
 

 
 

 
Anticipated acquisition by Hearst Corporation of the international 
magazine publishing business (outside France) of Legardère 
 
ME/4971/11 
 
The OFT's decision on reference under section 33(1) given on 19 July 2011. 
Full text of decision published 10 August 2011. 
 
 
Please note that the square brackets indicate figures or text which have been 
deleted or replaced in ranges at the request of the parties or third parties for 
reasons of commercial confidentiality.  

 
PARTIES 
 
1. Hearst Corporation (Hearst) is a diversified US-based media company, 

whose major interests include newspaper, magazine and business 
publishing, cable networks, television and radio broadcasting, internet 
businesses, TV production and distribution, newspaper features distribution 
and real estate.  

 
2. Hearst Magazines, a unit of Hearst Corporation, is a publisher of magazines 

with 14 US titles and approximately 200 international editions. Hearst 
Magazines also publishes 20 magazines in the United Kingdom through its 
wholly owned subsidiary, National Magazine Company (NatMags).  

 
3. Lagardère is a worldwide media group active, principally, in book publishing 

through Lagardère Publishing, magazine publishing, broadcasting and multi-
media services through Lagardère Active, distribution and retailing services 
through Lagardère Services and sport related activities through Lagardère 
Unlimited. In the UK, Lagardère publishes certain lifestyle magazines (Red, 
Sugar, Inside Soap and All about Soap) and the online site, digitalspy, as 
well as operating the licence to publish Elle, Elle Decoration and 
Psychologies. Lagardère Active's UK turnover for 2010 was approximately 
[ ]. 
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TRANSACTION 
 

4. On 28 March 2011 Hearst and Lagardère entered into a share and 
purchase agreement, where Hearst undertook to acquire shares in certain 
subsidiaries of Lagardère. In the UK, Hearst proposes to acquire from 
Lagardère four magazines (Red, Sugar, Inside Soap and All about Soap), 
the online site, digitalspy, as well as the licence to publish Elle, Elle 
Decoration and Psychologies. 

 
5. The parties notified the transaction to the Office of Fair Trading on 19 April 

2011. The OFT's administrative deadline for deciding whether to refer the 
merger to the Competition Commission (CC) was 24 June 2011.  

   

JURISDICTION 
 

6. As a result of this transaction Hearst and Lagardère will cease to be 
distinct. The parties overlap in the supply of advertising space in women's 
interest lifestyle and fashion magazines in the UK and their combined share 
of supply is [40-50] per cent. Therefore the share of supply test in section 
23 of the Enterprise Act 2002 (the Act) is met. The OFT therefore believes 
that it is or may be the case that arrangements are in progress or in 
contemplation which, if carried into effect, will result in the creation of a 
relevant merger situation.  

 

FRAME OF REFERENCE 
 

7. The OFT considers the product scope serves only to provide a framework 
in which the competitive effects of a merger can be assessed. Any market 
definition exercise is viewed as a useful tool, but not an end in itself. The 
boundaries of any market do not determine the outcome of the OFT's 
analysis of the competitive effects of a merger in any mechanistic way. In 
this case, given the highly differentiated nature of magazine titles, the 
constraint that each title exerts on another will likely vary considerably, 
irrespective of the exact product scope. The following discussion therefore 
merely serves to focus on the competitive assessment.  

 
8. The parties overlap in the publication and sale of lifestyle, fashion and 

home interest magazines, principally aimed at women, in the UK and in the 
supply of advertising space in the same magazines. In particular, in the UK 
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Hearst offers the following women lifestyle, fashion and home interest 
titles: Good Housekeeping, Cosmopolitan, Prima, Company, She, Harper's 
Bazaar, Coast, Country Living and House Beautiful. Lagardere offers the 
following women lifestyle, fashion and home interest magazines: Elle, Elle 
Decoration, Red and Psychologies. 

 
Product scope 
 
9. The OFT's approach is generally to first consider if narrow candidate 

product markets can be widened through substitution on the demand-side, 
and then, if appropriate, to consider if substitution on the supply-side 
allows several products, which are not demand-side substitutes, to be 
aggregated into one wider market.1 

 
10. Magazine publishers have two main sources of revenue, the cover price 

and advertising space. The two customer groups, readers and advertisers, 
are interdependent, forming a two-sided platform with the magazine acting 
as an intermediary.2 For example, an increase in the cover price charged to 
readers will most likely reduce circulation. The reduced demand from 
readers will have a knock-on effect, reducing demand from advertisers (or 
reducing what they pay for advertising).3 If the advertising is of value to 
readers, in addition to the editorial content, readership may decline further 
if advertising reduces and thus a feedback effect is created.  

 
11. The extent of substitution may thus differ for the reader and the advertiser. 

However, the two are interlinked and many of the factors that determine 
the extent of substitution are the same for both.  

