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I am pleased to present the 2021 Magazine Media Factbook. For more than 25 years, MPA – The Association of Magazine 
Media – has documented in the Factbook the ongoing vitality of the magazine sector and unique credibility and trust 
magazine media have earned among their readers.

This edition of MPA’s Factbook highlights the resiliency of magazine media in the midst of a global pandemic, and the 
high level of trust consumers continue to place in magazine media platforms. Overall audience across print, digital, and 
video rose during the COVID-19 pandemic -- to 1.56 billion readers -- and enthusiasm for the trusted, curated content 
that magazine media delivers remained strong, with the top three magazine publishers reaching more women than the 
top four technology platforms. Ninety percent of Americans under 25 read print and digital versions of magazines – and 
63 percent of millennials (Americans aged 25 to 40) say that, even in the digital age, they love the touch and feel of a 
printed magazine. Magazine media’s social media footprint grew to nearly 700 million “page likers” and followers on 
Facebook and Instagram, and Instagram followers increased by 16 percent year over year. 

This year’s edition also highlights the efforts magazine media publishers are making to enhance environmental 
sustainability, including using sustainably sourced paper from certified forests, reducing the use of non-sustainable 
plastics, limiting greenhouse gas emissions – and continuing to educate with incisive and inspiring environmental 
coverage.

We are grateful to MRI-Simmons for their vital work in integrating the data for this year’s Factbook.

The COVID-19 pandemic was a stress test for society, and I am proud of the fact that the magazine media industry came 
through with flying colors. As this year’s edition of the Factbook clearly shows, MPA members have once again proven 
themselves to be adaptable innovators who continue to find new ways to deliver trusted content to magazine media 
consumers. 

Brigitte Schmidt Gwyn 

President and CEO, MPA – The Association of Magazine Media
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Magazine Industry Spotlight

Employment Wages

Total Jobs Supported1 219,618

Indirect & Induced Jobs2 146,412

Direct Jobs1 73,206

Total annual wages1 $7.48 billion

Average annual wages1 $102,292

Average weekly wages1 $1,967

The periodical publishing industry directly employs more than 73,206 people in the United States and 
supports an additional 146,412 jobs. Employers in the periodical publishing industry pay an average 

annual wage of $102,292 and total annual wages of $7.48 billion in the United States.

Sources:

1: United States Bureau of Labor Statistics
2:  IMPLAN model multiplier
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Sustainable and 

LEED Certified offices

Sustainably sourced 

paper from responsibly 

managed forests

Reduced use of 

non-sustainable 

plastics

Optimized ink usage

and increased use of

plant-based inks 

How Magazine Publishers are Approaching Sustainability Goals

Sources: Meredith Corporation’s Corporate Social Responsibility Report, Hearst: “Being Green”, National 
Geographic Society’s Sustainability Policy, “Making Condé Nast Greener”, Vox: “Energy & Environment”, 
Trusted Media Brands sources 100% of its magazine paper from independently certified sustainable forests.

The magazine 

media industry 

is united in its 

commitment to 

environmental 

stewardship.

Across the industry, 

magazine publishers 

are adopting responsible 

business practices, 

investing in recyclable 

materials and setting long

term sustainability goals 

for their businesses.

Reduced greenhouse 

gas generation

Incisive and inspiring 

environmental 

coverage

https://www.meredith.com/about-us/corporate-social-responsibility
https://www.hearst.com/about/being-green
https://www.nationalgeographic.org/sustainability-policy/
https://www.condenast.com/sustainability
https://www.vox.com/energy-and-environment
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Base: Magazine readers
Based on top two box scores, any agree

Source: MRI-Simmons Issue Specific Study (3/17/21)

Due to COVID, how much do you agree with the following statements?

Reading magazines in print is a nice break from screens

I appreciate print magazines more

I appreciate digital magazines more

I appreciate magazines on social media more

76% 97 104

68% 91 111

44% 128 117

39% 142 120

Total % 18-34 35-54

INDEX BY AGE

Readers have engaged more deeply 
with magazines during COVID
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SECONDARY AUDIENCE
indirectly receives communication

Magazine secondary audience provides 
value in driving sales

Secondary audience delivers 73% of primary sales response

Source: Validating secondary audience response, NCSolutions/Meredith Corporation/MRI-Simmons, November 2019, based on 15 magazine campaigns.

