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Presenter
Presentation Notes
BioResearch Geek20 years experience in ResearchSat for many years on the MRIA board of directorsNearly 15 years working with Magazine readersPublishers and editors and writers are my coworkers and my job was to come up with insight to make their jobs easierWhat keeps me interested and excited are these types of studies



Strategy  
Assumptions that need  
validation & explanation 

INSIGHTS 
Confirm and deny assumptions 

Research  
Delivers validation & new 
knowledge 

What is Driving Your Decisions? 
Experience vs. Knowledge 

Expertise 
Your publication’s unique and 

profound market knowledge is an 
asset for innovation 
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Presentation Notes
Where does research fit when making business decisionsHow can this research help you – Magic PillSmartest companies that I have worked with use research like this



3 Phases of Research Methodology 

3 Phases of Research  

Consumer Publishers  
Executive Interviews Oct 2018 

Survey 1,000 Canadians 
Nov 2018  

Survey 1,000 Canadians 
Feb 2019 
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PublishersWhat were their assumptions? What did they want to find out? This information fed into writing the consumer surveyCanadians 1 Results insight and analysis with magazines Canada the information fed into the 2nd consumer surveyCanadians 2



Canadians 
are Reading 
Magazines 

Canadians are Paying 
for Magazines 

Entertainment and 
Information Drive 

Reading 

Key 
Benefits of 
Paying for 
Content  

Content to Motivate 
Subscriptions 

Magazines support 
Mental Health 
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Canadians are Reading MagazinesCanadians are Paying for MagazinesEntertainment and Information Drive ReadingKey Benefits of Paying for ContentContent to Motivate subscriptionsMagazines Support Mental Health



IF YOU CREATE IT, THEY WILL ENGAGE 

Presenter
Presentation Notes
Section 1- Canadians are readingAlthough we often hear the phrase “No one reads magazines anymore” touted as fact, the results of the two phase consumer research survey show that this is simply not true.More than half (54%) of Canadians surveyed say that they are reading a magazine monthly. What is also key to note is that this includes the millennial generation, 51% of whom are reading magazines in print at least monthly. Those in western provinces are more likely to be reading monthly (57%) than those in eastern provinces (48%)Millennials are reading digital magazines with the same frequency as their print habits (51% at least monthly), whereas only 1 in 5 (22%) of baby boomers are reading a digital magazine at least monthly.Those who are paying for their magazines, understandably, are also more frequent readers. Subscribers are nearly universally reading monthly (86%) and those who purchase at retail 70%



Magazines are Read 

54% of Canadians read Magazines  

at  least MONTHLY 

How often do you read the following? Magazines in Print 
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Presentation Notes
Does anyone read anymore? Although we often hear the phrase “No one reads magazines anymore” touted as fact, especially about magazinesQuick quizWhat percent of the Canadian population is reading magazines….  the results of the two phase consumer research survey show that this is simply not true.More than half (54%) of Canadians surveyed say that they are reading a magazine monthly. 



Read at least monthly Millennial Gen X Boomer 

Newspapers 61% 67% 81% 
Books, Print 74% 66% 65% 
Books, Digital 54% 37% 25% 

Magazines, Print 51% 51% 58% 
Magazines, Digital 51% 39% 22% 
Other online written 84% 72% 57% 

70% 

68% 

37% 

54% 

36% 

68% 

Newspapers

Books, Print

Books, Digital

Magazines, Print

Magazines, Digital

Other online written content (ie blogs)

Canadians are Reading 

Read At Least Monthly 
Score driven by 

Boomers 

Millennials 

Millennials 

~Boomers 

Millennials 

Millennials 
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Presentation Notes
Overall, the majority of Canadians are reading magazines at least monthly.The number is driven by Boomers (58%) however half of Millennials and Gen Xers, are also reading magazines. Regionally, those in the west are more likely to read



DO YOU HAVE A MILLENIAL  

RETAIL STRATEGY? 

 

Paying  

for Magazines  
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Section 2- Canadians are paying for magazinesIn terms of magazines, the statistics show that just under half (46%) of Canadians are reading magazines that they pay for, either by subscription or purchased at retail. This is higher for the baby boomer demographic (50%) and slightly lower for Generation X (42%) and Millennials (43%). It is noteworthy that the age related fall off in paying for magazines, while existent, is not a dramatic drop off.There is a striking preference among the younger age demographics to purchase magazines at retail. Overall, millennials are twice as likely to purchase at retail (31%) than have a subscription (14%).  Where as Baby Boomers are more likely to have a subscription (33%) than purchase at retail (25%).



