In a setise cosmopolitan website serves as a
platform for users to blog about different issudence any reader can create their own
blog and communicate with other readers. In thg slection, users can browse through
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the latest blogs, most active blogs, rated blogss{rhighly rated blogs) and finally by
‘Bloggers Lists’ which is a list of all active blggrs on the cosmopolitan website.
Registered users can comment and rate all blog pasth again facilitates a two way

communication between the various writers.

2. Community

In terms of community, there is a specific mesdaggrd function where users can post
an item and get replies from all other registersdrs. Once a person enters the ‘chat’
room which is actually a message board/ forum, taychoose from a variety of topics
(Beauty, gossip, general etc) and starts their omessage thread. Users that are
interested in the topic, must go to the starteéatirand can reply to the same. The
previous mentioned blog feature also serves aairiuhction for the community aspect,
however the difference between the two is whilelilug allows users to write ‘posts’ or
lengthy articles, this ‘chat’ function is rather apportunity to discuss a problem or
dilemma. Similarly, there are a number of other oamity oriented features including
polls, quizzes etc.

In relation to users asking personal questiongawgaestion and answer section, although
this feature is not available for fashion, it idsn the relationships and health category.
Here, reader questions are posed and answered lex@ert, and users can browse
through a number of previously answered questiah arswers. It should however be
noted that while readers are encouraged to asktigugsthere is no contact details
provided for the same. While in the print versidetails are provided on who to contact
for the same. It appears that while in the printsim, an expert directly answers
guestions posed by the readers, the online veiisian sort of archive where popular
guestion and answers are posted. On a similar tiodes is also a confessions section
online where registered users can immediately @oggoblem, and other users can
comment/advise on the same. Thus the online versiamgly supports a user based
‘personal queries’ section and facilitates commaition between users.
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3. Commerce

In terms of commerce, the website is extremelyratdive and serves as a good
marketplace platform for users. Users can accqa®@uct marketplace via the beauty
and fashion navigation tabs. As mentioned earliader the fashion tab users have 2
specific product related commerce categories: tbentdpolitan boutigue and Cosmo
Shops. Similarly for the beauty section, therenisoaline beauty boutique and range of
product related articles.

The website also has extensive banner advertisenfremn 3¢ party businesses (Beauty,

hygiene products etc) as well as various promotiadvertisements for the print

subscription of the magazine.

This analysis of website only features has revemittesting trends in the cosmopolitan
magazine website. It must be acknowledged that Gpsiitan magazine and the website
have an extensive number of categories and impmatanpaid to each of them in both
the media. With regard to fashion and beauty categan the Cosmopolitan website, the
focus is on products, product guides and news ensime. For other categories, the
articles are more textual but nonetheless areduiméind not covered as in-depth as in the
print magazine. Although InStyle is more beauty dashion focused, they do cover

other issues in the print magazine however thi®@me is not extended to the website.

Cosmopolitan magazine has various community relggatlires. Although less emphasis
is paid on dialogue between the magazine staffta@disers, there is great emphasis on
user to user features. These include the presdngseo blogs, chat and a ‘confessions’
section where users can communicate with each .ofhethermore the importance of
this is highlighted given the dynamic presenceabédt ‘posts’ or comments from these
pages (blogs, chats) on the homepage of the magdrzeppears as though the magazine
wants to create a community oriented brand arousdwebsite, hence users are
encouraged to register their profile both to pg#tte in these community oriented
features and also to personalize their experiefideeowebsite (save stories to profile).

Thus features do indeed facilitate a two-way comigation with the readers.
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InStyle website in contrast does not have this @spea community and hence user
registration is not needed or available in orderfers to participate in all aspects of the
website. Finally, users are strongly encourageotribute to the actual website content
through various features including a ‘users faeorgection where users can upload
reviews, rate products and browse through faverioelucts of other users.