PRIMARY AUDIENCE
receives communication directly

buys 
magazine, 
reads ad

$1

reads magazine 
at doctor’s office/salon, 
sees ad

73¢

reads magazine 
at work, sees ad73¢

reads magazine 
at gym, sees ad73¢

For Publishers

Seamlessly evaluates sales lift across 
magazines in totality for total campaign 
sales lift

Proof that advertising in magazines drives 
sales 

Affirms value of secondary audience

Quantifies and validates total audience 
contribution to sales

More accurate input for cross-
media/publisher studies

Apples-to-apples comparison with other 
media

For Advertisers
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Beyond touch & feel: Magazines retain value

A national poll of magazine readers conducted in June of 2021 
found that:

• The average magazine reader keeps 33% of their magazines, 

recycles 42% and throws out 25%

• 31% recycle their magazines a majority of the time

• 30% never throw away their magazines

Source: MPA National Opinion Survey June 2021, conducted by Trendency 
Research

Methodology: 1,000 interviews among adults 18+ were conducted from June 3-7,2021 using an 
online survey. Results were weighted to ensure proportional responses. 

6
Average Pass Along 
Rate/
Readers Per Copy

Source: 2020 Fall GfK MRI
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Heavy magazine readers spread the word 
more than any other form of media

67

76

96

98

99

102

Heavy magazine readers engage in the most brand 

conversations - 34% higher than general public

Heavy Users are defined as:
Magazines/Newspapers – read 1 hour or more per day
Social Media/Radio/Live TV – use/listen/watch 2+ hours per day 
(for TV 2+ hours on weekday/3+ on weekend)
Source: Engagement Labs July 2020 -June2021 

Ads in magazines 
fit well with the content

General Public

76 brand 

conversations 

per week on 

average

Heavy 
Magazine 
Readers

Heavy Social 
Media Users

Heavy 
Newspaper

Heavy Radio 
Listeners

Heavy Live 
TV Viewers

General
Public
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Ads in magazines are in a 
more synergistic environment

33%

34%

53%

53% of adults age 18-49 say ads in magazines fit 
well with the content, more than other media 

Source: People Consumer Profile and Engagement Study, June 2019. 

Ads in magazines 
fit well with the content

Ads in magazines fit 
well with the content

Digital ads fit well
with the content

Ad 
Pages
33%Edit 

Pages
67%

Ad-to-Edit Ratio

Source: MediaRadar, Inc. 2020. 
Analysis of 471 magazines across over 7,000 product categories.

Ads on TV fit well 
with the content
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Source: MediaRadar, Inc. January to December, 2020 vs 2019. Results across 1,511 magazine websites

More advertisers bought ads on magazine websites 
during the COVID-19 pandemic

41
44

42

47
43 42

47 46

55

50 49 50

39
42

47

40
44

57
54

65 64 64

71

64

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Number of Advertisers on Magazine Websites
(000s)

2019 2020

Magazine website 
advertisers increased 

+17% 
from 2019 to 2020
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All ads 55% 68%

First quarter of the book 57 68

Second quarter of the book 52 67

Third quarter of the book 52 68

Fourth quarter of the book 55 69

Note: Includes all ads, size/color and cover positions.
Source: MRI-Simmons  Starch Advertising Research, January-December 2020

Regardless of placement within the book, 
magazine readers notice ads and take action

Action taken includes:

• Have a more favorable opinion about the advertiser

• Consider purchasing the advertised product or service

• Gather more information about the advertised product or service

• Recommend the product or service

• Visit the advertiser’s website

• Purchase the product or service

• Clip or save the ad

• Visit a social media site/app

• Watch a video on a website, social media site or app

Noted Action Taken
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Magazine readers who are mobile shoppers are 
more engaged with magazines

Source: Quad Customer Focus 2020 Study – a telephone and online survey 
fielded among 2,000 U.S. adults between August 20 and September 27, 2020. 
Demographically representative of US households based on Census Bureau Data. 
Base: Magazine Readers. 
+ Magazine readers who make online purchases using a smartphone. 
++ Magazine readers who have redeemed a mobile coupon in the past 30 days. 
A mobile coupon would be a coupon you would receive on your mobile device via a 
mobile app, mobile browser search, mobile email, or mobile text. 

