Executive Summary

Based upon secondary research findings, it was decided that a focus group should be conducted to help answer some questions about VOGUE’s standing in society. Since we found that VOGUE’s main reader base consists of Caucasian women ages 25-34, we thought it would be important to try to extend that base down to age 20-34. In order to find out what must be done to accomplish this goal, we had to get into the mindset of Caucasian women ages 20-30. We gathered a focus group of 9 Caucasian women, ages 20-28, either in college or with a college degree.

All of our focus group participants were familiar with VOGUE magazine. They named Cosmopolitan, W, InStyle and Harper’s Bazaar as its top competitors. It was overwhelmingly agreed upon that VOGUE is valued primarily for its photography and artwork rather than the articles. However, our participants generally agreed that they did not purchase VOGUE because it contained fashions that were too expensive for their budgets and therefore couldn’t be applied to their lives, or that VOGUE itself was too expensive. It is important to note that when told that a single issue of VOGUE cost $4.99, most participants were very surprised at how inexpensive it was.

What our primary research findings suggest is that this age group considers cost to be of high importance when it comes to making purchases, and that VOGUE magazine is considered to be an influential and quality source of fashion. To increase VOGUE’s appeal to this group while maintaining the opinion of high quality,  we recommend that the price of VOGUE issues should be highlighted, more affordable clothing from high-end designers should be featured, and also possibly feature some articles about how to look high-fashion on a smaller budget.

Summary of Findings

Throughout our secondary research we found that Vogue is considered a classy, high fashion magazine.  It has followed a classic appeal, which began with Vogues history dating back to 1892. Vogue has changed over time, connecting to the current society yet maintaining its traditional, artistic foundation.

Our research also shows that the current market situation is stiff, with steep competition and a struggling economy. Magazines are expected to take a minor hit from the downtrodden economy, presenting Vogue with a great challenge to keeps its circulation and readership up. One huge benefit for Vogue is that it is among the top four women’s fashion magazines, competing against Cosmopolitan, Glamour, and Elle.

With the magazine industry being expected to grow, there is also a trend in women’s magazines to emulate a more sophisticated style. The baby boomer generation has grown, and therefore these women are reaching a stage in their life during which they are interested in more mature types of fashion and reading.  We also found that women with a higher education are more likely to purchase and read magazines. 

From the SMRB data we studied we found the majority of readers were Caucasian 25-34 year old women. The majority of these consumers were highly educated and tended to have full time jobs. We also found that geography plays a role in fashion magazine readership with the northeast having the most readers. 

Readers are many different races. Households with middle incomes are extremely unlikely to purchase fashion magazines, while households with extremely low and extremely high incomes being more likely.  Marital status tends not to correlate with magazine readership, however, divorced women are much less likely to purchase fashion magazines.

When researching Vogue’s advertising expenditure, we found that they primarily spend their advertising dollars on online media. However, Vogue utilizes many types of advertising, including newspapers, outdoor displays, magazines, as well as unique marketing techniques, such as turning their September issue  into a handbag, complete with a leather handle to make carrying the five pound issue a bit easier for readers. Vogue’s website featuring Vogue.TV is their largest form of non-print media and also helps generate create positive PR for the brand. 

As a fashion magazine, Vogue has been highly successful with internal strengths in their marketing, high status representation of themselves, good variety of topics, and a strong current editor in chief, Anna Wintour. Although the magazine is highly successful, Vogue also has its weaknesses. It has a difficulty reaching younger people and it also as a tight print budget at this time. With the green movement spreading through society, Vogue has an opportunity to jump into this and feature issues pertaining to green fashion. Vogue also has the opportunity to tap into the thriving social networks and use viral marketing. Vogue should be sure to keep an eye on the suffering economy possibly having negative effects on its magazine. 

Research Objectives and Questions
After looking at the research and findings we had gathered, we wanted to find what aspects of Vogue are most appealing and effective to market and promote. We also wanted to find what aspects of Vogue prompts readers to choose Vogue above other fashion magazines, and what we can do to increase this behavior. In light of this, we wanted to understand how Vogue is seen compared to its competitors to gain a competitive edge over magazines such as Elle and Harper’s Bazaar. Above all, our ultimate question for when proceeding to do our primary research was this: How can we increase circulation to a younger group marketing towards 20-30 year old women without excluding our current main market? We wanted to find a way to keep our readers interested in Vogue and increase interest in people who are perhaps on the edge of being Vogue consumers.