The navigation system of cosmopolitan website isveoy user friendly. Certain tabs in
the top navigation bar are obscure, furthermorg the not have a drop-down system,
and hence users must click on each tab to seeisvbantained within. Similarly, there is
no separate section for videos in any part of tlebsite, hence users come across
cosmopolitan exclusive videos in a rather hapharaashner. Given that the website
invests money in the video function by creatinglesive videos, the lack of a section for
this feature is somewhat surprising. There is BEse emphasis on external navigation as
users can only get content externally via newskett€here is no support via features

such as RSS, mobile version, IM (instant messagtay)

General Discussion

The previous case-study analysis allows us to ftatauan answer to the sub research
guestion “How are functional magazine websites gugie previously discussed features
and tools for enriching user experience”. Giveattprint magazine websites are

intuitively linked to the print magazines itself,is perhaps natural that the two media
work as extension of each other. Previous reselashindicated that when magazine
websites duplicate content from the print editithis creates financial losses to the parent
company. An alternative is to create an online trdmat both works as an extension and
is complimentary to the print magazine.

The two magazine brands that have been studiedeimpéper cater to young, affluent

readers yet take different approaches as to howehgch their user’'s experience of the

website. Although both magazine websites for thehifan and beauty segment use
images and limited textual data in their articlesStyle website structures almost all

content around image galleries. Cosmopolitan websit the other hand uses both an

image gallery format and textual articles for trmintent. This difference can partially be
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attributed to the fact that Cosmopolitan magazioneecs a range of topics that are better
suited to textual articles.

Similarly, the 2 websites have different internaligation systems. A clear navigation is
perhaps of even greater importance than the tdlderdgent page in the print magazine.
While a print magazine is a physical entity, usses hence in complete control over the
entire contents of the magazine and know thathallimformation is contained within the
single physical object. A website on the other hasan intangible object and the user
does not have control or a complete awareness tifadlis present in the website. Hence,
a good navigation system ensures that a user is marontrol and can navigate through
the system to get to the goal in a short periodil&\Both websites allow users to browse
through data in a linear hierarchical pattern,aiaraspects such as a drop-down menu
and video category in the InStyle website makesthegation easier for the user. Both
websites also support communication in transvetisesigh the various hyper linking
features. In this regard, InStyle also appeamamote the sharing of content external to
the website via Instant Messaging and RSS featuhesh is perhaps an indication of
things to come in the so called ‘social web’ of tbeure. Furthermore, InStyle website
also uses cross media linking in a better manneachwallows the website to be truly
presented as an extension of the print magazineeonl

Cosmopolitan website on the other hand, uses v@gommunity features such as user
blogs, chat etc which strongly encourage the useffiliate themselves with the website.
Users here are also encouraged to contribute doateh opinions via product rating
systems. The presence of these tools on the homeydabe website, further reiterate its
importance in the website. It appears that theyleStebsite presents content in a single
universal ‘voice’ while Cosmopolitan allows contéatcome from different sources.
While this seems to be a specialty of the relabign$ocused Cosmopolitan magazine,
this does not mean that fashion and beauty websitegeneral cannot have these
community features. The previous content analyarly indicates that out of the 11
functional websites, only 2 (InStyle and Elle UKgl chot have community features such
as message boards/forums.

Commercial activity on the other hand which is waliited to the internet media is

extensively used by both websites. Similarly botgarines use the advantages provided
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by the internet medium for providing time critidaformation such as news along with

video and extensive article archives.
Chapter 5. Table 1
Key Findings of the 2 websites analysis

InStyle Website

Cosmopolitan Website

All content in form of image
galleries

Separate video section
Very focused in terms of topig
(Fashion and Beauty)
Promotes sharing of content
outside website- social web
(RSS, Instant Messaging)

Very clear navigation system

No Community or
Personalization features
Emphasis on commerce
Excellent cross-media
promotion

Content both in form of image
galleries and short textual
articles

No separate video section
More diverse topics (Including
Relationships, Health etc)

Users not able to share content

outside the website

Somewhat obscure internal
navigation system

Highly integrated community
and personalization features
Emphasis on Commerce
Poor cross-media promotion