Q: Please tell me if you tend to ignore or pay attention to magazine ads?
Q: Do you prefer reading digital magazines or print magazines? 
Q: How much non-work related time each day do you spend reading in print magazines? 
Q: Do you enjoy magazine ads?
Q: Which of the following forms of advertising do you trust?
Q: Have you made a mobile purchase of something you found in a magazine? 

64% 66%

18%

47%

29%

45%

15%

71% 71%

25%

57%

41%

54%

30%

70% 68%

35%

54%

43%

58%

34%

Pays attention to magazine
ads

Prefers reading print
magazines

Prefers reading digital
magazines

Spends 15+ minutes daily
reading magazines

Enjoys magazine ads Trusts magazine ads Made a mobile purchase
of something in a

magazine

All Magazine Readers (n=688) Magazine Readers who use mobile shopping (n=268) + Magazine Readers who use mobile coupons (n=181) ++

Technology
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Mobile shoppers act on advertised offers 
in magazines

Source: Quad Customer Focus 2020 Study – a telephone and online survey 
fielded among 2,000 U.S. adults between August 20 and September 27, 2020. 
Demographically representative of US households based on Census Bureau Data. 
Base: Magazine Readers. 
+ Magazine readers who make online purchases using a smartphone. 
++ Magazine readers who have redeemed a mobile coupon in the past 30 days. 
A mobile coupon would be a coupon you would receive on your mobile device via a 
mobile app, mobile browser search, mobile email, or mobile text. 

Q: To which of the following types of advertised coupons in magazines have you responded? 

62%

34%

21% 19% 19%

62%

44%
38%

30% 31%

69%

51%

41%

29%

39%

coupon product sample QR code fragrance insert scratch-off

All Magazine Readers (n=688) Magazine Readers who use mobile shopping (n=268) + Magazine Readers who use mobile coupons (n=181) ++

Technology
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Engagement With Both A Magazine & Their Website Increases Ad Efficacy Among Women of All Ages

This combination drives greater stopping power and actions taken

Magazine + Website Increases Ad Effectiveness

45%

59%
55%

67%
61%

73%

18-34 18-34 35-54 35-54 55+ 55+

% Noted

Age 18-34 Age 35-54 Age 55+

49% 49% 49%

87%
83%

74%

age 18-34 35-54 55+

% Took Any Action*

Age 18-34 Age 35-54 Age 55+

Source: MRI-Simmons Starch Advertising Research, January-December 2020
Women age 18-34: Magazine Only - 342 issues, 861 ads; Magazine + Website – 347 issues, 868 ads.
Women age 35-54: Magazine Only – 347 issues, 868 ads; Magazine + Website – 347 issues, 868 ads.
Women age 55+: Magazine Only – 346 issues, 867 ads; Magazine + Website – 348 issues, 870 ads.

* Among those who noted an ad. 

Magazine 
Only

Magazine + 
Magazine Website

Skin Care Ads: Noticing & Taking Action Among Women
Magazine Only vs. Magazine + Website
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Americans of all ages read magazines
- especially younger adults

9%
of magazine readers 
get them through the 

mail
88% of adults

90% of those 
under 35

90% of those 
under 25

Read magazine media in the last six months (print and digital editions)
Base: U.S. adults 18+.  Source: MRI-Simmons, Fall 2020

64% of 18-34-year-old magazine readers say that

even in the digital age, 
they love the touch and feel 
of a printed magazine
Source: MRI-Simmons Starch Advertising Research, January-December 2020
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34%
33%

36%

33%

10%

15%

20%

25%

30%

35%

40%

Total Millennials Gen-X Boomers

Women 25-64

How is the coronavirus impacting your daily life?
% spending more time reading magazines

Female magazine readers, 
including one-third 

of millennial women, 
read magazines more than 

ever during the 
COVID-19 pandemic

Source: Meredith Consumer Pulse, Wave 14, January 2021. 
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Social Media



THE ASSOCIATION OF MAGAZINE MEDIA  FACTBOOK 20215353

Social Media
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Social Media
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Social Media
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Social Media
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Social Media
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Premium/Luxury
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Influence
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Lifestyle
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Category Influence
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Fashion & Beauty
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Heavy magazine readers spend more on 
prestige* brand health & beauty aids

Fashion & Beauty

95.0

116.0

Spent $300+ on health & beauty aids in the last 12 months –
prestige beauty users among devoted media users (index)

Index: Percentage of prestige beauty users among the top quintile of users of each medium vs. percentage of 
prestige beauty users among adults 18+. 
* Prestige beauty users are defined as people who in the last 6 months used perfume, makeup, complexion care, 
or suntan products from Estee Lauder, Lancôme, Dior, Chanel, NARS, Clinique, or YSL. 

