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‘..» #= 5 Front-of-Book Always the “Best” Position?
. for - When was the last time vou heard an agency
i7" = media planner say “Anywhere in the book 15
~=* fine”? Usually they say, “I'd like the ad placed as
close to the front of the book as possible, on the right hand
side.” You reply, “But it’s been proved that it really doesn’
matter where the ad is placed.” The usual response is:
“WELL IF IT DOESN'T MATTER WHERE, THEN PUT
ITIN THE FRONT!”

But is front-of-book always the “best” position?

In fact, position alone generally, does not affect readership
of an ad or increase awareness for a brand. A strong creatrve
execution will perform well regardless of its placement in the
magazine.

A “bad ad” will not perform well even if it is in the front of
the book. (continued)
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ISTHERE A DivFERENCE
INAD READERSHID RAsSED
UPON POSITION:

Not according to the data presented in
this newsletter, which tends to dispel
some of the prevailing mythssurrounding
advertsing positioningand such related
topics as:

* Fron:-of -book vs. back -of -book
* Covers vs, inside pages
* Left-hand vs. right-hand pages

» Ads facing editorial vs. ads facing other
ads

» Size of advertisement

» Colorofadvertisement

¢ Size and color of advertisement
# Bleed vs. non-bleed ads

STARCH IS THE
PRIMARY SOURCE ON
AD POSITIONING

The primary source on ad positioning 1s
Starch INRA Hooper, Inc. Forseveral
decades, Starch has measured the reader-
ship of magazine advertising (including
the effectiveness of the use of color, size
of ad, and bleed vs. non-bleed), on the ba-
sis of personal interviews with a sample of
men and women who have read the issue
in which the ad appeared.

Starch measures three degrees of reader-
ship:

NOTED: The percent who remember
having previouslv seen the ad in the issue.

ASSOCIATED: The percentwhosaw
anv part of the ad that clearly indicates the
brand oradvertiser.

't READMOST: The percent who read 3¢
. percent or more of the written materiat in
the ad.

Based on Starch Tested Copy resulrs, the fol-
lowing graphs refute some leng-held as-
sumptions, beliefs, propositions and mis-
conceptions about positioning, size and
colorof magazine ads.

FRONT. MIDDLE OR
BACK OF BOOK:

InJune of 1989, Starch Tested Copy reported
nhow ad positioning affects ad readership.
A tatal of 105 issues of three business
magazinesand Sports [lustrated plus 10
women’s books were studied. Irshould be
noted thatin the women's publications,
42 percent of the ads were locared in the
first chird (tercile) of the book, 34 percent
in the second and 24 percent in the chird
tercile, The business/men’s publications
had a more even distribution of ads,

The findings:

1A) Average Readership of All One-Page
. &-Color Ads by Puge Position In Magozines

3 Business Publications & S.I.
Page Noted Assocoied  Read Most
Position % lndex % Index % index

15t Third 46% 107 39% 105 N% 110
Middle Third 43 100 7w 13 100
tast Third 4 % » W 10 100
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1B} Average Recdarship of Afi One-Page
4-Color Ads by Poge Pasition In Meaozines

10 Women's Magazines

Poge Noted Associted  Read Most
Position %  Index % Indax % lndex
Wl 53% 106 4% 07 1% 100
Middie Third 50 100 4 100 12 100

Lost Third 49 9% 44 100 12 10

Sourte: Starch Tosted Copy, Voluema 1, Ne.2 June 1985,

“Read Most” scores remaln constant
across all three position terciles. However,
Noted and Associated scores fall slightly
from the first through the third tercile,
though nor as much as many would assume.