 
12. The parties submitted that their magazines are constrained by both weekly 

and monthly magazines, non-traditional print media, such as the magazines 
of retailers, newspaper supplement magazines and non-print media, such as 
the internet and television.4 

                                         
1 See Merger Assessment Guidelines, paras.5.2.6 to 5.2.19. 
2 This is consistent with previous OFT practice in magazine publishing. See, for example, 
Anticipated acquisition by IPC Media Ltd. of Horse Deals Ltd., OFT, 1 September 2006. 
3 This is known as an indirect network effect, where the value of the product to one group of 
customers (for example, advertisers) is affected by the number of customers served of the other 
group (the readership of the title). See Merger Assessment Guidelines, Joint publication of the 
Competition Commission and the OFT, September 2010, paras. 5.2.20 and 5.7.16. 
4 As well as magazines of different content, which we consider as part of the competitive 
assessment. 
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13. The OFT considers the extent of substitution for each of these in turn 
considering both readers and advertisers in parallel.  

 
Weekly and Monthly magazines 
 
14. From a readership perspective, the parties argue that monthly magazines 

are constrained by weekly magazines. In particular, the parties argued that 
monthly and weekly titles are comparable in terms of price on a monthly 
basis. Examples were provided of two monthly magazines, Glamour, 
published by Condé Nast, and Company, published by Hearst, which are 
aimed at targeting weekly titles (and sold at lower price points than other 
monthly magazines in order to do so). Other monthly magazines that have 
not reduced their price to position themselves specifically to target weekly 
magazines still compete with the latter, according to the parties, as the 
substantial degree of price and non-price promotion that takes place on 
monthly magazines makes them comparable to weeklies. 

 
15. According to the parties some weekly titles, in particular Grazia published 

by Bauer, also have very similar content and format to monthly magazines, 
and the rise of these weeklies has effectively bridged the gap between 
weekly and monthly magazines,. In this respect, the parties provided 
internal documents supporting the view that when considering women's 
magazines overall, there is no separation of the two and argued that the 
frequency of publication (weekly and monthly) is not a significant factor in 
the eyes of the readers.  

 
16. Similarly to the repositioning on price, some magazines – notably More! 

published by Bauer – have switched from monthly to weekly publication [ ]. 
In addition, the parties argued that over the past five to 10 years, the 
circulation of weekly titles has risen to the detriment of monthly 
magazines, in particular in relation to titles aimed at women under the age 
of 35.  

 
17. The OFT's market investigation generally did not support the parties' 

submission. Third parties considered weekly and monthly magazines to be 
priced very differently and offer different content and style.5 A small 

                                         
5 The OFT notes that the price of the principle weekly magazine pointed to by the parties as a 
competitor to monthly titles, Grazia (priced at £1.95 per week), would be around £8.50 on a 
monthly basis compared to the average price (unweighted) of the parties' fashion/lifestyle 
monthly magazines of around £3.30, ranging from £2.80 (Prima) to £4.00 (Harper's Bazaar). 
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number of respondents considered it feasible that a consumer may switch 
from a monthly title to a cheaper weekly title to save money on occasion 
but this was not the prevailing view and the reverse was considered 
unlikely. While a list of the promotional activity on the parties' and 
competing magazines was provided for the period February 2009 to 
January 2011, no evidence was provided to substantiate the claim that 
this allows the weeklies and monthlies to compete effectively for readers. 
Finally, the OFT is generally sceptical, in the absence of supporting 
evidence, as to the extent to which long-term trends (in this case the 
increase in the circulation of weekly magazines and the decrease in the 
circulation of monthly magazines over a period of time) are necessarily 
probative of the direct competitive constraint that two products exert on 
each other.  

 
18. On the advertisers' side, the parties argued that monthly magazines are not 

bought in isolation and that most advertising plans will include a mix of 
magazines (weekly and monthly) to build an effective and cost efficient 
schedule for the campaign period. A number of examples were provided 
where advertising customers advertised in both weekly and monthly 
magazines and one example, in particular, that indicates the decision 
between weeklies and monthlies would be determined by 'the best deal'.  

 
19. In addition, the parties provided examples where advertisers have changed 

the proportion of spending allocated to weekly and to monthly magazines 
for particular advertising campaigns from year to year. Similarly, a number 
of examples were provided where advertisers have re-allocated spending 
between weeklies and monthlies between planning the advertising schedule 
and purchasing the space. The ability of advertisers to re-allocate even a 
proportion of their spend between weekly and monthly magazines is a 
substantial constraint on the pricing of each title, given the low incremental 
costs of providing advertising space, according to the parties. 

 
20. However, third parties indicated that they did not regard weekly and 

monthly magazines as being substitutes on advertising schedules. Although 
it was accepted they may both be used by advertisers simultaneously, they 
were regarded as fulfilling separate functions – and thus perceived to be 
more complementary than competing: monthly titles are used to build 
brand awareness and equity through long-term communication and have 
high engagement and reading time. There is a readership lag – the period 
from publication to reading date – which means they are not useful for 
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time-sensitive campaigns; weekly titles, in contrast, are more disposable, 
have lower engagement, and are effective for the speed of communicating 
to readers with details of, for example, promotional windows. Substitution 
was considered feasible in only a limited number of instances. 