In conclusion, this case study analysis has pravatein-depth analysis of how different

magazines can use different articulations of simdagital resources. Given that the

magazines have certain niches, it makes sensehbwatuse these digital resources to

build a specific direction for their online ventaréelhe next chapter will be a conclusion

of this thesis and will bring together the varidirsdings from both theory and the

different analysis on this relatively new paradigfiprint magazines entering the internet

media.
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8. DISCUSSIONAND CONCLUSION

With the internet growing dramatically in populgriacross the world, the mass media
industry has also tried to cash in and adopt s fof media. While a magazine website
can result in new subscribers to the print editian, additional brand value and
advertising revenue. At the same time, if webgitevide free duplicate content from the
print magazine, the website may cannibalize sontheoprint traffic. However, given the
current growth rate of the internet, along with ttramatic growth of online advertising
in contrast to stagnant or decline advertising meeein the print medium, it makes
increasing business sense for magazines to expahe internet. Nonetheless, an online
strategy is not always advisable or possible fbpablishers, and when it is undertaken,

through research must go into the process.

The adoption of the internet by consumer magazmgisly differs across countries and
even within a single country one can notice diffiéradoption rates and styles by
different publications, however, there is a lackcohtemporary research in this field.
Given that the attitude and behavior of people @hith technology such as broad-band
high speed internet is evolving in developed caestithe goal of this paper was to try to
answer the question oHbw have print based women'’s fashion and beautyaziags in

the UK adopted a new communication media suchamtbrnet?

Theoretically speaking, if and when broadcastingnganies decide to incorporate
internet media as an extension of more establipheducts (Eg: print magazines), they
need to consider the various aspects of the newaméhturally the communication
process on the internet is very different in congmar to more traditional media such as
print magazines. While the print media is generaflgarded as a broadcasting media
where there is a one way communication with itslees, the internet media can be used
both for interpersonal/interactive as well as boaesting oriented mass communication.
Hence, traditional broadcasting companies mustatthe advantages and disadvantages

of the internet media in order to facilitate anogfajble experience by the user.
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The pilot study on the internet offerings of the &80 magazines in the UK has provided
interesting results. While a majority of magazimese websites (38), only about half
(26) provide content to read while 12 maintain thebsite for marketing purposes.
Furthermore, when looking at the results separdtalyhe weeklies and the monthlies,
for the 25 weeklies only 7 had ‘functional’ websiterhere content was available for
readers to read. In contrast, out of the 23 maedhli9 had ‘functional’ websites. This
clear discrepancy of results indicates that inteaw®ption is highly dependent on the
type of magazine and their audience. Weekly magaziexe primarily tabloids that
provide latest celebrity gossip and real life adsstories and are not interested in
extending their brand online. A reason behind toisld be either that the audience is not
interested in an internet offering or that a websrould not be suitable for the business.
By setting up a website, these magazines would teapeovide new or duplicate content
which could perhaps drive the audience away. Irirasty monthly magazines often have
a valuable brand around the publication and a websbuld perhaps serve as an
extension of the brand online. Furthermore, theaganines often do not provide time-
critical information and hence can use the welisitgrovide supplemental, interactive or

even time-critical information that is not possikla the print magazine.

The content analysis of women’s fashion and beawdgazines also provided a good
overview of the internet offerings of this categasfy magazines. The 11 functional
websites (from a total of 19 magazines) widelyizgdl content interactivity and
commerce related features. Furthermore, commuedéiufes such as message boards and
polls were present in 9 out of 11 websites. Newdeds, user participation in the core
content of the website was quite low, users argelsirunable to submit content, make
comments (except on the blogs) etc. The magazimas, largely focus on providing both
a one-way communication with the readers and atstrae time provide a platform
where users can interact with other users via coniimdeatures. Given that one of the
advantages of the internet media is that it candael for interpersonal communication, it
is indeed interesting to see a majority of webgiewiding a platform where readers can
communicate with one another via message boardgsl@tc. This additional aspect is

indeed unique to the internet and is not possibtée print media.
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Furthermore, the content analysis on different etspef content and commerce indicated
that most websites do indeed use the core compeseotcthe internet. On the one hand,
all 11 websites have image galleries and updaternrdtion on a daily basis. 6 websites
allow users to customize their experience by sawgitagies on their profile etc and 6

websites have videos. On the other hand, all 12 éxttra website was included for the
commerce section, see chapter 6 for details) hawenerce features. These content and
commerce features indicate that magazine websitesndeed using some of the core

advantages of the medium.