Paid vs Free Magazines 

54%  
Free 
Only 

13% 
Paid 
Only 

33%  
Read 

Both Free 
and Paid 

Millennial Gen X Boomer 
Total Pay 43% 42% 50% 
Pay only 13% 12% 14% 
Both 30% 30% 36% 
Free Only 57% 57% 49% rkinsight.com 

Thinking of magazines, how do you access this content? 

Presenter
Presentation Notes
Paid vs FreeWho will guess what percent of Canadians pay for the magazines that they read? Overall, just under half (46%) of Canadians are paying for their magazines. This number is only slightly smaller (43%) for MillennialsOnly 13% are reading paid content only. Meaning nearly all of Canadians (87%) are reading some from of free Magazine content



Thinking of magazines, how do you access this content?  

46% 

28% 

23% 

6% 

Net Paid

Purchase at retail

Paid subscription

Digital subscription

Paid vs Free 

 
Paid Free 

Millennial Gen X Boomer 
Net Paid 43% 42% 50% 
Purchase at retail 31% 28% 25% 
Paid subscription 14% 18% 33% 
Digital subscription 5% 6% 5% 

86% 

55% 

33% 

28% 

19% 

19% 

15% 

Net Free Magazines

Available in public places

Magazine content online but do not
subscribe

Free magazines at retail

Magazines from family or friends

Free magazines in the mail

Magazines available at my work place

Millennial Gen X Boomer 
Net Free 87% 87% 85% 
Available in public places 58% 52% 55% 
Magazine content online but do not subscribe 35% 35% 29% 
Free magazines at retail 29% 30% 24% 
Magazines from family or friends 16% 20% 20% 
Free magazines in the mail 16% 18% 21% 
Magazines available at my work place 20% 20% 7% 
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Presentation Notes
Dig deeper into what paid meansDoes not add to 46% -multiWhere are they getting them free? Take away!!Boomers -subscription 33% vs 25% retail purchase.Millennials, -retail 31% vs subscription 14%Overall, Canadians are more likely to purchase magazines at retail (28%) followed by subscription (23%)Boomers are generally buying their magazines by subscription 33% vs 25% retail purchase.While Millennials, are twice as likely to purchase at retail 31% vs subscription 14%



Paying Boosts Reading Scores 

54% 

86% 

70% 

66% 

58% 

Canadians Overall

Paid magazine subscription

I purchase magazines at retail

Digital  Mag subscription

Free magazines at retail

Read Magazines At Least Monthly 
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Presentation Notes
Canadians who pay for magazines have the highest reading scores. 86% who have a subscription read at least monthly and 70% of retail purchasers read at least monthly.



PAID CONTENT NEEDS A 
BETTER CHEERLEADER  

Presenter
Presentation Notes
Section 3-  Key Benefits of Paying for Content Examining the numbers more deeply, we uncover important trends. The existence and prevalence of free magazines is evident. Only 13% of Canadians are reading paid magazines exclusively, that is they are not reading free magazines. 87% of Canadians, nearly all, are accessing some form of free magazine content. This is a key fact that cannot be underestimated. When examining your competitive set, free magazines must be included. With nearly all (87%) of Canadians having access to free content, there is an erosion of value of paying for content. When asked if they expected to find “Excellence in Journalism” in free or paid magazines, a scant majority (52%) overall said paid.  With no difference by age group.When we look at this question among those who are paying, we see a jump to 66% who believe Excellence in journalism is found in paid content vs free.Conclusion: Those who are paying for content are more likely to feel that they are getting excellence in journalism in paid content. Those who are currently not paying for their magazines, are finding excellence in journalism in free content. In trying to retain subscribers or retail purchasers who are currently paying for content, the top rated metrics “Excellence in journalism”, “To learn something that is important/useful to me”,  “Stories that inspire me”, and “Unbiased stories” will resonate as the reason that they have paid in the past and will pay in the future. However these are not statements that differentiate paid content from what is available for free for those who are not currently paying. Those who access free content only think very highly of what they are reading for free.