 
21. Further, the OFT notes that re-allocation of advertising spend between 

weekly and monthly magazines from year to year or between the planning 
and purchasing stages of establishing a schedule may point to weekly and 
monthly magazines as alternative sources of advertising spend but is not 
necessarily probative of the extent of substitution between them; there is 
no evidence pointing to actual switching or the motivation behind the re-
allocation.  

 
22. Therefore, based on the evidence before it, the OFT believes that monthly 

and weekly magazines should be considered as separate frames of 
reference although notes that there appears to be some specific weekly 
titles, in particular Grazia, that may impose a competitive constraint to the 
parties' monthly magazines, where editorial content is similar. However, 
given that the merger does not raise competition concerns, it is not 
necessary to conclude on the precise product scope. 

 
Non-traditional print media 
 
23. The parties submitted that traditional magazines are constrained by non-

traditional magazines, or customer magazines, such as those of retailers 
that are generally provided for free (for example, John Lewis Edition, Tesco 
Magazine). 

 
24. On the readership side, third parties did not consider non-traditional 

magazines as substitutes to traditional women's monthly magazines. 
Similarly, on the advertising side, customers indicated very limited potential 
to substitute between the two. Non-traditional magazines, it was said, are 
designed to promote the publishers' brands and have infrequent publishing 
patterns, restrictive advertising schedules and less quality reading. Only 
one advertiser considered them to be substitutes.  

 
25. The evidence provided by the parties of the constraint exerted by non-

traditional magazines related only to crossover readership (discussed in 
detail in relation to specific titles below), which highlighted a number of 
magazines, such as those of major supermarket retailers, that appeared to 

6



 

have high crossover readership with every monthly magazine published. 
The OFT is sceptical as to whether this evidence points to actual 
substitution. No evidence was provided of direct switching by readers or 
advertisers between monthly magazines and non-traditional magazines.  

 
26. On balance, the evidence does not suggest that non-traditional magazines 

are substitutes to traditional magazines for advertisers and readers. 
However, given that the merger does not cause competition concerns even 
on the narrowest basis, it is not necessary to conclude on the precise 
scope of the relevant product market. 

 
Newspaper supplements 
 
27. From a readership perspective, the parties argue that (weekly and monthly) 

magazines and newspaper supplements have very similar content and 
format. In addition, the parties provided examples of Sunday newspaper 
supplements repositioning closer to the magazine market, and even being 
sold at the newsstands separately from the newspaper as a direct 
magazine competitor. 

 
28. Third parties indicated that, even if a newspaper supplement appeals to a 

similar demographic, there would be no switching as the two do not 
compete on the newsstand for readers. They are, it was suggested, in a 
very different product category, as part of a newspaper package, perceived 
by readers to be added value to the newspaper and not the reason the 
newspaper is purchased. Content was also considered to be significantly 
different. Paid-for magazines, in contrast, are an active purchase appealing 
to the reader's lifestyle interests. 

 
29. One newspaper publisher indicated that media buyers have separate 

budgets for individual press categories (consumer monthly, consumer 
weekly, national press, national press supplements, etc.) and changes in 
relative price may benefit titles within the same category but not across 
categories.  

 
30. On the advertisers' side, as with weekly magazines, the parties argue that 

it is common to allocate an advertising budget across different print format, 
including newspaper supplements. In particular, the parties provided 
examples highlighting: key advertisers that re-allocated the proportion of 
spend to different print media, including newspaper supplements, for 
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particular advertising campaigns from year to year and where advertisers 
have re-allocated spending between planning the advertising schedule and 
purchasing the space. 

 
31. However, on the advertiser side, third parties indicated that switching 

between newspaper supplements and monthly magazines was unlikely to 
occur as they are materially different offers. Newspaper supplements offer 
higher reach, lower levels of reader engagement (reading time and 
concentration) and thus quality of audience. Sought after positioning can 
be limited because of the reliance of supplements on direct response 
advertising, and supplements are significantly more costly to advertise in 
(around three to four times). Further, they both offer different editorial 
content and style.  

 
32. Based on the evidence before it, the OFT tends to the view that newspaper 

supplements are in a separate frame of reference from monthly magazines. 
However, given that the merger does not raise any competition concerns, it 
is not necessary to conclude on the precise product scope. 

 
Non-print Media 
 
33. On the reader side, the parties argued that there are a number of internet 

sites which offer similar content to that offered by women's print 
magazines. The parties cite four reasons they consider irrefutably points to 
the market being wider than print media. First, the increase in use of the 
internet and digital publications through, for example, mobile phones and 
iPads and the response from most publishers to develop their digital 
proposition and companion websites. Second, the Audit Bureau of 
Circulation (ABC), which monitors circulation figures, has added online 
subscriptions to its circulation figures.  