Source: 2020 Fall GfK MRI

116

95

81

85

94

91

magazines

internet

TV

radio

newspaper

social media
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Health & Beauty

Devoted magazine readers are most likely 
to enhance their appearance through 

beauty & health treatments and products

magazines internet TV radio newspapers

I would consider non-surgical treatments/procedures 
(Botox, peels, cool-sculpting, etc.)

146 112 104 112 121

I spend a lot of money on beauty and skincare products 145 120 118 112 129

Diet plans usually work for me 139 99 93 97 128

I would consider cosmetic surgery for myself, now or in the 
future

132 109 115 120 116

Agreement with statements and opinions about health & beauty (index)

Index: Top quintile of users of each medium vs. adults 18+

Source: MARS Consumer Health Study, Kantar 2021



THE ASSOCIATION OF MAGAZINE MEDIA  FACTBOOK 202167

Health & Fitness

Magazine readers use interactive online tools 
to improve fitness and diet

Magazines Internet TV radio newspapers

Participated in virtual workout or fitness sessions 
(e.g., Peloton, Zoom workout class, YouTube exercise video)

167 116 87 120 111

Watched online videos to learn more about symptoms, 
conditions or treatments

166 153 124 150 114

Looked for healthy recipes or other healthy lifestyle 
information

151 123 105 127 91

Tracked my diet/exercise 137 121 81 140 91

Agreement with statements and opinions about online health-related activities (index)

Index: Top quintile of users of each medium vs. adults 18+

Source: MARS Consumer Health Study, Kantar 2021
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Healthcare & Pharma

Devoted magazine readers trust 
pharmaceutical advertisements 

more than heavy users of other media

magazines Internet TV radio newspapers

I feel health and wellness advertising on the internet is 
trustworthy

144 119 129 111 128

Pharmaceutical advertisements make me more 
knowledgeable about medicines

130 107 111 107 118

I trust pharmaceutical companies that advertise the 
medications I take

125 104 117 106 121

Agreement with statements and opinions about pharmaceutical advertising (index)

Index: Top quintile of users of each medium vs. adults 18+

Source: MARS Consumer Health Study, Kantar 2021
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Healthcare & Pharma

Magazine readers are more engaged 
with digital health apps and websites

magazines Internet TV radio newspapers

I prefer using apps instead of websites when I want health-
related information or tools

142 118 114 117 112

I am comfortable registering on a website which consistently 
offers useful information about my particular condition

135 121 122 115 122

I refer my friends to certain websites I find helpful 134 126 114 129 112

I typically conduct research online prior to a doctor’s 
appointment

126 115 104 118 115

Using an app to share my personal health/fitness data with 
my doctor or others would motivate me

126 117 108 125 110

Agreement with statements and opinions about digital health (index)

Index: Top quintile of users of each medium vs. adults 18+

Source: MARS Consumer Health Study, Kantar 2021
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Healthcare & Pharma

141.0

142.0

172.0

180.0

180.0

Actions taken after seeing medical 
professionals in the last 12 months (index)

visited a pharmaceutical company or drug brand website

visited a social media site related to a condition or prescribed treatment

looked up cost of medication or insurance coverage before filling a prescription

conducted an online search about a drug or treatment options

signed up for a prescription savings program

Magazine readers 
find information 

online after seeing 
a doctor

Index: Top quintile of users of each medium vs. adults 18+ who have seen any healthcare 
professional in the last 12 months

Source: MARS Consumer Health Study, Kantar 2021

magazines

internet

TV

radio

newspapers

141

90

85

102

133

180

147

112

154

176

180

145

113

118

117

172

112

137

112

120

142

120

108

114

102
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Healthcare & Pharma

Magazine advertising drives consumer healthcare 
actions more than advertising anywhere else

magazines Internet TV radio newspapers

Asked your doctor for a product sample of a prescription drug 204 116 140 128 187