52% 
51% 

45% 
41% 

36% 
24% 

13% 
13% 
11% 

48% 
49% 

56% 
60% 

64% 
76% 

87% 
87% 
89% 

Excellence in journalism

To learn something that is important/useful to me

Stories that inspire me

Unbiased stories

A “Wow Moment” 

Ads that are relevant

Articles designed to manipulate me (“Fake news”) 

Click bait

Lots of ads

Expectations in  

Paid vs Free Content 
Paid Content Paid Score  

driven by 
ALL 

Boomers 

Boomers 

Millennials 

Millennials 

Please select your level of expectation when it comes to paying 
for content vs getting it for free in a Magazine  
 

Free Content 

Content I pay for Millennial Gen X Boomer Total 
Excellence in journalism 51% 50% 52% 52% 
To learn something that is important/useful to me 46% 49% 53% 51% 
Stories that inspire me 45% 39% 47% 45% 
Unbiased stories 45% 36% 40% 41% 
A “Wow Moment” 43% 34% 32% 36% 
Ads that are relevant 27% 26% 20% 24% 
Articles designed to manipulate me (“Fake news”) 15% 14% 10% 13% 
Click bait 17% 14% 9% 13% 
Lots of ads 16% 12% 7% 11% 

rkinsight.com 

Presenter
Presentation Notes
When asked about their expectations regarding free and paid content. Canadian readers overall are divided.A scant majority of Canadians expect “Excellence in Journalism” and “Learn something important/useful”  in paid content



Paying for Content  

Changes Your View 

Please select your level of expectation when it comes to  
paying for content vs getting it for free in a Magazine  
 

66% 

64% 

56% 

56% 

44% 

52% 

51% 

45% 

41% 

36% 

Excellence in Journalism

To learn something that is
important/useful to me

Stories that inspire me

Unbiased stories

A “Wow Moment”  Paid magazine subscription

Overall
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Presentation Notes
Those who are paying for content are more likely to see the value of paying reflected in Excellence in Journalism, Learning something, Stories that inspire and Unbiased stories



ENGAGING READERS EFFECTIVELY IS BASED 
ON YOUR INFOTAINMENT APPROACH 

Presenter
Presentation Notes
Section 4-  Entertainment and Information Drive ReadingTwo key themes emerge regarding what is keeping Canadians reading magazines. Entertainment, (driven by the younger age demographics), and Information (driven by the older age demographics). When we probed on specific magazines related to a niche area or hobby, the results are very similar with “content focused on what I interested in” and “Something new to teach me” coming first and second.Conclusion: Important to note is that there is a close entwinement of Entertainment and Information as top mentions.  For all titles, both Information and Entertainment need to be a part of every issue, with the individual focus of each title dictating (obviously) the emphasis on one or the other.When we focused on what keeps readers paying for their magazine, the top mention was their desire to “Support my area of interest”. This is especially notable among baby boomers.Canadians do not feel manipulated, with nearly universal agreement (84%)  “I am not Influenced by fake news”. Thus, they do not consider it a motivating factor or a reason to paying for their content vs getting it for free. Correspondingly, we see comparatively low ranking and low scores (32%) attributed to “The articles are designed to inform me, not manipulate me” as a motivating factor for purchase.Conclusion: Focusing on the topic of the magazine and the focus on work in that area is more likely to resonate with current subscribers than a focus on any of the other attributes measured.



The key reasons that I read magazines are… 
The main reasons that I pay for magazines   
-Asked only to those who do pay for magazines (subscribe or retail) 
 

68% 

57% 

30% 

25% 

21% 

18% 

Entertainment

Keep me informed

Indulgence

An affordable escape

Professional growth

Stress reduction

What Keeps Readers Reading?  

 
Why Read Why Pay 

Millennial Gen X Boomer 
Entertainment 73% 71% 60% 
Keep me informed 50% 55% 62% 

59% 

44% 

32% 

17% 

14% 

8% 

Support to my interest

An indulgence

Inform me, not manipulate me

Exclusive information

Connects me with “my tribe” 

Feel good about myself

Millennial Gen X Boomer 
Support to my area of interest 51% 57% 63% 
It is a “little luxury”, an indulgence 43% 51% 38% 
The articles are designed to inform me, 
not manipulate me (“Fake news”) 28% 28% 36% 
Provides me with the sense of exclusive 
information 24% 19% 12% 
Connects me with “my tribe” people with 
the same likes and dislikes as me 23% 12% 11% 
Makes me feel good about myself 18% 6% 5% 
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Presenter
Presentation Notes
We know Canadians are reading magazines, what keeps them reading?Readers are looking for entertainment and information. Millennials are driving the “Entertainment” score and Boomers the “Informed” score.When asked why they pay for magazines, the top answer is “Support my area of interest” followed by indulgenceNotice that excellence in journalism (inform me not manipulate) is cited by only 1/3 of those who pay for their magazinesKey Generational preferences



