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Preface 
 
In his report, “The Case for Advertising in Interactive Digital Magazines, How the Next Generation 
of Digital Magazines is Succeeding as an Advertising Platform”, Josh Gordon, of Smarter Media 
Sales, tells us that successful publishers are those who are not creating digital replicas of their 
print media, but rather creating a new product that is, from the outset, designed to be digital. He 
referred to the next generation of digital magazines (and newspapers) as “interactive” digital 
products, those that “are designed from the start to be digital and to compete for online readers of 
advertising”.  
 
Josh laid down three discerning principles gleaned from his survey of all publishers listing digital 
editions in the US and some in the UK (over 5,600): 

1) “Interactive magazines are designed to compete for the attention of online readers, not 
print readers. 

2) Interactive magazines are designed for easy interaction between readers and the 
magazine, not just for one-way content delivery. 

3) Interactive digital magazines contain ads that readers can interact with.”  
 
According to Ariel Geifman, of MediaMind, in his recent article, Print’s New Role in Digital, “More 
people get their news online. Ariel reported that, “According to a Pew research published in 
September 2010, more Americans are getting their news online, as compared to print. The study 
shows that 34 percent of users got their news the day before from online sources, while only 31 
percent reported receiving their news from a daily newspaper.” Geifman wrote further, “The shift 
from print to digital is likely to continue, and publishers should not engage in futile attempts to 
stop it. Instead, they should focus on monetization. Publishers should perfect the pay walls and 
advertising to get more out of the content that they are delivering.” According to Geifman, 
“Editorial content boosts the performance of online ads. Browsing specific content is a powerful 
indicator of the user's areas of interest. …In direct response, serving an ad to users exactly when 
they show interest in a product may be a powerful way to boost performance.” Geifman added, 
“As far as advertising is concerned, publishers should make advertising more visible to increase 
effectiveness. If TV viewers were willing to wait patiently for 30 seconds while a TV spot was 
playing, why should online (digital) ads shy away beside the content? Readers who are willing to 
view a double spread ad in print should also be willing to watch a full page ad or a commercial 
break online (digital) ad.” 

Jack Hanrahan of CircMatters, in his April 4, 2011newsletter asked Wired magazine publisher 
Howard Mittman why modifications to digital rules were needed. “We feel new rules are 
necessary,” said Mittman, “to help agencies and publishers to more easily navigate the wide-
sweeping changes of the next hundred years. This will enable us all to work towards making sure 
ABC remains relevant and vital in a digital age.” 

In an interview in CircMatters, ABC North America Board member and SVP, Director of Publisher 
Investment and Activation at MediaVest, Robin Steinberg said, “Are the current rules for digital 
editions perfect? By no means. But standing still isn’t an option today. She acknowledged there  
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were still some concerns buyers would like to see addressed, mentioning increased scope of 
work, challenges in tracking ad activity, and rights/talent fee issues. Hanrahan reported that, 
“While digital circulation is modest relative to total circulation, waiting to act (on rule changes) until 
levels increased may have been self-defeating. Inaction may have hindered development.” 

If Josh Gordon’s survey results are indicative of the market trend, and Ariel Geifman is correct 
regarding the future of digital media, and Jack Hanrahan has captured a call for relevancy and 
action, then it is clear IFABC members must have rules and guidelines that support the 
movement of the industry in this direction. We must be seen as relevant and thought leading.  
Requiring digital copies to be replicas of print versions, or allowing digital to be print versions with 
minor adjustments to allow for longer stories, more photos and video, is not enough. We must 
recognize that the time is here when it is possible that every copy of every issue of every 
magazine or newspaper can be unique. Our committee addressed this and suggests reporting in 
the near term in two categories, “replica” and “non-replica”. We do so acknowledging that the time 
may be quickly upon us when more detailed reporting is required. We therefore provide four 
definitions of digital media such that an IFABC member can expand on the suggested two 
categories to provide four. They are: 1) editorial replica, 2) replica plus, 3) targeted and 4) 
dynamic. 
 
 “The plethora of e-reader products (that came and continue to come) to market (have) sparked a 
new willingness to consider advertising in interactive magazines”, wrote Gordon. As a committee, 
we believe this new willingness to advertise will be followed by an expectation for new metrics 
that help document usage and performance. We see this as future work of the committee.  
 
Would it be beneficial to have benchmark data on the following metrics? 
 

Number of email announcements sent per 
issue  

Average duration of use for each issue by 
date 

 Email open rates per issue / per email sent Page impressions for each issue by date 

 Unique user of each issue by date Average visits per unique user across all 
issues in the reporting period 

 Issues opened by regular subscribers Average visits per user for each issue 

 Issues opened by non-request subscribers Actions performed 

Issues opened by single issue (non-
subscribers - no "push" email) 

Content sharing 

 
 
Respectfully, 
The Digital Publications Standards Committee 
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 Digital Media -- Defined.  
 