Research Method

For the primary research portion of our project, we decided to conduct a focus group to more thoroughly understand our target market’s thoughts, feelings, and perceptions of Vogue compared to it’s competitors in the world of fashion magazines. Focus groups can reveal a wealth of detailed information and deep insight. When well executed, a focus group creates an accepting environment that puts participants at ease, allowing them to more thoughtfully answer our questions and to add more meaning to their answers. A survey would have been effective had we only been trying to collect information about people’s attributes and attitudes, but we wanted to understand our target market’s perceptions at a deeper level. In-depth interviews were also a consideration, but we felt that a group discussion would help participants expand on and refine their opinions. Ultimately, we decided that a focus group would most effectively establish the kind of results we were looking for. Our steps when conducting our focus group went as follows:

1. Determine group characteristics / number of participants

2. Select the facility 

3. Recruit and prepare participants

4. Select the moderator

5. Develop a discussion guide

6. Conduct focus group

7. Analyze the data

Determining Group Characteristics / Number of Participants

For our focus group, we decided we wanted to recruit 6 to 10 participants whom all represented characteristics of our target market. Choosing participants from our target market was necessary  The group needed to be large enough to generate rich discussion, so we decided that we could have no less than 6 participants, but not so large that some participants were left out, hence no more than 10 participants. 

Selecting a Facility

We reserved the focus group room in Murphy hall to conduct the group. These rooms are quiet, secluded, and come equipped with a large table with chairs for up to 10 people. We reserved the room for two hours to be sure that we had enough time to prepare for the focus group, as well as allowing for enough time to adequately conduct the group. The entire process ended up taking about 1.5 hours. 

Recruiting Participants

We felt that the best way to recruit our participants was by using the snowball method. To do this, we each recruited a contact from our target group. Often times, those who belong to a certain demographic group tend to associate with others in that same group. As soon as someone agreed to be a participant, we asked her if she would be willing to pass along the names of other females between the ages of 20 and 30 who would possibly be willing to participate. Getting referrals from others, or through word of mouth, is a good means of gathering a sample. If one person is interested, she may be able to provide names of other potential participants. On the evening of our focus group, we ended up having 9 girls from our target market participate.
Selecting a Moderator


We chose Anne Marie as our moderator. It was important that our moderator kept the discussion format open and spontaneous in order to generate as many different ideas from participants as possible. Also, Anne Marie is a member of our research group and volunteered to moderate free of charge. This helped keep costs low. 

Develop a Discussion Guide


We created a semi-structured discussion guide to use while conducting our focus group. We came up with questions that we felt would best enable us to truly understand the ideas and perceptions of our target market when it comes to fashion magazines. Some of our example questions were:

· List your idea of top 3 fashion magazines in the industry. 

· Why did you choose these as your answers?

· What fashion magazines do you personally read, if any?

· Why do you choose these fashion magazines over others?

· How does a cover influence your decision to buy a magazine? 

· What do you look for in a fashion magazine? Do you prefer informative articles? Pictorial spreads? Fashion critiques? Event coverage? Celebrity focus? Fashion advice? In-depth interviews?  

· What is your general opinion about Vogue Magazine? 

· Where do you read Vogue?

We also included a word association exercise, as well as a picture projection technique using advertisements from the magazine to more thoroughly gage the thoughts and opinions of our focus group participants.

Analysis of Data and Consumer Insight

The focus group we conducted provided some interesting consumer insights regarding Vogue and the general category of fashion magazines.  There was a strong group consensus that photography is probably the most important aspect of fashion magazines; the way in which these magazines are packaged is very important to the consumer.  Respondents said that Vogue in particular artistically expresses fashion in a manner that focuses on couture; it uses top designers and “bizarre” pictures to capture the attention of readers.  However, not everyone can afford the expensive clothing featured in Vogue, which leads consumers to believe that the purpose behind this magazine is not to sell products, but to sell fashion.  The expensive clothing and high-class appeal associated with Vogue also creates a misconception among consumers that the magazine itself is too expensive.  Many respondents stated that they prefer to read online magazines that provide the same content for free.  