When Starch controlled for product cate-
gory and then for adverriser for the same
adsanalvzed above, the findings showed
relatively less difference amongthe three
terciles, for Noted scores, as shown below:

10 Women's
Magazines

3 Business Magozines
& Sports lllustrated

| SUPPORT STak F

Automofive Ads  Tolletries & Cnsméfics

Page

Position %Noted  Index % Noted  Index
Tst Third 48% 102 5% 112
Middle Third 47 100 47 100

Last Third Af 94 44 94
RDVEITEE" LORITGL 5

15t Third s % 9% W00
Middle Third 50 100 49 100 :
Last Third 49 o8 45 97

Source; Starch Tested Copy, Yolume 1, No.5 jume 1989,

Advertising Positioning 1

! Back in June. 1960, Starch found similar

results. which show virtually nochange in
index scores for the first vs, the last third
of the magazine forad readership:

Incode, i

3} Ad Positior in Mapazine

Page Position Hoted Assodated  Read Most

st Third 107 107 100 o
Middle Third 11111 I (1] 100 IR

Lot Third 98 100 10

Source; Starth Tested Copry, Volume 1, No.4 1960 -
Note: Widdia third is enchorsd ot 100,
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OFTHER SOURCES

FINDINGS
ON POSTTIONING

In 1983, The New Yorféercommissioned The
PreTestingCompany, anindependentre-
search firm. to conduct a studv on ad poesi-
tioning, One of the main objectives was to
determine the performance ofidenticalads
appearing in different positions in the
same and different magazines. Respon-

-._dents were tested using a readership re-

cording dévice knownas the “clip-on”,
This half-ounce device eitherclipsontoa
respondent’s glasses orisattached toan
open-frame pair of glasses, recording
viewerinvolvement with the magazine.

Each ofthe four magazines’ respondents
tested were divided into four sections or
quarters. There were 75 respondents per
| magazine.

r@

E0902

Piony

L




| X
I c re sy,
RYTMRTETI

SHRHO

dAT et

The MPA Research Newsletter | No. 60

RETRIRI AR

Summarized below are the findings from
thisstudy forthose respondent’s claiming
to have definitely seen the ad. for each of the

magazinestested:

4) Ad Position in Magazine

% (laim To Hove Definitely Seen Ad
Mogazine IstQr.  IndQir.  3rd Ofr. 4thQn.
THE NEW YORKER 3% 45% 4% 7%
Mogazine A a i 31 3
Maogazine B 46 Vi) 35 3
Magazine ( k| 38 3 17

Source: The New Yorker, 1985

While differences do existbetween each
of the quarters, it is interesting 1o note
that in 3 out of the 4 magazines tested, the
first quarterisn'teven the best as faras
recallisconcerned.

Findings from the People Magazine
Advertsing Positioning Research

Study in April 1989 support the research
presented thus far. The Pre Testing
Companvy conducted the study, usinga
device knownas the PeopleReader. This
is a lamp with two cameras hidden in its
pedestal, one focused on the eves and one
on the page of the magazine. Exposure is
recorded electronically. There were 400
participantsin the sample, 50 percent
male and 30 percentcferale.

~ny
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Results from the People study were com-

| . - .
¢ pared to data from similar studies con-

ducted by The PreTesting Company from
1983-1989, which rested 24 magazines
over that time period on brand name re-
call, readerinvolvementand comperitive
imagerv. Dara from both the study con-
ducted for People and the comparative data
from The Pre Testing Company (the
“Normative” data) were based on posi-
tioning dara gathered fromads appearing
in the front, middle and back of the publi-
cationsand left-hand and right-hand ads.

Followingare the findings comparing the
Peoplestudy to normacve results from pre-
vious Pretesting Company studies:

5) Page Position in Magazine

Front Middle Bock

Index [ndex Index

tnvolvement

PEOPLE Study 100 % 104

Normative 100 94 85
Recaf

PEOPLE Study 100 107 107

Kormative 100 93 9
Competitive Imagery

PEOPLE Study 100 99 98

Normative 100 87 92

Source: Peaplo Magazine Advartiing Postiening Reseord: Study, Apcd 1989

One hundred Bustness Weekads from
1980 were Starched. Noted scores were
compared for first vs. second haif of the
magazine, and first, middle and final third
of the book. Findings show relatively no
difference in position, as shown on the
nextpage.
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6) Page Fosition in Magazine