1.1 Digital Media is edited, designed, and contains date-stamped content that includes 
advertising. It must be delivered periodically. It must be presented in a metered (i.e. 
linear) navigation format such that the media is divided into defined pages of content 

presented together allowing the user to progress from front cover to back cover in a linear 
progression.  
 
1.2 Though editing, design, and issue identification (i.e. date-stamped content) are significant 
differences, the primary distinction between digital editions or publications and a website is the 
metering (this can be pagination or any other method of going through the issue from beginning 
to end). 
 
1.3 In order for the circulation of Digital Media to be eligible for reporting in an audit organization’s 
reports, in addition to complying with the above, access to digital content that is not delivered (i.e. 
viewing content on a web site) must be restricted either by a “pay wall” for subscription products 
or a “registration” requirement with a password gate for controlled circulation products. A public 
access website may not be included as a copy or circulation. 
 
1.4 Digital Media can be segregated into two types, Editions and Publications. – A Digital Edition 
has a companion print version. A Digital Publication is a stand alone digital product without a 
companion print version. 
 
1.5 A Digital Edition may exist in a replica format with or without enhanced content or a non-
replica format being dynamically created or having targeted content. Similarly, a Digital 
Publication may be dynamically created or have targeted content. 

 
Digital Media – Formats 
 
2.1 Four basic formats of digital media may exist. They are: 
 

2.2   1) Editorial Replica – If a print brand existed first, editorial and design are unchanged from 
the original print edition. With a replica digital product, each issue’s content and design are 
identical to the original edition. Apart from minor updates, the content cannot change once the 
issue is made available.  
 
2.3 Editorial Replica Digital Editions may not have the same advertising as might appear in a print 
version either due to advertiser request or due to the capability of the device being used to view 
the media. 
 
2.4   2) “Replica Plus” – If a print brand existed first, “replica plus” is editorial that is retained 
from the original edition and is redesigned and/or supplemented, e.g. photo journalism maybe 
enhanced with audio, video or additional editorial. With a replica plus digital edition, each issue’s 
editorial is primarily taken (but not necessarily replicated in its entirety) from the original edition 
(whether in print or digital). Editorial that is taken from the print version may be expanded upon in 
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the “replica plus” version, but it may not be shortened. Apart from minor updates, the content 
cannot change once the issue is made available. 
 
2.5 “Replica Plus” Digital Editions may not have the same advertising as might appear in a print 
version either due to advertiser request or due to the capability of the device being used to view 
the media. 
 
2.6   3) Targeted – Editorial is changed for specifically defined groups and/or platforms before 
point of delivery. With a targeted digital edition or publication, each group of recipients, whether 
they are segmented demographically or because of the platform they use to receive the digital 
product, receive a copy with different editorial specifically selected for that group. Apart from 
minor updates, the content cannot change once the issue is made available.  
 
2.7 Targeted Digital Editions may not have the same advertising as might appear in a print 
version either due to advertiser request or due to the capability of the device being used to view 
the media. 
 
2.8 4) Dynamic – Editorial can be created and/or selected at point of delivery. With a dynamic 
digital edition or publication, each recipient can receive a copy with different editorial and that 
editorial can change at any time. 
 
2.9 Dynamic Digital Editions may not have the same advertising as might appear in a print 
version either due to advertiser request or due to the capability of the device being used to view 
the media. 
 
 

Digital Media – Circulation 
 
3.1 Individuals receiving copies of a Digital Edition or a Digital Publication may only be 
considered as qualified circulation if such copies are elicited either through request 

(direct by the subscriber or by their company) or as a non-deductible benefit-of- 
membership subscription (members of organizations who receive the media as part of their 
benefits of membership. The person can not deduct the value of the subscription from the 
member dues fee; it is included in the dues). 
 
3.2 Publishers may convert requested print edition subscriptions to digital edition subscriptions, 
provided the subscriber who requested the publication receives advance notice of the conversion 
and is given the option to refuse the conversion. The notice of conversion must give the publisher 
enough time to stop the conversion if the subscriber refuses to convert to a digital edition 
subscription. Evidence of the original request and the notice of the conversion shall be available 
at the time of audit. 
 
3.3 Print and digital units of circulation shall be reported separately by type and optionally totaled.  
 
3.4 When individuals subscribe and pay an incremental price (bureau accepted price) for print 
and/or digital components for more than one delivery platform (i.e. different e-readers, mobile and 
restricted access web site), (see example A) or register for free access to print and/or digital 
components for more than one delivery platform (see example B) and access digital content for 
each platform claimed during the time period covered by the issue, the gross number of copies 



 

5 

International Federation of 
Audit Bureaux of Circulations 
  

Guidelines for Digital Media  
 

(not websites) 

across platforms may be reported provided a net number of individuals subscribing /requesting is 
also reported. (Note: When the capability of technology permits the accurate capturing of the 
actual platform or device used to consume the digital media, these guidelines will be revisited to 
determine if reporting by platform type should be included as a requirement.) 
 