When looking in detail at 2 selected magazine websiinteresting patterns also
emerged. The InStyle website clearly focused orvighog a universal yet content
interactive experience for the user. Hence, usewdcintuitively navigate through the
website and peruse various content interactiveufeatsuch as image galleries, videos
etc. However, this website does not allow for ugersustomize information or indeed
communicate with each other via community featufdé® focus is rather on a one-way
communication that is easy to navigate through. Chemopolitan website on the other
hand, focuses on creating a community around itissite Its users are encouraged to
blog, use message boards etc to communicate with amother. These community
features can fulfill a social interactive functitivat is well suited to the internet.

The InStyle website is also highly interlinked witk print version, much of the content
style of the website is also very similar to thenpwersion. The Cosmopolitan website,
on the other hand, creates a unique brand thatiie spdependent. This difference can
perhaps also be attributed to different expectatiotom the readers of the two
magazines. Hence, it is possible that while InStgkders perhaps expect or want fresh,
image focused fashion and beauty content on theiteglbeaders of Cosmopolitan would
rather have a platform to communicate with one larotHowever, further research is
needed on the same.

The relevance of these findings is quite high &isoalgh a few studies on the internet
offerings of magazine websites exist, none of theselies have looked in-depth at
individual websites. The second analysis in paldicthas highlighted how individual

magazines can utilize the internet to create vdifgrdnt experiences for their readers.
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Thus, magazine websites must indeed know the keivations and expectations of their

readers when expanding into this media. A limitaid this study was that it was focused
on analyzing a contemporary phenomenon on a spesufb-section of magazines, an
investigation of the uses and gratifications of dhigerent magazines, as well as across
the media would have highly benefited the study.

Consumer magazines are a unique product and thayotde easily exchanged or
replaced by a new media. They are also tangiblevegltistructured products that are
easily transportable. Hence, users have full cbotrer the product and know that all the
information is contained within that single produthe magazine website on the other
hand is an extension of the product brand and ishmmore flexible. While the user is the

recipient in the print magazine, the internet alothe reader to make conscious
selections. On the internet, a clear navigatiortesysis thus vital for maintaining the

user’s interest. Furthermore, keeping in mind tteaatages of the internet, this media
can be integrated with other media to create a dwadd extension. While the internet
cannot yet gratify the same needs of the read#@reagrint magazine, it does have its own
set of advantages. As this paper suggests, magaehbsites need to adopt the internet
based on their individual niches and hence createigue experience for their users.
People, their needs and wants appear to be evahithgime, and the internet appears to

be a major force that will drive media consumptiiothe future.
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Magazine
Title

Take a break
Readers digest
Saga Magazine
Closer

Heat

Chat

OK!

Now

Glamour

That's life

Pick me up

New

Good Housekeeping
Love it!
Cosmopolitan
Woman

Sainsbury the magazine
Reveal

Yours

Woman's own
National Geographic
Magazine

Best

Woman's weekly
BBC's good food
Look

Woman and home
People's friend
Real People
Prima

Hello!

Candis

FHM

BBC garderners world
Marie Claire

Nuts

Dare

More!