% Noted ndex
15t Halt 85.4% 100
7nd Half $4.0 98
Front §5.2 100
Middle 65.0 100
Back 64.5 99

Sourte: Business Week Ad Troffic Mussum

FRONT VS, BACK OR
RIGHT-HAND VS, LEFT-
HAND PAGE:

It Doesn’t Matter

Cakners Advertising Researchconducted a
study ofall fractonaland full-page ads
appearingin 16 Cahners publications from
1972-1986. Ads were separated firstby
size, by black-and-white, and then by two-
colorand four-color. The 57,672 ads were
divided into rwocategories:

Front: ads preceding the middle of the
1ssue;

Back:ads positioned within or following
the middle page.

Ads were categorized as left-hand orright-
hand. Median Noted scores were collect-
ed. (Noted score is the percent of readers
remembering seeing the ad in the tested
1ssue.}

Findings indicated in chart 7 show ad
readershipremainsrelatively stable
regardiess of placement, either froncor
back orleft-hand vs. right-hand page:

Advernsing trostitoniig

7) Page Position in Magazine

Median % MNoted Scores
Fromt Back

Fractional

Leh o 2%

Right x| P&
1-Page,B&W

Left 30 35

Right k] 3
1-Page, 2-Color

Left 2 35

Right kK] 3
1-Page, 4-Color

Left 42 43

Right 2 £
Saurre: shoar's Mvertiing Ressorch Repart, No.116.24

Based on the People Magazine Advertising
Positioning Research Study, the following
results of the study show indices forleft
and right-hand ads for the three criteria
measured;

8) Left vs Right-Hond Page

Left-Hand Righi-Hond
Tndex Index
Invalvement 100 100
Brand Kome Recall 94 100
Compeiitive lmagery 103 100

Sourte: Paople Magezine Adveriising Posiioning Reseorch Study, Apeil 1989
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A S
COVERS Vs INSIDE PAGES

Covers Do Mzke a Difference

Position does plav a role for ads appearing
on covers. Starch addresses the issue for
coverads appearing on eitherthe second,
third, or fourth cover. The main focusis to
determine whichcover has the greatestin-
crease in Noted scores over similar run-of-
book ads. Findings reported in the October
1989 Starch Tested Copy conclude that
overall, ads on the second cover earned the
highestaverage Noted scoresand register
the greatestincreases overrun-of-book ads.

Among the five types of readeraudiences
measured (Womenreaders: I3women’'s
publicarions, Women readers: six dual
audience publications, Men: six dualaudi-
ence, Men: 10consumer magazinesand All
readers: six business magazines), the find-
ings below show thatsecond cover has the
greatestadvantage over third and fourth
coverwith respect to percent difference in
noted scores for similar run-of-book ads.

9} Covers vs Inside Pages

five Groups of Reader Audiences*

% Noted Index
nd Cover, 1-Pg. 4C 58% ¥4
mside Page 45 100
3rd Cover, 1-Pg, 4C 4 - 106
Inside Page 46 100
4th Cover 55 125

Inside Poge 4 100

*Coatrofled for size, color and peodud,
Source: Starch Tested Copy, Volume |, No.9 Odober 988
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ADS FACING EDITORIAL
OR FACING ADS

Ads Facing Ads Score Better than
AdsFacing Editorial

Inthe People Magazine Advertising Posi-
tioning Research Study, measurements
were also made on ads facing editand ads
facingads. '

While readerinvolvementwould seem to
favor those ads facing editorizl {see be-
low}, recall and competitive imagery are
slightiv higher forads facing other ads:

10) Ads Facing Edit vs Other Ads

Facing Editeriel  Facing Ads
Index index
Involvement 100 86
Recall 100 118
(ompetitive fmogery 100 102

Source; Paople Advartising Positioniag Research Shudy, Aprit 1989

Asshown, although readers spend less
time with ads facing otherads, theyare
more likely torecall them. Summarizing
the rationale presented in People’s Study,
this apparent paradox mav happen be-
cause readers are more involved with the
editorial and therefore spend more time
viewing ads facing edit. However, in the
case of ads facing other ads, although
readers may spend less time, they may be
more likelv to recall them because their
fullartention is given to the ad, rather
thananv preceding orfollowingeditorial.