Millennial Gen X Boomer 
The content is very focused on what I am interested in 53% 60% 66% 
Every issue has something new to teach me 43% 44% 56% 
I love to look at the pictures 45% 43% 37% 
Stress reduction 39% 40% 30% 
I feel like it is customised to my likes 29% 29% 24% 
I feel connected to my “tribe” others who have the 
same interests 23% 19% 14% 

Informing And Entertaining 

Score driven by 

Boomers 

Boomers 

Millennials 

Gen X 

~Gen X/ Millennials 

Millennials 

62% 

49% 

41% 

36% 

27% 

19% 

The content is very focused on interests

Something new to teach me

I love to look at the pictures

Stress reduction

I feel like it is customised to my likes

I feel connected to my “tribe” others who … 

9. Thinking about reading magazines that are related to your hobbies and niche areas of interest, select 
which of the following are key reasons for reading.    
 

Why Reading Niche  Magazines 
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Presenter
Presentation Notes
Canadians see magazines related to hobbies and niches areas as  focusing on specific subject matter and something new to teachQ9. Thinking about reading magazines that are related to your hobbies and niche areas of interest, select which of the following are key reasons for reading.   



TARGETED, DISCOVERY,  

NATIONAL PRIDE 

Presenter
Presentation Notes
ction 5-  Content to Motivate SubscriptionsWhen considering the best message to encourage purchase, retail and subscriptions, the focus should be on:1. The specificity of your niche area of interestBeing more specific regarding your area of interest is key to motivating subscriptions and retail purchase. Directly relatable information concerning politics, environment, etc. is key to motivating engagement. This is the top rated motivator across subscribers and retail purchasers as well as all ages, especially millennials.2. Learning and discovering something newInformation and news is a key tenet for all ages demographics. It is pronounced here with the highest scores measured among Millennials who cite information as a motivating factor to purchase.3. Canadian focused contentThis may be linked to the top motivator (specificity) and is also widely shared among both subscribers and non subscribers. It is, not surprisingly, higher among those (76% of Canadians) who support government subsidies of Canadian culture.  For those who already subscribe, motivating retention tactics or benefits fall into 2 categories: 1. Discounts The two key subscriber benefits that are most attractive are from the discount side “Deep cut discounts $1 an issue” and “Value deals for subscribing –free products” This is not a surprizing finding, however it does confirm the price sensitive nature of Canadian magazine readers.  2. PremiumAlthough, the premium subscriber benefits were rated lower than the discounting ones, the findings are important to keep in mind as they show an acceptance, especially among Millennials, to new ideas and premium rates.”Special offers (e.g., value deals for subscribing, free products included with a subscription)” and “Exclusive bonus content (behind the scenes video etc)” score highly for Millennials who preferred these twice as much as Baby Boomers did. The benefits of premium are evident in terms of their dollar value, however, it should be underscored that this type of tactic when executed correctly, has an added benefit of increasing the loyalty and engagement of the subscriber.



Definitely/Consider Millennial Gen X Boomer 
Magazines that are specialized on topics of my interests 71% 66% 62% 
Discovering something that I didn’t know 68% 63% 57% 
Canadian focused content 63% 51% 55% 
Unique editorial pieces 61% 53% 40% 
Variety, for example, Women's Lifestyle intellectual articles 56% 43% 30% 
Special collector's editions of magazines 37% 38% 24% 

25% 

30% 

39% 

45% 

46% 

46% 

7% 

11% 

11% 

10% 

16% 

19% 

32% 

41% 

50% 

55% 

62% 

65% 

Special collector's editions of magazines

Variety, for example, Women's Lifestyle intellectual articles

Unique editorial pieces

Canadian focused content

Discovering something that I didn’t know 

Magazines that are specialized on topics of my interests

Consider subscribing/buying Definitely subscribe/buy

Content Canadians Will Pay For 

Score driven by 

Millennials 

Millennials 

Millennials 

Millennials 

Millennials 

Gen X 
/Millennials 

66% among supporters of 
government subsidization 

 How interested are you in paying for the following content 
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Presenter
Presentation Notes
 Specialized on my area of interest and learning are the two key motivators to definitely or consider subscribing or buyingQ How interested are you in paying for the following content