Asked your doctor to prescribe a specific drug 204 129 155 128 143

Visited a pharmaceutical company’s website 191 141 129 131 158

Discussed an ad with your doctor 177 112 155 118 153

Switched to a different brand 176 152 135 143 153

Made an appointment to see a doctor 172 120 126 135 106

Conducted an online search 158 125 112 124 116

Refilled a prescription 158 111 126 121 114

Actions taken in the last 12 months as a result of healthcare advertising (index)

Index: Top quintile of users of each medium vs. adults 18+

Source: MARS Consumer Health Study, Kantar 2021
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Healthcare & Pharma

Magazine readers are more connected 
via health-related mobile apps

magazines internet TV radio newspapers

Blood sugar or diabetes 335 226 188 98 227

Pill reminder/medication tracker 251 141 154 121 184

Drug or general health reference tool 229 147 194 177 174

Doctor locator 209 120 111 149 158

Nutrition or healthy recipes 206 149 131 147 121

Health testing/tracking tools (e.g., pulse, blood pressure) 186 133 126 146 145

Medical records access 176 127 126 148 127

Health-related mobile apps used in the last 6 months (index)

Index: Top quintile of users of each medium vs. adults 18+

Source: MARS Consumer Health Study, Kantar 2021
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Shopping

110.0

119.0

119.0

125.0

127.0

133.0

Category influential among devoted media users (index)

shopping influencers

beauty influencers

new food item influencers

grocery shopping influencers

clothing/fashion influencers

environmentally-friendly product influencers

Magazine readers 
influence shopping 
behavior overall and 

in key categories

Index: Percentage of category influential among the top quintile of users of each medium vs. 
percentage of super influential among adults 18+. Note: Category influential consumers are 
defined as people who have great experience in the topic and whose advice on this topic is 

trusted by friends and  family members. Source: 2020 Fall GfK MRI

magazines

internet

TV

radio

newspapers

133
109
104
102
107

127
113

90
112
111

125
110

90
115

99

119
104

98
112
109

119
121

97
112
100

110
98
60

108
104
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Media & Entertainment

118.5

121.4

124.5

138.3

152.6

154.9

Super influential consumers for media and entertainment 
categories among dedicated media users 

newspapers super influencers

radio super influencers

other entertainment super influencers

books super influencers

tv shows super influencers

movies super influencers

Magazine readers 
are more likely to 
influence other 

consumers’ media 
choices

Index: Percentage of super influential among the top quintile of users of each medium vs. 
percentage of super influential among adults 18+. Note: Super influential consumers are defined 
as people who have great experience in the topic, whose advice on this topic is trusted by friends 
and  family members, and who have recommended products or services in this topic to others. 

Source: 2020 Fall GfK MRI

magazines

internet

TV

radio

newspapers

155
112

66
118
179

153
126
106
135
130

138
131
111
105

92

125
118

67
98

106

121
145
113
105
103

118
139

98
100

90
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Home

115.0

117.0

118.0

119.0

131.0

Super influential consumers among devoted media users (index)

cleaning products

interior decorating

insurance

household furnishings

real estate

Magazine readers 
are super influential 

on all things 
“home”

Index: Percentage of super influential consumers among the top quintile of users of each medium 
vs. percentage of super influential among adults 18+. Note: Super influential consumers are 
defined as people who have great experience in the category, whose advice on this category is 
trusted by friends and  family members, and who have recommended products or services in this 

category to others. Source: 2020 Fall GfK MRI

magazines

internet

TV

radio

newspapers

131

99

98

107

113

119

85

78

107

100

118

82

69

95

105

117

81

82

102

110

115

102

83

95

110



THE ASSOCIATION OF MAGAZINE MEDIA  FACTBOOK 202179

Food & Cooking

113.0

123.0

126.0

Super influential consumers among devoted media users (index)

new food items

snacks

cooking

Food super 
influential consumers 

are more likely to 
regularly devour 

magazines

Index: Percentage of super influential consumers among the top quintile of users of each medium 
vs. percentage of super influential among adults 18+. Note: Super influential consumers are 
defined as people who have great experience in the category, whose advice on this category is 
trusted by friends and  family members, and who have recommended products or services in this 

category to others. Source: 2020 Fall GfK MRI

magazines

internet

TV

radio

newspapers

123

136

100

129

86

126

103

81

119

104

113

115

88

117

105
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Parenting super influentials are more likely to be 
devoted magazine readers