In the Srarch Tested Copy, vol.2, No.23
(January 1987), the effects of adjacent
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material on ad readership are addressed.
Starch looked at the contents of five
women's magazinesand dividedthe
adjacentmaterialsinto 15 categories,
listed below: '

11) Type of Adjacent Material to Ads

Persons/People Leisure How-io-Gardening

Health Interiors Recipes

{rafts Exteriors Fectures

Enterfainment Trave! Picture Articles

Clothing (onfinved- Table of Contents
Articles

The data were indexed so thatad scores

in different magazines could be combined.
Allads were one-page. Readershipscores
were indexed with the average equal to
100. Differences berween the highestand
lowest scoring ads for each of the catego-
ries were then compared.

According to Starch, results suggestadja-
centeditorial material definitely Aoes
affect the ability of an ad to communicate.
Asnoted by Starch, difference between
highestand lowest scoring ads are not
entirely due to adjacent material. Below
are the categories of adjacent material that
mav be more likely to positively affectad
readership:

Advernsig Posiraning

Followingare the types of material that

' appear to be /ess beneficial as adjacent

material foradreadership:

13}
.‘t .J.l4 yoarLiprd
. RYCTICTRN
Type of % of Ads Opposite in '
Adjocent Material Lowest Scoring Group o
FELii e
Gardening Articles 59%
Entertainment 48 o
+ House Exterior Arficles 47 TNy
Croft Aricles 40

(s i
Saurce; Starch Tasted Copy, Yolume 2 No.23 January 1987 -

the abilin

SIZE OF AD r‘g,""n’}: ad b

Spreads Usually Perform Better than
Full-Page Ads COMINI-
Todetermine if advertising readership is
influenced by ad size, Cahners Advertis-
ing Performance Studies analvzed 87,823
advertisementsthatappearedin 48
Cahners pubiicarions from 1972-1989,

LT

| Included were all half-page orlarger ads.

Ads were divided into categories by size,
and comparisons were made after median
noted scores were tallied,

! Notedscoresbelow representthe percent-

age ofreaders whoremembered seeing
the ad in the issue surveved.

12)

Type of % of Ads Oppositein 14y 5170 o7 Ag

Adjocent Meri Highest Scoring Group Medion % Noted Scares
Feature Arficles 7% Froctional Ads 24%

Table of Contets 6] | 1-Page Ads 40
Person,/Peaple 49 | 2-Page Sorents 35

Articles w/Retipes 49

Source: Cahners Advertising Research Report, e.110.16
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Spreads

perforn
abont 25%

better thai

Jull-page

s,

In an earlier report from Starch Tested
Copr,Vol.1,No.6 (May 1981), ad size is
addressed with findings compared-toa
similar report from Starch Tested Copy in
1970. The findings below are based on
Starch data compiled in 1970and 1980.
Over 31,000 ads were used in the Starch
analysis.

15) Size of Ad
1976 1980
% Noted  Index % Noted  index
1/2 Page 25% 62 27 69
Full-Page 40 100 39 100

2-Page Spreod 50 125 50 128

Source: Starch Tested (opy, Volume 1 No.6 May 1981

In the Chart above, full pages are setat
100.

The Starch findings are relatively consis-
tent with the findings reported by
Cahners. On average, according to Starch,
spreads perform about 25% better than
full-page ads, and a typical half-page is
about two-thirds as effective as a full-page
in attracting readership.