 
34. Third, research by Lagardère [ ].  
 
35. Finally, the parties provide quotes from two independent research sources 

(Mintel and Youth Media Consumption Habits), which point to competition 
between the internet and magazines.6  

                                         
6 It is not clear the extent to which these reports, which have not been provided in full, support 
the parties' position. The Mintel quotation provided, for example, states '… for now at least, the 
proliferation of online magazines has had relatively little impact on women's purchasing 
behaviour..' 
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36. While there is clearly some substitution between print magazines and the 

internet, the OFT is not persuaded that this is sufficient evidence in this 
case to place them in the same market, especially given the different 
contact through which consumption will occur and the different purchasing 
mechanisms. Further, the OFT does not consider the evidence provided by 
the parties compellingly points to a constraint from non-print media. In 
particular, the increasing use of the internet and development of digital 
magazine propositions is not probative of substitution and no further 
information was provided of the survey conducted by the parties, including 
any attempt to address the sample of respondents, given the survey was 
conducted online. 

 
37. On the advertiser side, the parties submit that media buyers will often 

advise clients on how best to allocate spend across media, such as 
magazines, television and the internet. Magazines currently account for 
only four per cent of total marketing spend in the UK and, the parties 
argued, advertising in other media offers a competitive constraint to 
magazine advertising. In particular, the parties provided examples 
highlighting the spending overlap between different media (that is, 
simultaneous use of different media types in a single campaign) and other 
examples where key advertisers have re-allocated the proportion of spend 
to different media types from year to year. The parties also pointed to a 
number of ways an advertiser can reach a target demographic and argued 
that allocation of spend across different media has also led the parties to 
invest in their own online propositions to ensure that they are able to 
deliver on these campaigns.  

 
38. Third parties indicated that there was limited potential for substitution 

between the other media types and women's monthly magazines. 
Advertising performance is dependent on contact with the reader which 
differs materially between magazines and other media. Magazines are 
especially well targeted and offer the opportunity to convey considerable 
product detail. Significant differences in cost were also highlighted, 
particularly television, which may even be prohibitive for some campaigns. 
One third party indicated they had trialled different media types and found 
poor results from the internet. There was some limited support for 
substitution at the 'commoditised end of the market' but this was 
exceptional. 
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39. Therefore, based on the evidence before it, the OFT does not consider non-
print media to be substitutes for the parties' monthly magazines for readers 
and advertisers. However, given that the merger does not cause 
competition concerns even on the narrowest basis, it is not necessary to 
conclude on the precise scope of the relevant product market.  

 
Supply-side Substitution  
  
40. As the evidence on demand-side substitution in relation to monthly 

magazines did not support the parties' submission of a wide product scope, 
the OFT has considered the scope for supply-side substitution.7  

 
41. However, the OFT considers it unlikely that publishing capacity (including 

editorial and advertising sales capacity) could be shifted between monthly 
magazines and newspaper supplements, weekly magazines and/or non-print 
media, given the different content highlighted by third parties. Further, the 
same publishers are not active and/or of the same relative strength in the 
publication of these different media types.  

 
42. The OFT therefore does not consider there to be any justification, on the 

evidence available to it, to widen the product scope on the basis of supply-
side substitution. Nonetheless, the OFT considers the potential for entry to 
occur including entry by suppliers of other magazine types, under the 
competitive assessment section below.  

 
Geographic scope 
 
43. The parties consider that the relevant geographic scope for both readership 

and advertising space in women's lifestyle interest and fashion magazines 
is national. Although many foreign magazines are sold in the UK and many 
UK magazines are sold abroad, they are generally edited and printed in the 
country of sale in order to customise their content for a local audience and 
to save on shipping costs. 

 

                                         
7 The OFT considers that markets are defined primarily on the basis of demand-side substitution. 
However, the OFT may aggregate several narrow relevant markets into one broader one on the 
basis of supply-side substitution. The analytical framework through which this is undertaken is 
outlined in detail in the Merger Assessment Guidelines, paragraph 5.2.17. 
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44. This approach follows that taken by the OFT in past cases in the sector.8 In 
this case, the OFT received no evidence to suggest departing from such an 
approach and therefore assesses the transaction at a national level. 

 

UNILATERAL EFFECTS 
 

Counterfactual 
 

45. The OFT will generally adopt the prevailing conditions of competition as the 
counterfactual against which to assess the impact of the merger. However, 
the OFT will assess the merger against an alternative counterfactual where, 
based on the evidence available, we consider that the prospect of 
prevailing conditions continuing is not realistic (for example, because the 
OFT believes that one of the competing firms would inevitably have exited 
from the market).9  

 
46. [ ]. 
 

[ ] 
 
47. [ ]  

 
[ ] 
 

48. [ ]10  
  
49. [ ] 
 
50. [ ]  
 
51. [ ]11 
 
52. [ ] 
 
53. [ ]12 

                                         
8 See, for example, Anticipated acquisition by Future plc of Highbury House plc, OFT, 21 April 
2005. 
9 This approach is outlined in the Merger Assessment Guidelines, section 4.3. 
10 [ ] 
11 [ ] 
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54. [ ]  
 
55. [ ]. As a result, the OFT currently considers the appropriate counterfactual 

in which to assess the merger to be the prevailing conditions of 
competition; [ ].13  

 
Competitive Assessment 
 
Shares of supply based on circulation figures 
 
56. The parties provided share of supply data in relation to monthly women's 

lifestyle interest, fashion and home interest magazines. In particular, for 
magazines within women's lifestyle interest and fashion the parties stated 
that their combined share of supply, based on circulation figures, is 
approximately [30-40] per cent with an increment of approximately [0-10] 
per cent and with Condé Nast and IPC following with approximately [10-
20] per cent each.  