Company
Slimming World
Magazine
Weightwatchers
Magazine

Bella
Star

Type of
Magazine*
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APPENDIX

Table 1:
Top 50 magazines in terms of circulation (exceytahd radio guides)

Frequency**
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=

Type of
website***

N AN B DNEFEPF NMNEFEFDNODNMEPPRFPODNDERPPRPPRFPMDd
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N

web address
http://www.takeabreak.co.uk/

http://www.readersdigest.co.uk/

http://www.saga.co.uk/saga-magazine/
http://www.closerdiets.com/closer.aspx

heatworld.com

n

http://www.0ok.co.uk/
http://www.nowmagazine.co.uk/
http://www.glamourmagazine.co.uk/
n
http://www.pickmeupmagazine.co.uk/
n
http://www.goodhousekeeping.co.uk/
n

http://www.cosmopolitan.co.uk/

n
http://www.sainsburysmagazine.co.uk/

n
http://www.yours.co.uk/

n

http://magma.nationalgeographic.com/ngm/ngm.html

n
n

http://www.bbcgoodfood.com/
http://www.look.co.uk/
http://www.womanandhome.com/
n

http://www.realpeoplemag.co.uk

http://www.prima.co.uk

http://www.hellomagazine.com/
http://www.candis.co.uk/

http://www.fhm.com/
http://www.gardenersworld.com/magazine/
http://www.marieclaire.co.uk/
http://www.nuts.co.uk/
http://www.dare-magazine.co.uk/

http://www.moremagazine.co.uk/
http://www.company.co.uk/

http://www.slimmingworldmagazine.co.uk/

http://www.weightwatchers.com/shop/mag/index.aspx

n
http://www.starmagazine.com/



Ideal Home 4 1 1 http://www.idealhomemagazine.co.uk/
Healthy 4 1 1 http://www.healthy-magazine.co.uk/
Grazia 3 2 4 http://www.graziamagazine.co.uk/
Red 3 1 1 http://www.redmagazine.co.uk/

Men's Health 5 1 1 http://menshealth.co.uk/

Private Eye 4 3 4 http://www.private-eye.co.uk/

Zoo 5 2 1 http://www.zooweekly.co.uk/

Sugar 3 1 1 http://www.sugarmagazine.co.uk/
*Type of magazine: 1= women's general interest (all inclusive), 2= tabloid 3= fashion, beauty, 4= gen eral interest
both sex, 5= men’s interest
** Frequency: 1= monthly, 2= weekly, 3= bi-monthly
**Type of website: 1= functional website, 2=no web  site, 3= partial functional (reader redirected), 4=  non-

functional (only marketing) 5= duplicate content f rom print magazine

Table 2

Category 1: General Information

UNIT of CODING + (explanation) NUMERICAL VALUE

Title (title of magazine publication) n/a

Circulation (circulation for the period January -A/a
June 2007)
Frequency (frequency of publication) 1. Monthlyw2eekly 3. Bi-monthly

Online subscription (the possibility for users|td. yes 2. no
subscribe to print magazine from the website
Publication Group (the publication group that/a
owns the particular magazine)
Website Address n/a

Type of website (non functional websites do hdt Non-functional 2. Functional
offer content to their readers)
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Table 3
Category 2: Content

SUB-CATEGORY

UNIT of CODING +
(explanation)

NUMERICAL VALUE

Navigation- External

1. RSS/ google ireader (Wheth
this feature is available fo
individual sections or overall fo
the website)

efl. Overall 2. Section 3. Both 4
rNone
v

2. RSS feed (Whether the ‘fee

that is received is partial- hen¢

only headline-, or is complete
hence the entire story is availah
via the ‘feed-reader’

d’1. Partial 2 complete 3 n/a
e

le

3. Newsletter

yes or no

4. Content for mobile/PDA
(whether there is specific conte
for the mobile including stories 4
text messages or
friendly website version)

a mobile

yes or no
nt
S

-l

Navigation- Internal

5. Browse by 'most popular'yes or no

(whether readers can brow
through  ‘most  popular/read
category)