EXAMPLE A: 
 
         Subscribe today to “name of media” € 99 per year/ 52 copies 
           For an additional € 10 each subscribe to our digital versions: 
               iPad 
                               PC/Mac 
                               Mobile/SmartPhone 
                               “Name of Media”.com 
 
EXAMPLE B: 
 
         Yes, I would like to receive “name of media” free of charge 52 copies per year 
           Please check and initial which of our versions you would like to receive (check all that 
apply):  Check    Initials 
               Print    ______ 
                               iPad    ______ 
                               PC/Mac   ______ 
                               Mobile/SmartPhone  ______ 
                               “Name of Media”.com ______ 
 
When people select more that one digital platform, to count the digital service as “copies” or 
“circulation”, the user must access the content on the platform chosen during the time period 
covered by the issue. In our examples, the frequency is 52 times per year or weekly. Therefore 
an issue must be accessed via the digital platform during the week of the issue to count as a copy 
served. If a person buys or requests the print, iPad, PC and mobile versions, but never accesses 
any copies via the PC, but does access via the iPad and mobile during the week of issue, a count 
of 3 copies (iPad, mobile and print) and a count of one subscriber would be reported. But if no 
digital access occurs during the week of the media, no copy count is provided for any of the 
digital channels. 
 
If only one digital channel is chosen for the subscription, or if only one digital channel is offered 
with print, access to the digital version is not required to count the digital subscription as a copy 
for each issue. 
 
3.5 In general, non-paid subscribers must be sent an alert informing that each issue is available 
for reading. 
 
3.6 Digital Editions or Publications with a daily frequency may provide the subscriber with the 
option to “opt-in” to receiving an email alert of availability; the alert is not required for media with a 
daily frequency. 
 
3.7 Digital Editions or Publications with a frequency less than daily may provide the subscriber 
with an opportunity to “opt-out” of receiving an email alert notification of availability. If a publisher 
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offers an opt-out to receiving the email alert, the publisher shall separately offer an opt-out of 
receiving the Digital Edition or Publication.  
 
3.8 Subscribers who opt-out of receiving the email alert but have not opted-out of receiving the 
Digital Edition or Publication, need not receive an alert to be reported as qualified distribution.  
 
3.9 If an alert to a non-paid subscriber is undeliverable, the media owner shall have no more than 
90 days to remove said subscriber from their circulation file, or ensure that the delivery details are 
corrected. 
 

Digital Media – Site License 
  
4.1 A contract or agreement between a publisher member and a company/association to 
provide access to a Digital Edition or Publication on either a paid or non-paid (free) basis 
that is hosted on the subscribing organization’s intranet to multiple individuals.  

 
4.2 The contract/agreement shall require the subscriber/administrator of the site license to notify 
all individual seats (individuals) of the availability of each issue.  
 
4.3 Site Licenses and Seats (individuals) served as part of the license shall not be reported as 
circulation or copies but shall be reported separately in an explanatory paragraph. However, one 
shall not be reported without the other. 
 
 4.4 Publishers may include paid and non-paid, demographic, and geographic data. Circulation 
and site license seats may not be summed on reports. 
 
4.5 Licenses shall be reported for definitive amount of seats only, “global” or “companywide” 
license agreements shall not be reported. 
 
4.6 Reporting the name of the company to which the content has been licensed shall be optional.  
 

Digital Media—Disclosure in Circulation Reports  
 
5.1 At present two categories of reporting are recommended, “replica” and “non-

replica” but as the market evolves, expanding the reporting to separately report by the 
definitions in section 2.0 is foreseen. 
 
5.2 “Replica” copies are those as defined as “editorial replica” and “replica plus” in sections 2.2 
and 2.4 of these guidelines. 
 
5.3 “Non-Replica” copies are those as defined as “targeted” and “dynamic” in sections 2.6 and 2.8 
of these guidelines. 
 
5.4 Publishers shall disclose in circulation reports under a “Statement of Content Platform” or 
“Glossary” the form or combination of forms of digital media used per the above definition/ 
description (see Section 2). Publishers have the option to further break down the total digital 
copies reported by each of the four types provided in section 2 of these guidelines. 
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5.5 Whenever more than one “targeted” edition is offered, each shall be separately described 
under the “Statement of Content Platform” (see 5.4 above). If the advertising opportunities are not 
consistent across editions, such disclosure must also be made. Counts of each edition shall be 
reported separately in the audit report.  
 
5.6 In all circulation reports, digital media circulation shall be detailed separately throughout the 
report. However, adding print copies with digital copies to yield a total is recommended to be 
optional.  
 
