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EVOLVING

Phil Scott
Group Publisher

¥ frequency, are all further steps in

he jury’sin and
Australian men still
want their media

in expertly edited
packages. At any given time, ACP
has over 50 magazines targeting
men on sale at more than 20,000
distribution points around the
country. And selling men’s
magazines remains a growth
business for us.

Compared to a decade ago, sales
of audited magazines targeting
men are up by more than a million
copies annually and readers are

anywhere, any time. Rather like
this mini-mag. | hope you enjoy
this distilled version of ACP’s
insights into men. Our Men’s
Research experts have sharpened
our products and | hope they

can do the same for your media
strategy and creative executions.
ACP has invested heavily in
research to launch and develop
great mastheads for readers and
our commercial partners. On that
note, thanks for your support.
Without it, we couldn’t offer the
best level of advertising service in

“It’s clear Au,stralzan men the business. | sincerely hope

still want their media in
expertly edited packages

spending $43 million more for the
right to purchase. It’s a fast moving
game that throws up a new market
leader every several years, a trend
dating back to the early 1980s.

The movements we are seeing
now —away from men’s interest
into men’s lifestyle, the rise
of special interest and weekly

the evolution of blokes’ reading
habits. Only magazines offer

a great tactile experience, one
that travels, doesn’t run out of
batteries, and can be enjoyed

the battles over rates, early

.,  rights, media firsts and non-

sign-posted advertorials have
been worth it.

And stay tuned, as ACP launches
new magazines and hones
Australia’s favourite brands which
now include Zoo, RALPH, FHM,
Men’s Style, Wheels, Motor, Street
Machine, 4x4 Australia, Motorcycle
News, Australian Personal
Computer, Rugby League Week
and many, many more.

Publishing is not for the faint-
hearted, but none of us at ACP can
think of a more exciting caper.
From where we sit, the future of
men’s magazines looks just fine.
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men love their country and the: values it re&gﬁts
an to be Australia

Source: ACP Australian Values Survey, n = 1000 on-line sample representafive
of Australian population, open-ended question — coded by ACP Research!
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EXPERT
OPINION

he core threads of
decency, patriotism, love
of country, hard work,

practicality and tolerance are
intimately woven together in the
fabric of Australian masculinity
and emerge as ‘mateship’, fair go’
and ‘hard yakka’.

Joining this club is not a matter
of draping yourself in the flag
or putting ‘Proudly Australian
Owned’ on your label when
the product’s made in some
sweatshop in Ghangzhou and has
enough lead in the paint to kill a
small dog. Club membership is all
about values.

Shared patriotism can be a
powerful motivator for Australian
men, if it’s genuine.

BEA

a second look fr

“If it’s been aduvertised it will warrant
Om me’” acpmens stupies

FAMILIAR

Mission: Go to

TrO\/is Godfredson | ‘b3°“”‘ry .RO";‘d a”td
ACP Research Sean Adams Fomale | [Mae ) o P o PETE
The Seed —
Myer
Trav: Hey, Sean. What do you think of your
illustration?
Sean: Could be worse. So, what can readers Men usua[[y have their minds made up I—U-l']
expect from this booklet? H .
Trav: It’s a 16-page booklet cheat-sheet on how to t?efore entermg a.store. they ar.e less v _I —
connect with Australian men; 25 themes based on three likely to be experimental and will default David
major studies conducted over five years — Connecting to brands they know and trust. Sones E:_IE Country ]
with Men (2004), How Men Buy (2006) and Men through Female [ i Road
the Ages (2007) — which cover hundreds of men in Time. 3hrs. 26min
thousands of hours of ‘blokey consideration time’. Cost: $876
Sean: We’ve spoken to all kinds of men, MAN TRIGGER RECOGNITION Mc;lse Target
including ACP’s first-rate editors. TI P WITH DISTINCTIVE VISUALS Time: Ohrs, 6min | I . ,
Trav: Time for a beer. My shout. CONSISTENT OVER TIME Cost: $33 How Men Buy *

“Talk to a man about himself and he will listen for hours” — BENJAMIN DISRAELI “God bless America. God save the Queen. God defend New Zealand and thank Christ for Australia” — RUSSELL CROWE
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CREATE CHAT
!\I'ni\g ABOUT YOUR
= BRANDS
JU S T T “ B =T whcn
Zoo offered a boob
| job the press went
oo | i

over a million page
impressions in
one week

Men love to talk about what’s hot. Encourage conversations about
your brands with events, awards, innovations and limited editions.

TE
MINL-MAG/ 7

Drtober 1st,
2007

Paul Merrill
Zoo Editor

KRU

v
Wet, wild, willing

: ,2008'STEN ’;
., ™ _J SUPERCARS =

] st

“Zoo is a cack. Theyre always up
to no good. I lefi a copy of the boob
job issue on the coffee iable and the
missSus near ly kllled me!”” acpupvs stuoms

“I spent a lot of money on booze, birds and fast cars. The rest I just squandered” — GEORGE BEST

NE: Eldda 700

Wik 4, EyelpEEs mocncnes UPMEN
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MY TEAM

Men move in tribes. Their tribes are defined by passions
(surfers), car sub-cultures (V8, Ferrari or off-road), sports or
locations. Each tribe has its own unique language, heroes
and symbols. These cues are their badges of membership
—and honour. How do you reflect the values of your tribe?