5€

6. Bookmark/save story/blog ¢
offers (whether readers can sa
story or blog post to their profil
for reference)

=

vé. social media 2. to your own
e profile 3. None

7. Hyperlinks to other storig
from story currently reading stor

Syes or no
y

8. Hyperlinks to content extern
to site

all. To other magazines owned
publication 2. to other websites
both 4. none

W O
<

Interactivity

9. news update yes or no
10. Image gallery yes or no
11.Video Files- Original/Podcasts yes or no
12.Video-Ads/trailors/embedded yes or no
content (content not produced by

the magazine itself)

13. Blog style section yes or no
14.Blog style section- Useryes orno
commenting

15.0Online Yes or no

Games/quizzes/competitions
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Table 4
Category 3: Community

SUB-CATEGORY UNIT of CODING + (explanation) NUMERICAL VALUE
User to User 16. Message Boards (Forums where yes or no
readers can discuss topics)
17. Chat Rooms yes or no
User to Magazine Staff 18. Contact via email or form to editor/ yes or no
editorial department
19. Contact via email/form to different yes or no

personnel/department (advertising,
subscription, website department etc

20. Telephone or mail address yes or no

available

21. Ask magazine-User asks yes or no

fashion/personal question (agony aumt

section)

22. Published letter to editor yes or no
User to Magazine Content | 23. User submits yes or no

content/article/story/photo (user can
submit content for polls, rating etc)

24. User makes comment on article yes or no

25. Option to register profile for yes or no
increased interactivity (user can
become a ‘member’ and gain access|to
different facilities)

26. User polls on image gallery/topics yes or no

27. User can browse same image lyes 2 no 3 n/a

without participating in poll

28. Feature to rank stories or blogs yes or no
Table 5

Category 4: Commerce

UNIT of CODING + (explanation) NUMERICAL VALUE
29. User can buy clothes/cosmetics yes or no
30. User can browse through items for sale viageate yes or no
(whether items are sub-divided into categories)
31. User can browse through most yes or no

popular/hot/recommended items (whether there are
magazine recommended ‘hot’ /'must buy’ commereei)

32. User can buy same or similar clothes/makeumage yes or no
gallery of celebrity

33. Banner advertisements on website yes or no
34. Special gift with Print subscription option yes or no
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Table 6
Content Analysis Results

Name of publication Glamour

Circulation 544,653

Frequency M
Online subscription

Publication group Conde Nest

website http://www.glamourmagazine.co.uk/
Basic type of website

Unit of Coding (See table 3,4,5 in

appendix)45

© oo ~NOOUDWNEPE

e e e =
gD wWNRERO

16
17
18
19
20
21
22
23
24
25
26
27
28

29
30
31

> Units of Coding correspond to Table 3,4 and Shif &appendix

2

P RPRRPRPRPRPRRPORP®O®RRERRPR

NRPRPRREPNNNRRPRRRNERE

=N

Cosmopolitan
450,952
m

National Magazine Company/
Hearst

http://www.cosmopolitan.co.uk/
2

P RPRPNOWRRPRORNRENRE®D

NFRPRPRPNNNRRRPRRENR

=N
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Name of publication
Circulation
Frequency
Online subscription

Publication group
website
Basic type of website

Unit of Coding (See table

3,4,5 in appendix)

© 0o ~NOO O WNPF

e e el
g wNRFROo

16
17
18
19
20
21
22
23
24
25
26
27
28

29
30
31

32 1 1
33 1 1
34 1 1
Look Prima Marie Claire
318,907 300,025 332,705
w M m
1 1 1
National Magazine
IPC media Company/ Hearst IPC
http://www.look.co.uk/  http://www.prima.co.uk/  http://www.marieclaire.co.uk/
1 2 2
4 1
3 1
1 1
2 2
2 2
2 3
1 1
3 3
1 1
1 1
2 1
2 1
1 1
1 2
1 1
1 1
2 2
1 1
1 1
1 1
1 2
2 2
1 2
2 2
1 2
1 2
1 3
1 2
2 2
2 1
1 1
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Name of publication
Circulation
Frequency
Online subscription

Publication group

website

Basic type of website

Unit of Coding (See
table 3,4,5 in
appendix)