 
57. For women's home interest magazines, the parties estimated that their 

combined share of supply is approximately [20-30] per cent with an 
increment of approximately [0-10] per cent and with IPC having the largest 
share of supply of approximately [40-50] per cent and Condé Nast 
following with approximately [0-10] per cent. 14 

 
Shares of supply based on advertising spend 
 
58. The parties provided share of supply data based on the advertising 

expenditure for monthly women lifestyle interest and fashion magazines. 
According to this data, the merging parties account for [40-50] per cent of 
the advertising spend with an increment of approximately [10-20] per cent, 
with Condé Nast accounting for [30-40] per cent and IPC for [20-30] per 
cent.  

 

                                                                                                                             
12 [ ] 
13 This approach is in line with the OFT general policy on the counterfactual, outlined in detail in 
the Merger Assessment Guidelines, paragraph 4.3.5 to 4.3.7.  
14 In these circulation figures, the parties have also included some non-print media (Asos.com) as 
well as non-traditional print magazines (John Lewis Edition) and weekly magazine (Stylist).  
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Third party views 
 
59. A number of third parties provided share of supply figures for various 

groups of magazines where they considered that competition between 
titles was especially strong. In particular, two third parties stated that for 
magazines targeting the 'middle youth' sector (Prima, She, Good 
Housekeeping, Red, Psychologies, Easy Living, Essentials) the parties' 
combined share of supply based on circulation figures would be between 
60 and 80 per cent. One third party stated that Hearst's share of 
advertising volume in the grown-up women's segment would grow from 37 
per cent to 74 per cent, controlling five of the seven titles, which compete 
closely. Finally, in the upmarket fashion set, the parties' combined share of 
supply based on circulation figures and advertising spend would be 
approximately 60 per cent with an increment of approximately 24 per cent.  

 
Conclusion 
 
60. As measured by the data on the circulation figures and the advertising 

expenditure of the parties in monthly women's lifestyle interest, fashion 
and home interest magazines, the merger gives rise, on a cautious 
approach, to a reduction in significant publishers of relevant titles from four 
to three, namely the merged entity, Condé Nast and IPC. 

 
61. In interpreting the shares of supply the OFT is conscious of how widely the 

market is drawn: a low combined market share on the narrowest market 
satisfying the hypothetical monopolist test will be a better indicator of the 
absence of potential competition concerns than the same share on a wider 
market. Notwithstanding that the fashion/lifestyle and home interest 
categories may not necessarily be the narrowest market satisfying the 
hypothetical monopolist test, the OFT considers that the share of supply 
data raises some prima facie concerns. Nevertheless, the evidence 
available, from third parties and internal documents indicates that a number 
of the parties' titles may directly compete against each other, among a 
limited number of other potentially competing titles.  

 
62. Further, when products are differentiated, unilateral effects are more likely 

when the parties compete closely. Therefore in its assessment the OFT has 
examined the closeness of competition between the parties' different titles. 
In particular, the OFT assessed whether the merger may create competition 
concerns as a result of the elimination of the competitive constraints 
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exerted by Red, Elle, Psychologies and Elle Decoration to Hearst's titles and 
vice versa.  

 
Closeness of Competition 
 
Red  
 
63. Some of the evidence received by the OFT tends to suggest that Red 

(Lagardère) and She (Hearst) are close competitors. In particular, some 
advertisers stated that they had switched spending allocation between the 
two titles in the past and indicated that in the event of a rise in the price of 
advertising in one of the titles, they would consider the other being the 
next best alternative. The parties' own internal documents point to the 
competitive constraint exerted by Red on She in a number of instances.  

 
64. However, the constraint exerted by She on Red is less clear and for both 

titles points to a number of other competing titles. This is broadly 
confirmed by cross-over readership data for the two magazines:15 those 
titles with the highest crossover readership with Red include a number of 
other magazines including Marie Claire (IPC) and other Hearst titles – 
Cosmopolitan and Good Housekeeping – as well as Glamour and Vogue 
(both Condé Nast), all ahead of She, which is ranked only tenth with a 
crossover readership of only 13 per cent; for She, Red is the second 
highest cross-over title after Good Housekeeping and followed by 
Cosmopolitan (both Hearst), Marie Claire and Vogue (both IPC), all with 
crossover readership of around 20-25 per cent. 

 
65. A significant body of evidence generally pointed to there being a number of 

other titles which compete closely with Red and She. In particular, internal 
documents submitted to the OFT indicate that She is also benchmarked 
against [ ]. Red is benchmarked against [ ].  