Geoff Seddon
Street Machine Editor

“IT'S LOVE MATE, PURE
AND SIMPLE."

IT’S TRIBAL: The
Shannons ad (left)
and editorial (right)
rated highly in ACP’s
Research because
they celebrate
readers and their
passions

“Guys are like dogs. They keep coming back. Ladies are like cats. Yell at a cat one time... they're gone” — LENNY BRUCE
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DOES MY
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Men are becoming more focused on their appearance and creating the

right impression, but are sometimes unsure about how best to achieve it.

Five fashion tips for selling threads to Australian men:

1 Use mates and heroes —they need to relate to the images projected

2 Build confidence through education — step it out with helpful hints
3 Show them the finished look — “mix ‘n” match” is not our strength
4 Show them where to get it and how much it costs — save him time
3 Give him something for nothing — make him feel like a winner!

“Clothes shopping
is scary. It’s too

hard to find what

you like”

. “I dunno what
s suits me. I like 1t
¥ when theyve got
(¥1he whole look on

a manneq win”’
ACP MEN'S STUDIES

| Caring or
- your suit

You've forked outto
ook dapper, now tor
thecritical care puide,

“A genius is a man who can rewrap a new shirt and not have any pins left over” — DINO LEVI
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SELL
THE
DREAM

What is the ultimate innovation
your brand could sponsor?

JUST BREW IT

This all-in-one beer brewetr is

LOOK AT ME: The
Australian Defence
Force custom-built

this 700 horsepower

LandRover,
‘ArmyGeddon’. The
crowds love it — helping
the Army draw new
recruits

e 1=—-|-r-'-ll-d-:-'-- Hrfr-Dsdlaan Hind o
f.'l:F.HH'dJi'uh.',ln,g:p|1,“| ,__,__ - R WST TEIRCITAE

After many years working hard and
raising a family, men past their 40s
reach a stage in life when they start
devoting more time to themselves
and their interests.

= VIAN OFFER BRAND EXPERIENCES,

TI P PROVIDE LEARNING
OPPORTUNITIES AND

PROMOTE NEW PASSIONS

PROMOTE
A HEALTHY
|ILIFESTYLE

_M Men are aware of the importance of their well
A e Deing but lack the conviction to do something
[T Y about it. Make the solution easily accessible.

“Men are only as loyal as their options” — BILL MAHER
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UPMEN ™ nacazine:

Men are forever impressed with new ideas and
innovations. Great ideas may come from new
technology or trends. What upgrades can you
offer to make men re-evaluate your brand?

Ged Bulmer
Wheels Editor

More room,

[T

130001503

UP-SPEC MEN: Key
cover words include
‘new’, ‘improved’,
‘bigger’, ‘ultimate’,
‘best’, ‘more’, ‘#1°,
‘extra’, ‘revealed’,
‘bonus’, first’,

L ‘exclusive’ and ‘many
) many more’.

g
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ACP MEN’S STUDIES

“When women are depressed, they eat or go shopping. Men invade another country. It’s a whole different way of thinking” — ELAYNE BOOSLER

AJOB
WELL DONE: 4
Wheels Young W 2 y
Designer of the
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VIP FOR
A DAY

RALPH Editor

Make men feel special through ‘money can’t buy’ experiences.
Instead of prizes, give them bragging rights though access to
elite events, product-test days, signed limited-editions, high
profile and respected product ambassadors.

PARTY WITH US AT THE

_ @W@M&THIN

Men are always looking to prove
themselves to their colleagues, family
and friends. How can you help men
make a mark and celebrate their
achievements?

AUTOMOTIVE
DESIGN AWARDS

RARSHA RAVI 1 R A | N /T 8 Ourmums were

SO proud_ in 2007.

Year award

§ VG ES 4 ‘R [ i L -
Il: FTH I}. YEAR i J L™ Call131
e g p ' Visit barkwestocomay

“A successful man is one who can lay a firm foundation with the bricks others have thrown at him” — DAVID BRINKLEY
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12 GET TO THE
BLOODY POINT'

Men don’t shop, they buy. Here are six steps to help
him get to your product faster.

1 Better trained sales
staff: Get to the bottom
of his problem

2 Step-by-step guides:
So he doesn’t get lost
3 Websites: For
back-up information
4 Phone numbers:
To buy it now!

o Maps: For

the big picture

6 Availability of
sales literature:

So he doesn’t have
to speak to anyone

Before [ bu Iy

anythin
researc
completely so that
when][k walk 1 ll;?,
Store now 1. ﬁ)y

wontnp meo

13
VISUAL
STYLE

Men respond to the visual. They appreciate maDE o s
good-looking things that carry great design e
or are beautifully or cleverly packaged.

CUSTOMISED
REPRINTS: Mazda
reprinted this
independent
Wheels road-test
and distributed it
to its current and
potential buyers

“A nice, stylish and simple
execution (Llways gets
my attention...