An interesting response that we heard from one of our participants is that people don’t necessarily read fashion magazines, they “look” at them.  Text-heavy stories are seen as out of place in these magazines, and are often just indulgent profiles of socialites.  Respondents said that they are much more inclined to purchase a fashion magazine such as Vogue when there is an interesting headline, a big story, or even a popular celebrity pictured on the cover.  They also prefer to read content that they can relate to, and enjoy articles that discuss “what’s in”.  An interesting comment made by a respondent was that different magazines have a different drive or appeal.  She provided Cosmopolitan as an example and stated that this magazine is appealing because of its fun content, not so much for its pictures; fun articles like “How to lose your muffin top” give this magazine an entertainment appeal that you can’t really find in fashion magazines.   

These general opinions about fashion magazines led to some interesting opinions about Vogue magazine in particular.  Respondents agreed that Vogue is very influential and important in fashion culture, and gives substance for fashion.  They stated Vogue as being for a very specific class of people who are very into art and fashion.  Vogue is seen as a very classy magazine that provides trustworthy fashion advice to its readers.  However, since consumers in our target market believe they can’t afford Vogue, many don’t actually purchase it.  Respondents in our focus group reported reading Vogue in such places as the dentist, grocery store, hair salon, or a friend’s place. One girl stated Vogue as being more popular in European countries that are known for their high fashion culture.  In fact, when asked to provide the first five words that come to mind when you hear Vogue, the word ‘fashion’ was one of the top responses, along with art, models, expensive, couture, and photography.  A few other interesting words we heard included: posh, avant-garde, glossy, times new roman, glamour, and Paris.  


We used a word association technique to better understand what consumers think of when they hear certain words. The words we chose were those that we felt people would more or less often associate with Vogue and various fashion magazines in general. For example, the words “beauty”, “success”, “style”, “fame”, and “luxury” were all widely associate with money. These words are also often associated with Vogue, therefore these responses only confirm our observations that consumers think associate Vogue with being an expensive magazine for people with a lot of money.

We also showed our focus group a colorful advertisement for Juicy Couture and asked them to provide any opinions or comments about it.  Many felt as though the bright colors of the advertisement did not match the style and message of Vogue.  While it did match the artsy aspect of Vogue, people said the ad was almost “too fun” and not something they would expect to see amongst the darker solid colors typically found in the magazine.  Respondents stated Juicy Couture as not being high fashion, and that they couldn’t take it seriously in the context of Vogue magazine.  Our target market believes Vogue to be based more on an image or idea than for the purpose of selling a product.

Our focus group participants closed our discussion with a little advice for Vogue magazine.  They suggested having airlines carry Vogue magazine for passengers to read on their flight for free; this would help generate interest among a wider group of consumers.  Keeping articles brief and focused on fashion was also an important suggestion offered by our participants.  Most fashion magazine readers prefer artsy photos over uninteresting articles that don’t really apply to them, and some even think these magazines are a waste of money altogether.  Vogue’s challenge is to change their perception of being too expensive, while still maintaining their image of high quality.
Vogue Creative Brief 

Project: Vogue Advertising Strategy

Date: December 13th, 2009

Project Contact: Grace Coddington (Creative Director)

Background:
We intend to overhaul Vogue’s advertising campaign by focusing on gaining popularity within a younger demographic. In order to do so, we intend to expand our online advertising campaign, paying particular attention to connecting with the 20 – 30 age range by placing ads on more youthful websites, which tend to be the social networking sites. We also intend on expanding our interactive website to ensure that our target demographic is aware of its existence. Finally, we will continue to employ outdoor advertising, specifically billboards while scaling back advertisements in other media such as magazines or newspapers.



Our measure of success for this particular advertising endeavor is the physical increase of sales among the target demographic as well as inspiring top of mind awareness with regards to women’s fashion magazines.
The Audience:

The primary audience for our advertising campaign is young women between the ages of 20 and 30. This includes a portion of our largest consumer demographic to ensure that we don’t alienate loyal consumers, as well as a portion of a younger demographic in order to expand into a new market. These women should also be working towards or have already achieved a higher level of education, particularly a college or graduate degree. They also should desire a high standard of living, and appreciate the finer things in life, particularly with regards to fashion and art. Finally, these women statistically believe that designer clothes improve their image, desire to purchase the latest fashions, and have a tendency to purchase extravagant clothes.