 
66. Similarly, although some demographic characteristics of readers – for 

example, average income – point to She and Red as possibly close 

                                         
15 Cross-over readership shows the sum of individuals that have read both titles as a proportion 
of all the readers of both titles. For example, a cross-over from title A to title B of 22 per cent 
means that 22 per cent of A readers also read B. The OFT, based on third party comments, 
recognises that for some advertisers cross-over readership is a means of identifying substitutes 
and may be considered as relevant to understanding the competitive constraint between titles 
even though it is not a direct indication of switching. This makes cross-over data more useful in 
this industry than it may be in others.  
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competitors, there appears to be a number of other titles with similar 
demographic characteristics, including Easy Living, Tatler (both Condé 
Nast), and Marie Claire (IPC).  

 
67. Third parties, on the whole, confirmed this position. Although the OFT 

received third party comments indicating that Red and She are close 
competitors, there was no further evidence that the two titles were each 
others' only alternative, or that advertisers had no other option for a 
particular campaign. Generally advertisers pointed to a number of other 
magazines that competed closely with Red and She and/or were 
unconcerned by the two titles coming together. In this respect, there was 
no evidence indicating that Red and She are 'must have' magazines in the 
advertising negotiating process.  

 
68. The parties also submitted that regional price tests on both She and Red – 

where the price of either magazine has been reduced in a specific region –  
[ ] when compared with the previous month or arbitrary base months used 
for comparison. The parties emphasise, however, that little weight ought to 
be attached to such evidence as circulation will be affected by numerous 
factors such as seasonality, longer term purchasing trends and non-price 
promotional activity.  

 
69. Nevertheless, the OFT undertook an econometric analysis of the natural 

experiments offered by the significant price changes of She throughout 
2009 and 2010.16 Such an analysis provides far greater insight than month 
to month changes and controls for many of the concerns raised by the 
parties. When the cover price of She was changed, readers faced a large 
change in relative prices. The extent to which consumers respond to this 
change in price is informative about which titles readers view as close 
substitutes, and hence are close competitors.17 Even in the event of other 
non-price promotional activity, the OFT considers that any effect on 
circulation, should titles compete, would still be seen from such a large 
change in relative prices. 

 
70. The results showed that [ ].18 The OFT considers this to suggest that the 

two titles, Red and She, are not especially close competitors for readers 
                                         
16 [ ]  
17 For example, should two magazines be close competitors, an increase in price of one may be 
expected to result in an increase in circulation for the other, as consumers respond to the price 
change and shift their purchases to the relatively cheaper magazine. 
18 [ ] 
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and that the constraint exerted by She more generally is relatively weak, 
confirming the other evidence on the closeness of competition between the 
titles. 

 
71. Therefore, based on the evidence available to it, the OFT understands that 

there are a number of other titles closely competing with Red and She. In 
particular, the OFT understands that Condé Nast and IPC titles seem to be 
also be competing closely with the parties' titles. Furthermore, [ ]. 
Therefore, the OFT concludes that there is no realistic prospect of a 
substantial lessening of competition in relation to women's monthly interest 
lifestyle and fashion magazines in the UK as a result of Red and She 
coming under common ownership following the merger.19   

 
Psychologies 
 
72. The OFT received third party comments indicating the closeness of 

competition between Psychologies (Lagardère) and She (Hearst), although 
these were limited. In addition, based on cross-over readership data, 
Psychologies is a close competitor for advertisers to Cosmopolitan and 
Good Housekeeping (both Hearst titles). 

 
73. However, the OFT's investigation showed that, although Psychologies 

might be a close competitor to Hearst's titles, there are a number of other 
titles, which compete equally closely. In particular, the OFT understands 
that Vogue (Condé Nast) and Glamour (Condé Nast) are close competitors 
of Psychologies for advertisers based on cross-over readership data. In 
addition, the OFT did not receive any evidence indicating that advertisers 
consider Psychologies a must have magazine for any advertising campaign. 
Therefore, the OFT concludes that there is no realistic prospect of a 
substantial lessening of competition in relation to women's monthly interest 
lifestyle and fashion magazines in the UK as a result of Psychologies 
coming together with Hearst's titles following the merger.   

 
Elle 
 
74. The OFT examined the closeness of competition between Elle (Lagardère) 

and Hearst's titles, Cosmopolitan and Company as a number of advertisers 
pointed to the closeness of competition between them. In particular, 

                                         
19 [ ]. 
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advertisers stated that they have switched between these titles in the past 
and considered Elle an alternative to Company and Cosmopolitan should 
Hearst raise the price of advertising on the latter two. In addition, a third 
party stated that the merger would leave very little alternative choice when 
buying these titles and reduces their negotiating strength. 

 
75. Based on the cross-over readership data, Elle appears to be a close 

competitor to Cosmopolitan and Company, which are ranked second and 
fifth by cross-over respectively. In addition Elle, Cosmopolitan and 
Company seem to be close competitors based on demographic 
characteristics.  