O© 0O ~NO O~ WNPE

I I e e e
U~ WNEREO

16
17
18
19
20
21
22
23
24
25
26
27
28

29

32
33
34
Dare
271,263
m
1

River Publishing
Limited
http://www.dare-
magazine.co.uk/
1

Company
264,494
m

National Magazine
company/Hearst

http://www.getlippy.com/
2

PR RPRPNRPRPNRANNRRER

NOWNEFENNMNNEPERPRPEPRPRERPDNPRE

2
1
1
More!
260,331
w
1
Emap
http://www.moremagazine.co.uk/
2
4
3
1
1
2
2
1
2
1
1
2
1
2
3
1
1
1
1
1
1
2
2
1
2
1
1
1
2
2
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Name of publication
Circulation
Frequency

Online subscription
Publication group
website

Basic type of
website

Unit of Coding (See
table 3,4,5 in
appendix)

©O© oo ~NOOTh WNPE

e el =
g bhwWNERO

16
17
18
19
20
21
22
23
24
25
26
27
28

29

30
31
32
33
34

Grazia
w

Emap

http://www.graziamagazine.co.uk/

220,125

1

e N
Y

Red Vogue
225,053 220,084
M M
1 1
Hachette Filipacchi Conde Nast

http://www.redmagazine.co.uk/ http://vogue.co.uk/

2 2
4
3
1
2
2
3
1
3
1
1
1
2
1
2
1
1
2
1
1
1
2
2
2
2
2
2
3
2

1 2
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Name of publication
Circulation
Frequency
Online subscription

Publication group
website

Basic type of website
Unit of Coding (See
table 3,4,5 in appendix)

O©CoO~NOUIA,WNPE

29
30
31
32

30

31
32
33
34
Elle
203,302
m
1
Hachette Filipacchi
http://www.elleuk.com/
2
4
3
1
2
2
2
1
2
1
1
1
2
1
2
1
2
2
1
1
1
2
2
2
2
1
2
3
2
2
1
1
1

InStyle
178,699
M

IPC Media
http://www.instyle.co.uk/instyleuk/
2

PRPRRPNRPRPRRPORPRONNRREN

NFPFPNNENNEFRPPFPENDN

PR RN

P NDNDNDN P

She
169,112
M
1
National Magazine
Company
http://www.allaboutyou.com/
2
1
1
1
2
2
1
1
3
1
1
2
1
1
1
1
1
2
1
1
1
1
1
2
1
1
2
3
2
2
1
1
1
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33
34

Name of publication
Circulation
Frequency

Online subscription
Publication group
website

Basic type of website

Unit of Coding (See table 3,4,5 in
appendix)

O O NO O, WNPR

e ol el
U ~WNRERO

16
17
18
19
20
21
22
23
24
25
26
27
28

29
30
31
32
33

1
1
Eve
163,415
M
1
Haymarket
http://www.evemagazine.co.uk/
1

New Woman
126,805
m
1
Emap
http://www.nwdaily.co.uk/
2
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Name of
publication
Circulation
Frequency
Online
subscription
Publication
group
website
Basic type
of website

Harpers and
Queen

105,834

m

National Magazine
Company/Hearst

n

34

Essentials

M

IPC media

http://www.essentialsmagazine.co.uk/

100,047

1

Tatler

m

Conde Nest

90,125

http://www.tatler.co.uk/Magazine/
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Image 1

Cover page of InStyle Magazine- December 2007

I December 20
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elebrity |
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6 Sexy sh DES A
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Image 2

Cover page of Cosmopolitan Magazine- December 2007

DECEMBER 2007 £3.20

AP OLITA!

ol 5=

rets

Men confess what makes
a woman brilliant in bed

Tess & Vern

‘Our red-hot rules of Iovg@nd lust
/

SHOCKING DISCOVERY __'.
dad didn

| at Warehouse  Nine West ¢ John |
i D dis{gjnf;[ (\]I[\]!aha_lmuts, undlesandZ forl :spv
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Image 3