Parenting

111.0

Parenting super influentials among devoted media users (index)

Index: Percentage of super influential consumers among the top quintile of users of each medium vs. percentage 
of super influential among adults 18+. Note: Super influential consumers are defined as people who have great 
experience in the category, whose advice on this category is trusted by friends and  family members, and who 

have recommended products or services in this category to others. Source: 2020 Fall GfK MRI

111

100

70

112

109

magazines

internet

TV

radio

newspaper
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Spending among 
magazine readers 

18-34 reflects a focus 
on apparel, health & 
beauty, parenting, 

and technology

Magazine readers’ average spend index Age 
18-34

Clothing & 
Accessories

Fine jewelry 117

Women’s clothing 110

Clothing 109

Health & Beauty 
Aids

Men’s health & beauty aids 114

Women’s perfume/cologne 113

Kids & Babies Children’s toys & games 112

Electronics Software for personal/home PC 107

Index: Average past-12-month spend among top-quintile of magazine readers age 18-34 vs. all adults 18+.

Source: MRI-Simmons, Fall 2020

Spending
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Readers 35-54 are 
above-average 

spenders on 
electronics, 

apparel, dining, 
and cologne

Magazine readers’ average spend index Age 
35-54

Electronics
Apps for tablets/e-readers past 30 days 124

Apps for cell phone past 30 days 111

Cell phone bill past 30 days 111

Clothing & 
Accessories

Clothing past 12 months 123

Athletic shoes past 12 months 109

Dining

Fine dining past 30 days 123

Liquor past 30 days 116

Fast food & drive-ins past 30 days 114

Family restaurants & steakhouses past 30 days 111

Health & Beauty
Men’s cologne (gift) past 12 months 117

Men’s cologne (self) past 12 months 114

Index: Average past-12-month spend among top-quintile of magazine readers age 35-54 vs. all adults 18+.

Source: MRI-Simmons, Fall 2020

Spending
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For magazine 
readers age 55+, 

spending is tied to 
apparel, travel, 

home and health

Magazine readers’ average spend index Age 
55+

Travel
Domestic vacations past 12 months 117

Foreign vacations past 12 months 115

Home Goods & 
Services

Personal appliances past 12 months 117

Home improvements past 12 months 113

Climate control appliances past 12 months 111

Property & garden maintenance 
past 12 months

110

Home remodeling past 12 months 110

Clothing & 
Accessories

Costume jewelry past 12 months 114

Men’s clothing past 12 months 111

Fast food & drive-ins past 30 days 114

Health Prescription drugs avg monthly out-of-pocket 113

Index: Average past-12-month spend among top-quintile of magazine readers age 35-54 vs. all adults 18+.

Source: MRI-Simmons, Fall 2020

Spending
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Index: Top-quintile of users of each medium among households with income $250k+ vs. top-quintile of users of each 
medium among all adults 18+

Source: MRI-Simmons, Fall 2020

magazines newspapers internet radio TV

Household income $250k+ (index)

Magazines reach 
premium audiences 

in high-income 
households

110
104 101

88

54
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Devoted magazine readers are 
wealthy with high-value assets

magazines internet TV radio mobile app

Household income $191 $190 $187 $188 $191

Personal income $165 $156 $156 $144 $144

Household net worth $1,315 $1,064 $1,199 $968 $941

Household liquid net assets $687 $545 $669 $499 $491

Value of primary residence $580 $574 $541 $510 $523

Total value of real estate $955 $923 $867 $832 $808

Heavy users of each media defined as top-third of users in terms of time spent or usership. 