ACP MEN’S STUDIES

“You cannot teach a man anything; you can only help him discover it in himself” — GALILEO GALILEI

B F
magazines UIPMIEN

"'_E'}:':—'FERH’I’ HeTel() "

Australia’s most popular working vehicles.

No worries.

Eﬁmﬁlmlﬁli

Men trust their own

KEEP
I'T REAL

judgments — even more so
as they grow older and more
experienced. The best way
of selling them your benefits
is to get your product into
their hands.

Be true to your brand

and men will respect you for it. Suggestions:

1 Product testing
days or events
i 2 Freetrials

! 3 Display rooms

David Chalke, AustraliaScan

Social Commentatfor

\ 4 Scent strips
,/ 3 Gifts with purchase

“If you've got them by the balls, their hearts and minds will follow” — JOHN WAYNE

6 Intercept stands at
a|rports or shows

"¢ Prize winning
opportunities

MAN MEN WON'T
TIP NECESARIY
. BE [OOKING
2 FOR YOUR PRODUCT
—YOU MAY HAVE TO
FIND THEM

IVIAN DON'T BAFFLE
TIP LiEMwiTH
BULLSHIT.
EDUCATE THEM
WITH EVIDENCE
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1652V R 18 LI ECS TOO
HOW-TO- DIINIC EAD

Despite what they say, most men can do
m;hn?olg ngtu cl)tfl?/gh???(\;vclwcetrs] \I;]V(i)tvf\ll E?egpe-t)y- Men are looking for better quality products which portray
step guides and expert a better image about themselves. Indicators of a quality
product can include brand heritage, good packaging and
strong advertising presence. How would men describe the
quality of your product or service?

GREAT VALUE = GOOD QUALITY + RIGHT PRICE + SOMETHING FOR NOTHING

Men like to feel like they’ve
snared a bargain. But this
doesn’t have to mean the
cheapest price. How can
you add value without
devaluing your offer?

4

“Its a challenge to |
get a bargain. You do §
%our research to

e best quality for the

best price”

Aussie men love their mates and

- GET GENUINELY INVOLVED i ; : .
= I\TIIIAB ; HELP MEN GET THE MosT ~ times spent sharing a joke and drink.

ACP MEN'S STUDIES
UT OF YOUR PRODUCTS Celebrate the good times by providing

CELEBRATE
SHARED
occasions or simply capture the mood FAMILY TIME

in your executions. As men grow older

COPY THAT
their priorities shift ~ _copvruar

HEARTS: “I found my
wife with another man...
Me”, and, “You never
actually own a Patek
Philippe - you merely
look after it for the
next generation”

from mates and
work to a greater
emphasis on kids
and family.

MAN HOW CAN

TI P YOUR BRAND
ACKNOWLEDGE

AND CELEBRATE FAMILIES

AND PARTNERS?

“On the one hand, well never experience childbuth. On the other hand, we can open all our own jars” — BRUCE WILLIS “By the time you're eighty years old you've learned everything. You only have to remember it” — GEORGE BURNS
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21 SEX SELLS.
DID WE SAY
SEX SELLS?

Sex it up, but do it tastefully, or with humour.
Make it too sexy and your brand message will get lost.

Peter Holder
Men’s Style Editor

e e b
Adsryearar g ki and by Ghs e
i the why, she makes. _—

22MEN LIKE
TO COMPARE

How can you help men form an opinion about your products?

e T LR T NN R R NN R I NN TN RO RNy

R
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PERFORMANCE
RATINGS: RALPH
magazine does all
the editing blokes
need - with a rating
scale, pros & cons
and of course,
‘RALPH’s pick’

"l don’t
know how
to compare

moisturisers

— they don’t
have any

horsepower
ratings!

ACP MEN’S STUDIES

“Get the facts first. You can distort them later” — MARK TWAIN

253WAYS
TOPICK
magazines UP

o

Oompare the palr

& Indust
Supeerds

RN
MAN PERSONA ISE THE SERVICE!

TI P ENCOURAGE CONVERSATION,
LISTEN AND RESPOND

2 4HANG

UP ON
THE CALL
CENTRE

While younger men tend to be much more
comfortable using a range of media tools
to communicate, older men place greater
value on relationships and are more likely
to rely on personal contact, whether it’s
over the garden fence or in a shop.

For menin
their 20s,
every night

is a Saturday
night. But

as men get
older they’re
looking for

a plan for
tomorrow.
That might be
a holiday, sea/
tree change
or plans for
retirement.
How can you
givemea
glimpse of the
future, today?

MAN MAKE HIM LAUGH
TI P AND HE'LL WARM
TO YOUR BRAND.

2 HOW FUNNY
IS THAT?

Aussie men have —and appreciate —a great
sense of humour. And they’re not afraid to
laugh at themselves.

“He said he was
working back late
but i could smell the
octane booster on
his clothes”

W REPCO

e 1w o T too

“The day after tomorrow is the third dey of the rest of your life” — GEORGE CARLIN

15