 
76. However, evidence provided to the OFT also indicated that a number of 

other titles were competing closely with Elle and the Hearst's titles, 
Cosmopolitan and Company. In particular, a number of third parties pointed 
to Glamour (Conde Nast), Marie Claire (IPC) and, to a less extent, Harper's 
Bazaar (Hearst) and Vogue (Conde Nast) being close competitors to the 
three. In addition, the cross-over readership data indicates that for Elle, 
Vogue (Conde Nast) is ranked highest followed by Cosmopolitan, Glamour 
(Conde Nast) and Marie Claire (IPC), while for Cosmopolitan and Company, 
Glamour (Conde Nast), Vogue (Conde Nast) and Marie Claire (IPC) are all 
ranked higher than Elle.  

 
77. In addition, evidence provided to the OFT indicates that Instyle (IPC) and 

the weekly magazine Grazia (Bauer) have also been monitored by the 
parties in relation to circulation figures and advertising. In relation to 
Grazia, the OFT is of the view that, although it is a weekly offering, Grazia 
has similar content and format to women's monthly lifestyle interest and 
fashion magazines and is of the view that some competitive constraint is 
exerted by Grazia to the parties' monthly titles.  

 
78. The OFT undertook an econometric analysis of the natural experiments 

offered by the significant price changes of Cosmopolitan and Company 
throughout 2009 and 2010 to examine the effect on the circulation of Elle, 
similar to that undertaken for She.20 [ ].21  

 

                                         
20 [ ]  
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79. Therefore, based on the evidence before it, the OFT concludes that, 
although Elle may compete closely with Cosmopolitan and Company, there 
are a number of other titles, which are also competing closely with these 
titles. In particular, the OFT believes that titles from the other two large 
publishing houses, Condé Nast and IPC are close competitors to Elle, 
Cosmopolitan and Company. In addition, the OFT understands that weekly 
magazine Grazia, published by Bauer, also imposes a competitive constraint 
to Elle, Cosmopolitan and Company. Therefore, the OFT concludes that 
there is no realistic prospect of a substantial lessening of competition in 
relation to women's monthly interest lifestyle and fashion magazines in the 
UK as a result of Elle not competing against Hearst's titles following the 
merger.  

 
Elle Decoration 
 
80. The OFT examined the closeness of competition between Elle Decoration 

(Lagardère) and Hearst's titles, Country Living and House Beautiful. 
 
81. A number of third parties indicated that Elle Decoration is a competitor to 

Country Living and House Beautiful. However, the OFT did not receive any 
evidence from third parties supporting the view that these titles are 
especially close competitors, or the reason why other titles were not 
equally close competitors. In any event, the OFT did not receive any 
significant concerns in relation to these titles from either readers or 
advertisers. 

 
82. Based on the evidence from internal documents and cross-over readership 

data, the OFT understands that apart from Elle Decoration, Country Living 
and House Beautiful, there is a long list of titles which are competing 
closely for readers and advertisers, including House & Garden, Ideal Home, 
Living etc, Homes & Garden. Therefore, the OFT concludes that there is no 
realistic prospect of a substantial lessening of competition in relation to 
women's monthly home interest magazines in the UK as a result of Elle 
Decoration not competing against Hearst's titles following the merger.  

   
Barriers to entry and expansion 
 
83. The parties submitted that barriers to entry and expansion into consumer 

magazine publishing depend on the proposition offered and relate mostly to 
upfront expenditure. In particular, the incremental costs of launching new 
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titles for an existing publisher, both in consumer magazine areas where that 
publisher is already present and in new areas, can be relatively modest 
where resources are shared or shifted between magazines.  

 
84. The parties provided examples of successful entry, including Glamour in 

2001 which has increased its circulation figures by 20 per cent since 
launch and is one of the biggest selling women's interest titles, as well as a 
number of other titles, including Instyle in 2001 and the weekly magazine 
Grazia in 2005 which as increased its circulation figures by 47 per cent 
since launch. 

 
85. The OFT also notes that a number of internal documents point to the ability 

of suppliers to reposition titles, through, for example, re-launches and 
investment. In particular, the OFT understands that an existing publisher 
can with modest resources turn a weekly magazine into a monthly offering 
and vice versa.  

 
86. However, since the OFT concludes that this merger does not give rise to 

any competition concerns, it is not necessary to conclude on the issue of 
barriers to entry and expansion. 

 
Buyer power 
 
87. The parties submitted that advertising is treated as a commodity and the 

price of magazine advertising has been very constrained due to the 
availability of many alternatives. The ability to shift spend across different 
sources of media is an important source of negotiating power for 
advertising customers who are extremely sophisticated, according to the 
parties. Many advertisers use the services of media auditing firms to 
benchmark advertisers' campaigns in terms of their price, often comparing 
this price to that paid by other customers in the same magazine. 

 
88. The parties provided examples where large advertisers have been able to 

negotiate lower advertising rates or refused to use the parties' titles. 
  
89. Third parties indicated that negotiating strength is determined by volume in 

all magazines: the greater the volume, the better the advertising rate. There 
were mixed views on the extent to which the merger would reduce this 
negotiating strength with some customers indicating that there would be 
no effect and others stating that the merger would reduce the level of 

19



 

coverage they could obtain at the same cost. In particular, a number 
indicated that the merger would increase the parties' range of titles and 
would inevitably reduce their negotiating power. 