Source: Ipsos Affluent Survey, Spring 2021 (Adults 18+ with HHI $125K+)

Heavy media users – median values ($000)
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Devoted magazine readers are 
heavy spenders across all categories

magazines internet TV radio mobile app

Total expenditures 167 150 127 121 110

Watches and jewelry 253 223 186 146 104

Home and garden 202 179 155 125 110

Alcoholic beverages 186 177 150 146 121

Apparel & accessories 173 164 137 128 115

Leisure, entertainment & dining 149 140 129 122 117

Computers, electronics & home 
entertainment

142 132 119 114 119

Skin care, cosmetics & fragrance 141 135 121 118 110

Personal care & wellness 141 130 123 115 109

Purchase price of vehicles 
bought/leased

135 128 117 117 102

Travel 121 115 113 105 107

Heavy users of each media defined as top-third of users in terms of time spent or usership. 

Source: Ipsos Affluent Survey, Spring 2021 (Adults 18+ with HHI $125K+)

Heavy affluent users indexed to total affluents
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118.0

119.0

130.0

133.0

134.0

General attitudes/intent 
(heavy affluent users of each media indexed to total affluents)

I like to stand out from others

Devoted affluent 
readers are original 

and creative leaders, 
not afraid to act on 

impulse or take risks

Heavy users of each media defined as top-third of users in 
terms of time spent or usership. 

Source: Ipsos Affluent Survey, Spring 2021 (Adults 18+ with 
HHI $125K+)

heavy magazine users

heavy internet users

heavy TV users

heavy radio users

heavy app users

134

133

116

118

110

I am a risk taker

I like to do things on the spur of the moment

I think of myself as a creative person

I tend to take the lead in decision-making

133

130

116

117

111

130

126

115

119

110

119

116

108

109

106

118

116

112

109

108

Lifestyle
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119.0

128.0

133.0

144.0

167.0

Travel Attitudes
(heavy affluent users of each media indexed to total affluents)

Typically stay at  five-star accommodations when traveling

Affluent readers are in 
the market to travel, 

and inspired by 
magazines when 
seeking their next 
travel experiences

Heavy users of each media defined as top-third of users in 
terms of time spent or usership.  *Next 12 months

Source: Ipsos Affluent Survey, Spring 2021 (Adults 18+ with 
HHI $125K+)

heavy magazine users

heavy internet users

heavy TV users

heavy radio users

heavy app users

167

156

130

122

111

Plan to take a cruise*

People often ask my advice when considering where to vacation

Travel publications and TV inspire me to seek new experiences

Plan to take a trip or vacation outside the US*

144

131

123

111

107

133

126

113

109

109

128

124

113

109

107

119

118

105

107

109

Travel
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Magazine readers plan to travel widely 
in the next year both 

domestically and internationally

magazines newspaper radio TV Internet social

Hawaii 111 103 105 86 108 104

Florida 102 98 104 87 103 98

Cruise (1+ days) 117 100 110 97 101 103

Europe 112 110 104 78 105 101

Caribbean 111 102 113 91 112 110

South America 120 106 121 90 118 121

Heavy users of each media defined as top-third of users in terms of time spent or usership.

Source: MRI-Simmons, Fall 2020

Intentions - Very/Somewhat Likely To Take Vacation In Next 12 months (Index)

Travel
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138.0

147.0

150.0

153.0

177.0

Entertainment Attitudes
(heavy affluent users of each media indexed to total affluents)

I regularly see movies on opening weekend

Affluent readers 
are active, engaged 

with trends, and keep 
a pulse on the 
latest events

Heavy users of each media defined as top-third of users in terms of time spent or usership. 

Source: Ipsos Affluent Survey, Spring 2021 (Adults 18+ with HHI $125K+)

heavy magazine users

heavy internet users

heavy TV users

heavy radio users

heavy app users

177

168

134

124

112

I like to stay on top of the latest culinary trends

People often ask my advice on entertainment/leisure activities

I often go to sporting events

I look forward to reading the latest books and discovering new authors

153

145

122

119

111

150

148

121

122

118

147

146

129

125

111

138

132

113

110

106

Entertainment
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128.0

138.0

140.0

142.0

149.0

Financial Attitudes
(heavy affluent users of each media indexed to total affluents)

I am actively looking for financial advice from professionals

Affluent readers 
are actively involved 

in their finances

Heavy users of each media defined as top-third of users in 
terms of time spent or usership.  

