Brandlabg

Magazine purchasing model

As an example of the way in which we work, we constructed a magazine purchasing
model for one of our magazine clients which defined the different processes involved.....

DRIVERS OF
MAGAZINE REPERTOIRE

DRIVERS OF
PURCHASE CHANNEL REPERTOIRE

READING NEEDS
Information versus entertainment

SHOPPING PATTERNS
How, when & why consumers shop

A4

Y

READING MOODS
* Reading occasion
* Reading location
» Source of copy
* Magazine navigation
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BRAND CHARACTERISTICS
* Functionality
Purpose, Price, Differentiation, etc.
* Awareness
Advertising, PR, In-store, Availability
* Personality
Tone, Packaging, Image, etc.
* Values
Authority, Esteem, Reassurance

RETAILER VARIABLES

Shop location

In-store environment

- General shop layout

Location of magazine sales area
Space allocation for magazines
Layout of mag area
Facings/signage/categories
In-store promotions

* Product Range

» Consumer Offer

* In-store service

* Price

» Own-label versus branded products
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Browsing

Pre-shopping / Purchasing / Leisure activity

Issue Freshness
How the consumer looks for new issues

In-store Substitutability

Issues The consumer’s reaction to non availability

Conversion
How many shoppers convert into buyers

Beacon titles

How consumers navigate the shelves

Impulsiveness
Impulse purchasing by retailer and mag.