29% 

36% 

35% 

48% 

48% 

9% 

9% 

11% 

14% 

20% 

38% 

45% 

46% 

62% 

68% 

Exclusive bonus content

Premium subscription  -with product

Contests and prizes

Special offers

Deep cut discounts for subscribing ($1 an issue)

Consider paying for Definitely would pay for

Subscriber Retention 

Score driven by 

Millennials 

Millennials 

Millennials 

Millennials 

Millennials 

Definitely/Consider Millennial Gen X Boomer 
Deep cut discounts for subscribing ($1 an issue) 74% 68% 65% 
Special offers  74% 66% 52% 
Contests and prizes 65% 48% 35% 
Premium subscription  -with product 70% 49% 30% 
Exclusive bonus content (behind the scenes video etc) 52% 42% 25% 

How interested are you in the following magazine subscriber benefits? 

rkinsight.com 

Related to the magazine’s subject matter 
(for example a trip to Canada’s north) 

Value deals for subscribing, free products 
included with a subscription 

That come with a monthly/quarterly 
set of products aligned to the 
magazine’s subject matter interests 
(similar to the dollar shave club box)  

Presenter
Presentation Notes
Discounting followed by value deals are key motivators for subscribing. Millennials are most interested in every measured benefit. Especially notable for Millennials are contests, premium subscriptions and exclusive bonus contentDeep cut discounts for subscribing ($1 an issue) Special offers (e.g., value deals for subscribing, free products included with a subscription) Contests and prizes related to the magazine’s subject matter (for example a trip to Canada’s North)Premium subscription that come with a monthly/quarterly set of products aligned to the magazine’s subject matter interests (similar to the dollar shave club box) Exclusive bonus content (behind the scenes video etc) Q How interested are you in the following magazine subscriber benefits?



MAGAZINES ARE HELPING CANADIANS 
MANAGE THEIR MENTAL HEALTH 

Presenter
Presentation Notes
Section 6-  Magazines support Mental HealthNearly all Canadians (96%) say that it is important to make time for themselves and that they have hobbies and niche areas of interest (92%). 86% say that reading a magazine helps them to relax. Over two thirds of Canadians agree that sitting down with a magazine is a way of setting aside uninterrupted time for themselves.  As key to creating what is seen as a relaxing magazine, the top rated answer are “shorter digestible articles”, especially enjoyed by Baby Boomers and “attractive photos, illustrations and eye candy” are what Millennials are looking for.



27% 

21% 

19% 

15% 

60% 

50% 

41% 

29% 

86% 

71% 

60% 

44% 

Reading a magazine helps me to relax

Sitting uninterrupted time to do something I love

My little luxury is sitting down with a new magazine

I will sometimes buy magazines as a guilty pleasure

Agree Strongly Agree Somewhat

Magazines to Help Relax 

Score driven by 

Gen X/ Boomer 

~Boomers 

- 

Gen X/ Millennials 

Definitely/Consider Millennial Gen X Boomer 
Reading a magazine helps me to relax 82% 86% 86% 
Sitting uninterrupted time to do something I love 69% 70% 72% 
My little luxury is sitting down with a new magazine 60% 61% 58% 
Sometimes I buy magazines -aspirational 53% 51% 36% 
I will sometimes buy magazines as a guilty pleasure 47% 49% 34% 
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Presenter
Presentation Notes
86% say that reading a magazine helps them to relax.Over two thirds of Canadians agree that sitting down with a magazine is a way of setting aside uninterrupted time for themselves



Contents of a Relaxing Magazine 

Score driven by 

Boomers 

Gen X/ Millennials 

Millennials 

~Boomer/Mill 

Millennials 

~Gen X/ Millennials 

Definitely/Consider Millennial Gen X Boomer 
Shorter digestible articles 48% 52% 57% 
Attractive photos and illustrations eye candy 53% 52% 36% 
Attractive content with call outs to break up the text 41% 36% 29% 
Analytic and hard hitting longer articles 35% 31% 36% 
Celebrities or thought leaders articles 33% 28% 18% 
High end brand advertising 12% 11% 8% 

53% 

47% 

35% 

34% 

26% 

10% 

Shorter digestible articles

Attractive photos and illustrations eye candy

Attractive content with call outs to break…

Analytic and hard hitting longer articles

Celebrities or thought leaders articles

High end brand advertising

Q. My ideal little luxury magazine has … 
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Presenter
Presentation Notes
Shorter articles and attractive photos are key to relaxing magazines  Q. My ideal little luxury magazine has 