Source: Ipsos Affluent Survey, Spring 2021 (Adults 18+ with 
HHI $125K+)

heavy magazine users

heavy internet users

heavy TV users

heavy radio users

heavy app users

149

142

123

117

108

People often ask my advice about financial issues and investing

I usually consult a financial expert before deciding on money issues

I keep up with news/developments related to personal/life insurance

I keep up with financial news

142

137

122

112

106

140

130

121

111

102

138

132

121

111

107

128

125

120

105

105

Financial
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133.0

140.0

155.0

164.0

165.0

Automotive Attitudes
(heavy affluent users of each media indexed to total affluents)

I follow the latest developments in the automotive world

Affluent readers keep 
up with automotive 

developments and go 
for luxury and high 

performance

Heavy users of each media defined as top-third of users in 
terms of time spent or usership.  *Next 12 months

Source: Ipsos Affluent Survey, Spring 2021 (Adults 18+ with 
HHI $125K+)

heavy magazine users

heavy internet users

heavy TV users

heavy radio users

heavy app users

165

158

134

120

115

People ask my advice when considering buying/leasing new vehicle

I get the top-of-the-line model that includes most luxury options offered

Plan to buy/lease a new car, SUV, truck*

I prefer vehicles that are high performance and fun to drive

164

157

136

121

113

155

142

131

116

110

140

136

125

119

117

133

128

119

112

110

Automotive
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126.0

131.0

143.0

163.0

172.0

Home Attitudes
(heavy affluent users of each media indexed to total affluents)

Plan to buy a vacation or second home*

Affluent readers 
are more likely to 
purchase second 

homes and appliances, 
and pay the premium 

high-end décor 

Heavy users of each media defined as top-third of users in terms of time spent or usership.

*Next 12 months

Source: Ipsos Affluent Survey, Spring 2021 (Adults 18+ with HHI $125K+)

heavy magazine users

heavy internet users

heavy TV users

heavy radio users

heavy app users

172

163

129

119

113

People ask my advice when it comes to home decorating/remodeling

Plan to purchase non-kitchen household appliances (washer/dryer)*

I am willing to pay premium prices for home appliances/furnishings

I regularly take on do-it yourself projects in my home

163

150

126

119

112

143

138

120

118

117

131

125

117

108

108

126

122

114

111

105

Home



THE ASSOCIATION OF MAGAZINE MEDIA  FACTBOOK 202195

Affluent magazine readers keep up with 
smart technology trends

magazines newspaper radio TV Internet

Household has devices connected 
to a smarthome hub*

138 126 139 113 163

Household owns any smart speaker 135 125 140 118 145

Personally own any wearable tech 
device**

121 119 128 119 134

Heavy users of each media defined as top-third of users in terms of time spent or usership.

Source: MRI-Simmons, Fall 2020 (Adults 18+, HHI $100K+)

*Includes audio system, coffee maker, dishwasher, garage door, lighting, oven, refrigerator/freezer, security system, thermostat, TV, video doorbell, washer/dryer, or “other”

**Includes smartwatches, fitness trackers, VR headsets, etc.

Smart technology usage among devoted affluent media users (Index)

Technology
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152.0

168.0

177.0

181.0

195.0

Fashion & Beauty Attitudes
(heavy affluent users of each media indexed to total affluents)

Plan to buy a fine watch/jewelry costing $2500+*

Affluent readers enjoy 
exclusive luxury 

products and 
services

Heavy users of each media defined as top-third of users in 
terms of time spent or usership. *Next 12 months (net cost)

Source: Ipsos Affluent Survey, Spring 2021 (Adults 18+ with 
HHI $125K+)

heavy magazine users

heavy internet users

heavy TV users

heavy radio users

heavy app users

195

179

141

129

115

Luxury products/services play an important part in my life

I influence other people's behaviors/opinions/thoughts on luxury

I seek out products or experiences that are truly exclusive

I am willing to pay more for luxury toiletries and cosmetics

181

166

135

124

114

177

165

133

127

115

168

153

126

122

114

152

143

120

115

114

Fashion & Beauty
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Thank you to PressReader for providing the digital edition of 
the 2021 Factbook on PressReader platform.

You can find the PressReader, PDF and PowerPoint versions 
of this year's Factbook on www.magazine.org and 
www.fipp.org.

http://www.magazine.org/
https://protect-eu.mimecast.com/s/ZYX8CNOlYtv3JOvT4O1aa?domain=fipp.org