 
90. The OFT understands that there are a number of large customers, mainly 

advertisers, that can exert some buyer power and therefore constrain the 
parties from raising their prices or reducing the quality of their offering 
following the merger. However, given the lack of competition concerns as 
a result of the merger, conclusion on this issue is not necessary to 
determine the outcome of this case.  

 

THIRD PARTY VIEWS 
 

91. The OFT received a number of comments, including customers and 
competitors of the parties. 

 
92. A number of third parties, mainly media buying agencies raised some 

concerns about Elle, Cosmopolitan and Company as well as Red and She, 
mainly in relation to the closeness of competition between these titles and 
the effect that the merger will have on Hearst's position in the UK print 
market. 

  
93. In addition, a number of advertisers raised similar concerns focusing on the 

effect that the merger will have on their negotiating strength. 

 
94. Finally, one retailer stated that some of parties' titles are close competitors 

and that the merger could affect the retailer's negotiating strength for 
promotional funding. 

  
95. All these comments and concerns have been addressed in the relevant 

sections above.   
 
ASSESSMENT 
 

96. The parties overlap in the publication and sale of lifestyle, fashion and 
home interest magazines, principally aimed at women, in the UK and in the 
supply of advertising space in the same magazines. Magazine publishers 
have two main sources of revenue, the cover price and advertising space. 
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The two customer groups, readers and advertisers, are interdependent, 
forming a two-sided platform with the magazine acting as an intermediary. 

  
97. Regarding the product scope, based on the evidence before it, the OFT 

believes that monthly women magazines are in a separate product market 
but it did not consider it necessary to conclude on the precise product 
scope. In particular, the OFT examined whether each of the parties' 
magazines is constrained by both weekly and monthly magazines, non-
traditional print media, such as the magazines of retailers, newspaper 
supplement magazines and non-print media, such as the internet and 
television. 

 
98. In relation to Red, based on the evidence available to it, the OFT accepts 

that She and Red are close competitors for readers and advertisers. 
However, the OFT also understands that there are a number of other titles 
closely competing with Red and She. In particular, the OFT understands 
that Condé Nast and IPC titles seem to be competing equally closely with 
the parties' titles. Furthermore, [ ]. Therefore, the OFT concludes that there 
is no realistic prospect of a substantial lessening of competition in relation 
to women's monthly interest lifestyle and fashion magazines in the UK as a 
result of Red and She coming under common ownership following the 
merger. 

 
99. In relation to Psychologies, the OFT's investigation showed that, although 

Psychologies might be a close competitor to Hearst's titles, there are a 
number of other titles, which compete equally closely. In particular, the 
OFT understands that Vogue (Condé Nast) and Glamour (Condé Nast) are 
close competitors of Psychologies based on cross-over readership data. In 
addition, the OFT did not receive any evidence indicating that advertisers 
consider Psychologies a must have magazine for any advertising campaign. 
Therefore, the OFT concludes that there is no realistic prospect of a 
substantial lessening of competition in relation to women's monthly interest 
lifestyle and fashion magazines in the UK as a result of Psychologies 
coming together with Hearst's titles following the merger. 

 
100. In addition, in relation to Elle, based on the evidence before it, the OFT 

concludes that, although Elle may compete closely with Cosmopolitan and 
Company, there are a number of other titles, which are also competing 
closely with these titles. In particular, the OFT believes that titles from the 
other two large publishing houses, Condé Nast and IPC are close 
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competitors to Elle, Cosmopolitan and Company. In addition, the OFT 
understands that weekly magazine Grazia, published by Bauer, also 
imposes a competitive constraint to Elle, Cosmopolitan and Company. 
Therefore, the OFT concludes that there is no realistic prospect of a 
substantial lessening of competition in relation to women's monthly interest 
lifestyle and fashion magazines in the UK as a result of Elle not competing 
against Hearst's titles following the merger. 

 
101. Finally, in relation to Elle Decoration, the OFT did not receive any evidence 

from third parties supporting the view that Elle Decoration, Country Living 
and House Beautiful are especially close competitors, or the reason why 
other titles were not equally close competitors. In any event, the OFT 
understands that apart from Elle Decoration, Country Living and House 
Beautiful, there is a long list of titles which are competing closely for 
readers and advertisers, including House & Garden, Ideal Home, Living etc, 
Homes & Garden. Therefore, the OFT concludes that there is no realistic 
prospect of a substantial lessening of competition in relation to women's 
monthly home interest magazines in the UK as a result of Elle Decoration 
not competing against Hearst's titles following the merger.  

 
102. Consequently, the OFT does not believe that it is or may be the case that 

the merger may be expected to result in a substantial lessening of 
competition within a market or markets in the United Kingdom'.  

 

DECISION 
 
103. This merger will therefore not be referred to the Competition Commission 

under section 33(1) of the Act'. 
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