Research demonstrates that this specific target market operates under the impression that Vogue is the top of the line in women’s fashion magazines. This age group also demonstrated the belief that Vogue is extraordinarily artistic, luxurious, and a pop culture icon. They cited its prominent role in TV shows such as Sex in the City as well as movies and books like The Devil Wears Prada to demonstrate it’s cultural significance. However, this target segment also demonstrated a negative side to Vogue as well. They mistakenly believed that Vogue is unnecessarily expensive as well as stoic and not particularly fun. They had trouble believing that a brightly colored, youthful and fun ad belonged in Vogue.


There is not all that much that must be avoided when talking to this age segment since we are trying to maintain their belief that Vogue is the top of the line with regards to fashion magazines, while simultaneously correcting their misconceptions that Vogue is too expensive and not fun. However, we must make sure that we do not compromise Vogue’s reputation as an industry leader and fashion icon by making it appear cheap and low quality rather than simply cost effective.


Luckily for Vogue we also have a significant secondary audience. This includes the friends and associates of our primary market whom usually read the magazine while at their friend’s homes. There is also a significant secondary readership that takes place among a captive audience, usually people in a waiting room or in a salon.
Objectives

Our Goals:

1. Physically increase sales of Vogue among the target demographic.

2. Increase brand recall.

3. Correct assumptions and negative stereotypes regarding Vogue.

As a result, we choose employ benefit positioning in order to demonstrate that Vogue

magazine is inexpensive, especially when compared to other magazines of its kind.

However, our consumers must also be able to recognize that Vogue is the top of the line 

among fashion magazines. 

The Message:

“Vogue is an inexpensive way to keep in touch with the world of art, high fashion, and luxury.”


If asked to prove our claim, we would demonstrate Vogue’s rich history and its status as a fashion icon. We would also use the magazine itself to prove that it is full of content regarding luxurious living, high fashion, and artistic images. We would then point out that most issues only cost around $5.


We also want to communicate that Vogue is a fun magazine that can contain bright, playful, and flirty content without it seeming out of place. Vogue is not necessarily just stoic and dignified; it does that while also having the ability to have fun with itself. We would also be sure to include the words art, fashion, model, and luxury in the ads, as they are some of the words that the public found most identifiable with Vogue. We would also be sure to include Vogue’s logo in every ad, however there are no other images that must be included. 

The Medium:

Best ways to reach our target market:

1.) Outdoor advertising particularly billboards and signs on busses

2.) Online advertising, especially continuing with our interactive website

3.) Taking Vogue further with its online marketing campaigns, particularly by creating viral videos and uploading them to youtube and gaining presence on other youth orientated sites

We must expand on our already existent advertising, especially with regards to our

interactive website. We need to overhaul the message and expand into websites

frequented by our target age market to make the brand more appealing to them.
Anything Else:

We must make sure not to compromise Vogue’s image of classiness in order to make it more appealing to a youthful crowd. We cannot afford to alienate our loyal readers or to compromise Vogue’s status as an icon of fashion, class, and taste. We must make sure our market understands that Vogue is a classy magazine with a rich history and its pages contain a lifestyle of luxury, even though the actual magazine is not costly.

The Deadline:

There is no specific dates or events that will impact Vogue’s advertising release, however, it makes the most sense to overhaul the advertising campaign by New Years. Doing so will allow us to position the overhaul as a new Vogue for a new decade, which will have more impact than simply altering its image on any random date.

Budget:

We intend to keep Vogue’s advertising budget the same ($4,280,800). In order to increase both online and outdoor advertising with keeping the same budget, we intend to cut back advertising in other areas. For example, we will no longer place ads in newspapers or other magazines, since they have previously been ineffective at communicating with our new target market. We will however, still include alternative advertisements and PR ventures in our advertising budget. This budget has not yet been approved, but will be submitted to Diego Scotti (Executive Director of Marketing) for approval.

Prepared By: Group 10 Vogue Advertising

Approved By: Vogue Magazine
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