5.7 When reporting print and digital circulation, it is recommended the report format include 
separate reporting of the following categories:  

 
Total Circulation  
Percent of Total Circulation  
Print Version  
Digital Version  

  Both Print and Digital Versions (if applicable) 
 
5.8 The sequence of reporting categories maybe decided by each respective audit organization 
provided all the categories are reported. 
 
5.9 Each bureau shall establish a minimum price point requirement. This minimum price, referred 
to as the “qualifying price”, must be collected for subscriptions to be defined as “paid”. 
 
5.10 When separate subscription transactions occur at a qualifying price (minimum price 
accepted by the bureau), each bureau may opt to require a de-duplicating of the subscribers. 
(See example C) If, however, separate subscription transactions occur but are not at a qualifying 
price, each bureau shall require the de-duplication of subscribers. (See example D)   All bundled 
subscription transactions, regardless of price, shall be de-duplicated. (See section 3.4) 
Subscriptions not sold at a qualifying price (minimum price accepted by the bureau) must be 
reported as non-paid or any other category defined as not paid. 
 
EXAMPLE C: 
If a person purchases a subscription in January to the print version at a bureau accepted price, 
and then purchases a subscription to a digital channel in March at a bureau accepted price, the 
audit bureau can opt to report these as a subscriber count of one person, or can permit this to be 
reported as two copies (1 print and 1 digital) with no comment that the copies are to the same 
person. If multiple digital channels are subscribed, see section 3.4. 
 
Report format: 
Print   Digital    
Copies   Copies   TOTAL 
    1       1       2 
 
EXAMPLE D: 
Using the example above, but the purchase price is below the minimum requirement of the 
bureau, or is free, only a count of one subscriber may be reported. Comment should be made 
that subscribers receiving print and digital are counted only once. 
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Report format: 
Print   Digital    
Copies   Copies   TOTAL 
    1       1       1 
 
5.11 When vendors are used which do not provide sufficient information to identify duplicates, 
disclosure in bureau circulation reports of the number of copies and percent of total of circulation 
sold through that vendor shall be disclosed with an explanation that as a result of the lack of 
information, no attempt to identify duplication or overlap can occur. 
 
5.12 Single copy sales of digital copies shall be reported separately in bureau reports. 
 
5.13 When reporting a geographical breakout of circulation, reporting of digital copies for which 
no geographical information of the subscriber is available shall be in the category “digital”. This 
shall be the last category in the table. 
 
5.14 It is recommended that circulation for both print and digital be reported separately in every 
table of the circulation reports; however, this is a recommendation and not a requirement. It is 
also recommended that whatever the bureau decides as the minimum reporting, publishers 
should be permitted to report in greater detail should they so choose. 
 

 
Promotion/Publicity Requirements 
 
6.1 Whenever a circulation claim is made in promotional material (sales kits, 
presentations, publicity pieces, etc.) which is comprised of both print and digital copies, 

the existence of digital copies shall be disclosed in the promotion piece. Print and digital 
circulation figures may be reported separately, or may be combined with a footnote disclosing the 
claim includes both print copies and digital copies. This notation may disclose the actual copy 
counts and percents of print and digital copies included in the total circulation claim, or simply 
require the disclosure of the percent of digital in the total circulation claim. 
 
ACCEPTABLE EXAMPLES: 
 
EXAMPLE E1: 
 “Name of Media” 100,000 circulation! 
  (70,000 print, 30,000 digital version) 
 
 
EXAMPLE E2: 
 “Name of Media” 100,000 circulation!* 
  Footnote at bottom of page: 

*Note 1: Includes print at 70,000 copies or 70% and 30,000 digital copies 
or 30%). 
 

EXAMPLE E3: 
 “Name of Media” 100,000 circulation!* 

*Note 1: 30% of the copies are in digital format. 
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 Questions or comments? Please contact our committee chair, or any of our members: 
 
George Bohlander  
HOI, Instituut voor Media Auditing 
gc.bohlander@hoi-online.nl 
The Netherlands 
 

Michael Lavery 
ABC North America 
Michael.Lavery@accessabc.com 
Canada and United States 

Paul Dovas 
ABC Australia 
Paul@auditbureau.org.au 
Australia 
 

Magnus Paulsson 
Tidningsstatistik AB 
magnus.paulsson@ts.se 
Sweden 
 

Martyn Gates 
ABC UK/Ireland 
martyn.gates@abc.org.uk 
United Kingdom and Ireland 
 

Iwona Szczęsna 
Zwiazek Kontroli Dystrybucji Prasy 
szczesna@zkdp.pl 
Poland 
 

Glenn Hansen (Chair) 
BPA Worldwide 
ghansen@bpaww.com 
 

Rosa Yang 
ABC Chinese Taipei 
roc-abc@abc.org.tw 
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