Canadians 
are Reading 
Magazines 

54% 
Monthly 

Canadians are Paying 
for Magazines 

46% 

Entertainment and 
Information Drive 

Reading 

Benefits of 
Paying for 
Content 

Excellence in 
Journalism  

Content to Motivate 
Subscriptions 

Area of my interest 

Magazines support 
Mental Health 

86% Feel 
Relaxed 
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Demographics 
 

 
 



Region Wave 1 Wave 2 

British Columbia 11% 13% 

Alberta 8% 10% 

Saskatchewan 4% 3% 

Manitoba 5% 6% 

Ontario 39% 39% 

Quebec 28% 22% 

PEI 2% 2% 

Nova Scotia 2% 2% 

New Brunswick 2% 2% 

Newfoundland 1% 1% 

Age Wave 1 Wave 2 

18 to 24 7% 7% 

25 to 34 13% 14% 

35 to 44 18% 20% 

45 to 54 22% 23% 

55 to 64 18% 17% 

65 or older 23% 20% 

Marital Status 
Single/Div/ Separated 33% 33% 

Married/Common Law 61% 62% 

Widowed 4% 4% 

Choose not to respond 2% 1% 

rkinsight.com 



Education Wave 1 Wave 2 

Did not finish high school 5% 4% 

Secondary/High School 20% 22% 

College diploma 18% 19% 

Technical training diploma/Cert 14% 13% 

University, undergraduate degree 28% 28% 

University, post-graduate degree 15% 14% 

HH Income 

Under $39,999 18% 18% 

$40,000 - $59,999 17% 18% 

$60,000 - $99,999 27% 28% 

$100,000 - $199,999 23% 21% 

$200,000 and over 3% 3% 

Prefer not to answer 13% 12% 

Average $87,215 $87,972 

Employment Wave 1 Wave 2 

Full time (35+ hrs ) 44% 46% 

Part time (<35 hrs) 10% 13% 

Not employed 9% 9% 

Retired 30% 25% 

Student 5% 5% 

Prefer not to answer 3% 2% 

Gender 

Male 52% 51% 

Female 48% 49% 

rkinsight.com 



Size of your Community Wave 1 Wave 2 

Rural area of less than 10,000 people 18% 16% 

Town or city of 10,000 to 100,000 people 27% 28% 

City of 100,000 to 500,000 people 23% 23% 

City of more than 500,000 people 33% 33% 

Heritage/Children at home 

I was born in Canada 81% 81% 

My parents (one or both) were born in Canada 69% 70% 

I have children under 18 living at home 25% 30% 

rkinsight.com 



Methodology 
RKI conducted a two wave research study to understand the Canadian Magazine Reader  
 
Objectives: 

• Uncover Canadians magazine reading behaviours and motivators 
• Bring stats and facts to assist publishers in understanding content areas that are 

most relevant to Canadians  
 
Methodology: 
Online survey  
Dates: Wave 1: November 2018, Wave 2: February 2019 
Average completion time: Wave 1: 8 mins, Wave 2: 8 mins 
Number of completes: Wave 1: n=1001, Wave 2: n=1026 
Screeners: Canadians 18+, who read magazines (digital or print) at least yearly (not 
never) – Note this was an 89% qualification - 
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Appendix 
 

 
 



Thinking of magazines, how do you access this content? Select all that apply. 

46% 

28% 

23% 

6% 

Net Paid

Purchase at retail

Paid subscription

Digital subscription

Magazine Retail Purchase 

Paid Retail Purchase Location 

59% 

48% 

32% 

29% 

23% 

21% 

12% 

Grocery Store

Drugs Store

Book Store

Convenience Store

Newsstand

Mass Merchant

Gas Station

  

Those who purchase at retail are most likely to buy magazines at the grocery store and drug 
store  

Millennial Gen X Boomer 
Grocery Store 65% 59% 54% 
Drugs Store 52% 47% 44% 
Convenience Store 37% 34% 18% 
Book Store 27% 34% 34% 
Mass Merchant 20% 25% 17% 
Gas Station 18% 13% 8% 
Newsstand 17% 26% 24% 

Millennial Gen X Boomer 
Purchase at retail 31% 28% 25% 

rkinsight.com 



Understanding the Value of Magazines 

3% 
9% 7% 7% 10% 

22% 

10% 8% 5% 7% 

0 1 2 3 4 5 7 8 9 10

Canadians are not sure how they feel about “Fake News” and the value of magazines. There is 
notable gravitation to the middle neutral score. 