In a more recent issue of Starch Tested
Copy, Vol. 1, No. I (February 1989), ef-
fect of ad size tsaddressed once again. A
toral of 7500 one-page and two-page
spread black and white ads thatappeared
inthree business publicationsand seven
women's publications were tested.

Shown below are average noted scores
and indices for size of ad for the 3
- business publications:

16) Size of Ad

Business Publications
Black & White Four-Color
%MNoted Index % Moted Index
1 Poge 29% 100 4% 100

2-Page Sprend ¥ W R 124

Source: Starch Tested Cogy, Yohume 1 Ko.] February 1989

Scores increase for two-page spread four-
color ads by 24 percent vs. one- page four-
colorads and 17 percent for two-page
spread black and white ads vs. one-page
black and white ads.

Similarly, inthe seven women's publica-
tions, findings shown below reveal two-
page spread four-color ads scored 26 per-
centhigherthan the one-page four-color
ads.

17) Size of Ad
Seven Women's Publications
Four-Color Four-Color
One-Page Ad Two-Poge Spread
% Noted  Index % Noted  Index
% 1 59% 12

Saurre: Starch Tested (opy, Voluma 1 No.1 Februory 1969
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COL.OR OF AD

Four-Color ads vs. Black and White
Ads Have Dramatic Impact on Ad
Readership

Inthe same Starch Tested Copy, (Vol. 1.,
INo. 1. 2/89), Starch also addresses the is-
sue of color and its impact on ad reader-
ship. Findings show four-color two-page
spread ads scored 53 percent higherthan
black and white two-page spread ads, and
four-colorone-page ads scored 45 percent
higher than comparable black and white
ads.

Inan earlier issue of Srarck Tested Copy
(Vol. 1, No. 6 May 1981), findings on
impact of ad color on ad readership reveal
the following:

18) Color of Ad

% Noted index
Black & White™ 29% 100
2-Color bl g3
&-(alor §1 14]

“Black & Whire ods indexed ¢t 100,
Source: $torch Tested Copy, Yoluma 1 Ho.6 May 1941

Cahners Advertising Researchreports
four-coloradsreceive 39 percent higher
readership scores than black and white
ads, shown below:

19) Colar of Ad

Madian % Hoted Scores
Blatk & White %%
2-Color H
4-Color m

Source: (ehnars Avertising Research Report Ho.110.3A 1989

+ **Insufficiers ods for onatysks,

Advertising Positioning

I These data are based on 69.590 ads that

appeared in48 Cahners publications from
1972-1989. Included were ali full-page or
larger ads. The ads were divided into
three categories: Black and white. two-
colorand four-color.

SIZE AND COLOR OF AD

Four-Color Spread Has Significantly
Higher Scoresthan One-Page Black-
and-White Ad.

When both size and color are considered
togetherin impactupon ad readership, we

t sccthe following:
20} Size & Color of Ad
% Noted index
1-Page B&W 2% 100
4-Color Double Page Spread 52 179

Sourte: Starch Tested Copy, Yolume | No. February 1989

Inan earlierissue of Starch Tesred Copy
{Vol.1. No.6, 1981). effects of size and

| coloron ad readership were comparedtoa

similar report from 1970, findings shown

below:
- 21) Size & Color of Ad
1970 {980
1/2 Rl /2 R
Poge Fage Sprend  Poge  Poge  Sprecd
Baw 3 e 113 10 Né