Full page website promotion advertisement- InSkégazine

InStylemag

the UK's best fashion and

>>

ACHRISTMAS
GIFT GUIDE

From fabulous fashion to
gorgeous gadgets, we
round up the hottest buys
for everyone on your
shopping list

<< SUPER-
STAR HAIR

Expert tips on how
to get dazzling

dressed-up locks
Freoen Jofl, Heidi Wlum, lassica
Simpson, Cat Decloy

azine.co.uk

celebrity website

MUST-SEE
VIDEOS

Exclusive! Cover girl
Emily Blunt, right,
taliks designers with
In Style, plus step
inside our fashion
cupboard to find
out what will make
you sparkle this
Christmas

¥ WIN FABULOUS
. PRIZES

Scoop a £1,000
shopping spree at
Debenhams!

<< HOT BUYS

The best party
dresses in all styles
and to suit every
budget - don't

go shopping until
you've logged on!
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Image 4
Full page website promotion advertisement- CosnitggoMagazine

LOG ON T0 WWW.COSMOPOLITAN.CO.UK TODAY

REGISTER
NOW FOR FREf

and receive a ‘passip;
Pack’ worth 27+ incrudi]rrn
two Steamy novels, a ﬂ-faadh
forloveCD andtwy
senstral massage pils

FAST FIX OF BEAUTY

Take your look from the office to the Christmas
party with these quick-fie makeup trcks and
0 rasy up-dos that you can create at your desk.

E
§
i

ST ElmgthEﬂeffni?%{u‘m TH IS H R STA

Check oy i
g i the Cosmosatrd ulvent calendar —yon
in e From the hottest party looks you can

ol fike all your Chrislmases biaye oo a i .
wh_&p Up at your desk to the ultimate gift
Sggr; defalnd gexy Santa Centrefolds You can
rnends, we've got your festivitj
stivities
orted at WWW.cosmopolitan.co.uk

FAST FIX OF GHAT & BLOGS

Family festivities driving you crazy? Feel like you're the only
girl on the planet who isn't coupled up this season? Shanyour
Christmas crisis with olher Cosme girls inthe chat rooms.

- :
[ ] ! ]

FAST FIX OF . *

NAKED MEN .

; ~ forgetohins and snow L

“ 4 0 W stefies peoir :

o ; -~ Irignids a real trea this [
Christmas and add a :

sty Santa Centrelold ® :

r=taared b Cheir inbing. .0 s ..

¥ o L’

‘... e
1%, e
FAST FIX OF

GHRISTMAS SHOPPING

GELEB GOSSIP ? Click and buy every itam in our Christmas gift guide

q n 7 ML i pl85 from the comfart of your awn home and -
. AND COSMENEWS - : NS
W 7 : i miss the seasonal shopping catfight,

e
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Image 5
Front page of the article titled “The Look™- InS¢yMagazine (December, 2007)

0]0] 24

Ster stvle to inspire v sass Meman

PARKLY SPARKLY
::“.\"hu is it that dares o dream of the perfoet LET? One that is cleganl,
semi-understated and Limeless? One that reguires no accessorising
because it's already encrusted with bling? These ladies dure and fortune
lavowrs the bold. Welove Lhe Arl Diecofringing of Jennifer Lopez’s Robertn
. li dress, Cate Blanchett’s half-length slecves are so elegant, we can't
stand il and us for Naomi's Liara - good work Ms Campbell, We'll be
Em‘ro‘;\-‘ing the lonk for our Xmas party (in plastic, of coursc. ). »

2 Laopez in
Teoerto Cova i
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Image 6

A winner profile (‘Ultimate Business Woman’) frorhd article titled “Ultimate Woman

of the Year”- Cosmopolitan Magazine (Dec, 2007)
coswopms |J TIMATE WOMEN OF THE YEAR 2007

he rocks Cosmao’s world

because: Clere, 28, iz eriiraly

resongiklz for her awn
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tup brilliant businesses from
seraleh, Mot only has her work made her
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She's picked herself up from the
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=3
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: !::-1 i AI'E _.
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