It is worth paying 
for content since 
I am less likely to 
get “fake news” 

“Fake news” is 
unavoidable, 
even if I pay 
for content 

2% 7% 7% 9% 11% 

24% 

9% 9% 5% 6% 

0 1 2 3 4 5 7 8 9 10

I consider 
magazines an 
affordable luxury 
item 

Magazines are 
throw away 
items 

3% 6% 5% 7% 6% 

17% 
12% 11% 10% 

14% 

0 1 2 3 4 5 7 8 9 10

Everyone should 
subscribe to a 
few magazines 
(need to have) 

I consider 
magazines a 
luxury item 
(nice to have) 

rkinsight.com 



77% 

54% 

46% 

46% 

45% 

38% 

32% 

20% 

42% 

51% 

50% 

51% 

58% 

65% 

Shorter articles

Less content in the magazine

Led by less experienced journalists

Disappearance of analytic and hard hitting longer articles

Paying more for a subscription

Content influenced by companies paying for it

Magazine does not exist

Ranked Solutions 

Best Worst 

When respondents were given options of solutions if a magazine was challenged economically, they selected 
as best outcome, shorter articles and less content.  
The solutions identified as worst outcomes were:  magazines not existing followed by content influenced by 
companies paying for it. 

Select the best and worst solution for magazines you read, if they were challenged economically. 
Select one as best and one as worst 

rkinsight.com 



64% 

43% 

57% 

45% 

42% 

26% 

23% 

18% 

20% 

33% 

53% 

38% 

47% 

42% 

50% 

52% 

38% 

36% 

97% 
96% 
96% 

92% 
84% 

76% 
75% 

56% 
55% 

Learning new things is important to me

I am well informed about subjects that matter to me

Making time for myself is important to me

I have hobbies and niche areas of interest that I really care about

I am not influenced by fake news

I think the government should subsidize our Canadian culture

Canada’s culture is made stronger with government support 

My life is very stressful

The stress in my life affects my mental health

Agree Strongly Agree Somewhat

Psychographics  

13. Please select your agreement level with the following 
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Content to Motivate Subscriptions 
Stronger numbers demonstrated for all motivating content among those who currently pay for 
their magazines. 

 Definitely/Consider Subscribing 

Paid 
magazine 

subscriptio
n  

Purchase 
magazines 

at retail  

Free 
magazine
s at retail  

Digital 
subscript

ion  Overall 
Magazines that are specialized on topics of my interests, with 
directly relatable, reliable information pertaining to your 
interests/concerns, politics, environment, (for example 
outdoor/adventure in Alberta)  

80% 82% 74% 80% 65% 

Discovering something that I didn’t know  74% 77% 69% 78% 62% 

Canadian focused content  70% 72% 63% 73% 55% 
Unique editorial pieces – what is not available elsewhere or reviews 
that are not online, better information or topics  60% 66% 61% 56% 50% 

Variety, for example, Women's Lifestyle magazines that contain 
more intellectual articles on politics, arts, literature deeper articles  48% 58% 53% 46% 41% 

Special collector's editions of magazines (for example 65 years of 
Queen Elizabeth)  35% 44% 40% 39% 32% 
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Top Subscriber Retention Benefits 
Stronger numbers demonstrated for all subscriber retention tactics are noted for those who 
currently subscribe. Note that those who purchase at retail are similar to the overall numbers. 

 Definitely/Consider Subscribing 

Paid 
magazine 

subscription  

Purchase 
magazines 

at retail  

Free 
magazines 

at retail  

Digital 
subscripti

on  Overall 

Deep cut discounts for subscribing ($1 an issue)  81% 69% 82% 83% 68% 

Special offers (e.g., value deals for subscribing, free products 
included with a subscription)  

71% 64% 80% 78% 62% 

Contests and prizes related to the magazine’s subject matter (for 
example a trip to Canada’s North)  

48% 46% 62% 56% 46% 

Premium subscription that come with a monthly/quarterly set of 
products aligned to the magazine’s subject matter interests 
(similar to the dollar shave club box)  

50% 46% 62% 58% 45% 

Exclusive bonus content (behind the scenes video etc)  40% 38% 52% 48% 38% 
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