i 2-Color 0 8 6! 0

4-Color 9 123 154 1 132 N

Seurce: Starch Tasted Copy, Yolume 1 No.b 1981
Results are shown in indices with black-and-white and full-page ads set o1 100.
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Findings from Cahners Adverusing A —
. Research Report, shown below, indicate LTI U NN B
o \ . PER SRR SV T LAV "!‘)L-.,i.A)
ad readership increases with size and use e
of color: A0S
Bieed AdsHave Definite Advantage
A/ 2 fza 3 Toier o Ad Over Non-Bleed Ads
Median % Noted Scores Starch Tested Copr. (Vol. 1, No.5 1981)
eelership - — 1 presents findings based on a study of 3527
: Froctional 4%, 7 full-page adsincolorand black and white.
1.Page BEW 2 Shown below are readership scores for
FICIS T 1-Page 2-Color % bleed vs.non-ble=d ads:
1-Page 3&4-Color 43
S sie BRW Spreat 4 23) Bleed vs Nen-Bleed
4.Color Spread 56
: — # of #of
(e s Sourc: Cavets Advertising Resaorc Readership Report No.105.14 1988 Ads  Bleed Ads  Non-Bleed
Index ndex
ot rolr 1-Page, 4-C 1368 115 1232 100
‘ 1-Page, B&W g6 51100
Combined Avesage 113 100
. Sourge; Starch Tastad Copry, Yolume | Ho.5 1981

Based on the findings above, the average
gain in readership for ads with bleed
layoutsis 13 percent.
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RANKING ORDER OF
VMAGAZINE ADVERTISING
SIZE INPACT

Multiple-Page Ads Have More Impact

1. Three single-page ads following each
other on the right side.

2. Twosingle-page ads in different sec-
tions of the same magazine on the right
side.

3. Double-page spread.

4. Single-page ads on right.

5. Single-page ads on left with strip on
right.

6. Single-page ads on left.
7.Checkerboard ads on right.

8. Checkerboard ads on left.

9. Half-page ad. upperright.

10. Half-page ad, lowerright.

11. Scrip on both right and teftsides.
12. Half-page ad, upper left.

13. Half-page ad, lower left.

14, Third-page block, lowerright.
13. Strip (one-column) extreme right.
16. Strip, extreme left.

Source: The PreTesting Company

l

Adertising Positioning

SUNMARY

* A strong creative execution will perform
well regardless of its placement in the
magazine.

* A “bad ad” will not perform well even if
itisin the front-of-the-book.

s Covers do make a difference.

i ® Ads facing ads score berter than ads fac-

ing editorial.

* Spreads usually perform better than fuli-
page ads.

® [our-color spreads have significantly
higherscores than one-page black-and-
white ads.

* Bleed ads have definite advantage over
non-bleed ads,

* Multiple page ads have more impact.

CONCLUSION

An exceptionally strong ad will usually
perform well no matter whereitis
placed in amagazine.
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NEWSLETTERS OF

RESEARCH—BACK ISSUES

Partial listing of available back issues:

#40
#41

#42

#43

#44
#45
#46

#47

#48

#49

VALS-As A Media Evaiuation Tool

When Discreticnary Dollars Talk,
Do Advertisers Listen?

Changing Levels of Automobile
Adverusing Effectiveness

Some Basic Magazine Values for
the Adverciser

Now You See It! Now You Don’t!
Advertising Exposure in Cable Homes

Magazine Almanac...Facts, Trends &
Perspectives That Can Work For You
Magazine Infobasics 1 * 2 * 3: A Program
For Increased Sales Of Microcompurers
And Software

Segmenting Markees and Media with
Cluster-Plus

New Product Success Begins With The
Super Innovators

#30

#51

#52
#53

#54

#5585

#56

#59

The Manv Faces Of America’s Waorking
Woman

You Select The Targer, But... The Medium
Selects The Audience

Making Leisurestyles Work For You
Magazine Almanac...Information Is Your
Competitive Edge '

The GET $er...Beautiful People Who

Buy More

A Documentary On The Power Of
Magazines

Magazine Almanac...Facts, Trends &
Perspectives That Can Work For You

It’s Dinnertime...Do You Know Where
Your Kids Are? )

How to Launch New Products Successtully
in Today’s Crazy Mixed-up Micromarket-
ing Morass.

The 1990-91 Magazine Handbook:

A Comprehensive Guide for Advenisers,
Ad Agencies and Magazine Markerers

Newsletters of Research are free
to MPA members, advertising and marketing
executives.
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