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Image Recognition (IR) /  
Augmented Reality (AR) 

In	  Fidelity’s	  adver0sement	  in	  The	  
New	  Yorker,	  the	  reader	  was	  able	  
to	  view	  a	  crossword	  puzzle	  
through	  their	  phone	  and	  see	  the	  
completed	  puzzle	  along	  with	  
addi0onal	  calls	  to	  ac0on.	  	  



Image Recognition (IR) /  
Augmented Reality (AR) 

In	  the	  March	  Madness	  Issue	  of	  
Sports	  Illustrated,	  mobile	  IR	  /	  AR	  
was	  used	  to	  transform	  the	  cover	  
and	  have	  interac0ve	  content	  with	  
video	  appear	  to	  emerge	  straight	  
from	  the	  printed	  page	  when	  
viewed	  through	  the	  screen.	  	  
	  



QR Codes 

In	  Cosmopolitan,	  a	  QR	  campaign	  
delivered	  daily	  deals	  and	  reveals.	  
Each	  day,	  the	  reader	  was	  presented	  
with	  changing	  content	  and	  offers,	  
compelling	  them	  to	  buy	  the	  magazine	  
at	  the	  newsstand	  and	  con0nue	  to	  
engage	  with	  it	  through	  the	  month.	  	  



Invisible Watermarks 
	  
In	  the	  Sports	  Illustrated	  Swimsuit	  
Issue,	  invisible	  watermarks	  were	  
applied	  to	  the	  photos	  of	  swimsuit	  
models	  that	  when	  scanned	  brought	  
the	  page	  to	  life	  using	  video.	  	  



Shoppable Content 
	  
Seventeen	  has	  watermarked	  over	  
250	  products	  so	  that	  when	  scanned	  
the	  reader	  can	  seamlessly	  ad	  them	  
to	  a	  shopping	  list.	  	  



Interactive Logos 
	  
Good	  Housekeeping	  has	  watermarked	  
the	  Good	  Housekeeping	  Seal	  of	  
Approval	  so	  that	  the	  magazine	  can	  run	  
mul0-‐adver0ser	  programs	  and	  deliver	  
interac0ve	  mobile	  content	  straight	  off	  
the	  page.	  	  



Scan to Share Content 
	  
Adver0sing	  Age	  created	  a	  branded	  
icon	  that	  when	  scanned	  allowed	  
readers	  to	  share	  an	  ar0cle	  from	  the	  
printed	  magazine	  via	  their	  social	  
networks	  or	  to	  colleagues	  via	  email.	  	  	  



Text to Win 

People	  Style	  Watch	  uses	  short	  
codes	  with	  keywords	  so	  that	  
readers	  can	  text	  to	  win	  right	  from	  
the	  page	  of	  the	  magazine.	  	  



Near Field Communications 

Lexus	  and	  Wired,	  using	  an	  NFC	  
chip	  placed	  in	  the	  magazine,	  
enabled	  the	  reader	  to	  place	  their	  
phone	  on	  the	  print	  adver0sement	  
and	  have	  the	  phone	  immediately	  
start	  playing	  videos	  without	  any	  
app	  downloads	  or	  scanning.	  	  
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Top 100 Study

2012 IN REVIEW

•  Reviewed 173,620 unique printed pages across Top 100 magazines 

•  Scanned 8,448 mobile activation points

HIGHLIGHTS


•  QR dominates the market with nearly 70% share of activations

•  Close to 10% of ads contain some form of mobile activations

•  Page-based scanning (in contrast to code-based scanning) using image 
recognition and invisible watermarks has been rapidly adopted, now 
representing just under 20% of activations
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Steady Quarterly Growth over Two Year Period
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QR Holds a Strong Lead in Mobile Activation Types

Ac#va#on	  Type	   #	  Unique	  Placements	   Market	  Share	  

QR	   5780	   68%	  

Tag	   993	   12%	  

Watermarks	   779	   9%	  

AR	   736	   9%	  
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Top Ten Industries and Magazines Favor Female Demographic
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