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This paper examines the major influences and criteria that drive college students, ages 18-25, toward a particular medium of story telling. The Internet is changing the way media behaves, and publications are turning to new and more creative ways to keep in pace with advancing technology and social networks. With people spending more time on the go and relaying on quick and easy access to news, certain adjustments must be made.

More specifically the goal of this study was to develop a digital magazine that would adhere to the interests of Internet consumers. Through the compilation of case studies, journals, surveys, and historical research I honed in on the aspects that matter the most this demographic. Within this research I found that media consumers like the feel and the calm of a magazine but are interested in eco friendly and technology savvy medium. Information was gathered from both professional studies as well as two surveys I created and distributed on the Cal Poly campus and online through surveymonkey.com.

There is a clear growing trend for Interactive, multidimensional, rich media content. Some key aspects that were the focal point of my study were: sophistication and relaxation of a magazine, preferred video and images to text, accessibility, and interactivity, and sustainability. 

The research and findings for this paper helped support the project component of this study. Using multimedia and interactivity I conceptualized a digital magazine
http://trials.3dissue.net/final-15032011002204915/pageflip.html 
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INTRODUCTION

Nearly thirty years ago Rupert Murdoch spoke on behalf of the future and predicted that all news and advertising would move from print to digital. Now, it is becoming a reality. Newspapers and magazines are in the awkward transition from print to digital. With an abyss of information, immediate results, and rich media content, publications are finding it impossible to survive in the outdated format of ink and paper.  Dated back to 131BC when the first form of publications came to be. Not so much a newspaper, but pieces of carved stone and metal would be a better description, of Rome’s first news publication. Then fast-forward a few centuries to Johannes Gutenberg and the invention of the printing press. With the development of the printing press, so came the birth of the modern newspaper, and so we have made much progress since then.
Living in 2011 and being able to revisit 131BC, is a luxury the world has today. This luxury is known as the Internet. Almost every facet of society can be found on the Internet. It is this phenomenon that possesses the power, who survives and who does not. 
The influential power of the Internet has media turning a new direction. Three huge contributing factors are the prevalence of social networking, citizen journalism, and technology. The reputation of journalism is slipping into the infamous cyber world of modern times. Print is dying and digital trends are growing. Newspapers and magazines are turning to the web to maintain readership. Most publications, as they create a digital edition they no longer have an artistic, visually stimulated, mentally relaxing vibe to them. Magazines have a stigma to them and people expect a standard. Most of the magazines that have gone to the web have lost the simplistic sophistication. In order to keep people engaged and coming back they have to offer more than a story; they need to provide an experience. “The industry will not die, it will change. 
Survival of the fittest will determine who endures”(A Digitalization Impact of Photography: A Look At Past, Transitional and Future Roles). 
There are some big things the Internet can offer that print and other mediums cannot. One big thing is multimedia. The Internet allows for creativity and flexibility. A publication can use videos, photographs, animations, sound, and text to create a profound story that has many layers of depth. Some of the top sites visited are Youtube, Facebook, and Twitter. People use these websites to look through videos, search pictures, share messages, and listen to music. People want to be involved. They want to interact and create. Some of the features people look for in a web destination is how interactive and social it is, and how visually stimulating it is. 
The prevalence of computers, Iphones, Kindles, and such technology is forcing the media to shift its focus from singular dimensional news, to multi-dimensional news. “The influence of digital media on traditional publishing and broadcasting companies has become obvious and undeniable. Today no publication can survive without a blog where articles about current topics as well as video and audio podcasts are published”(Oriella Survey “European Journalists Believe in a Digital Future). Publishers are now going digital to reach niche audiences. They are finding that the Web offers advantages that cannot be achieved with print. Digital magazines are online magazines that include articles, photographs, videos, charts, and advertisements. Over the past 10 years there has been an increasing demand for digital magazines. For publishers, digital means lower costs, wider audience, and a more diverse format. For readers it means easy access, rich media content, and interaction. Readers can share, like, or comment on stories. Less about the message and more about the medium, Internet consumers are using its services to interact with friends, create content, watch videos, read, and network all at the same time. 
Keeping in mind technology, heightened expectations, and interconnectedness, I am asking specifically how can I reach and engage 18-25 year old, Internet consumers by using layered media in the format of a digital magazine. A study done by Marketresearch.com found that 95.7 percent of college students are going online at least once a month making them the most connected demographic group in the U.S. Specifically, 75 percent of people ages 18-24 years old turn to the World Wide Web for socializing, searching entertainment, news, information, and recreation. It is not to say that older generations are not using the resources of the Web, but for the purpose of this study, I will be concentrating on this particular demographic. 
After extensive research, using case studies, journals, articles, surveys and polls, I compounded my findings in order to conceptualize a magazine and a social network hybrid. It is a magazine that encompasses the modern and the future of communication and information. It has videos, music, photographs and text from first hand accounts. A collaboration of the old and new is the only way to entice our generation and the next. It’s more than a social network. It is artistic and sophisticated and it has a sense of start and finish. This magazine provides a community of people in which they can create and share content. 
The name of the magazine is What’s Your Issue. The concept behind it is the users control the content. The articles will reflect the demand of the readers. As stories are submitted, the readers ultimately vote which ones stay and which ones go. In the corner of each page is an icon of a trashcan and a “dog eared” page. If the story is interesting and the reader would like to save it for later or share it with a friend they choose the dog-eared icon. If the reader is not interested in the article they can “rip the page out” and trash it. 
Once an article reaches 50 trashes or 50 saves it is sent to either an archive issue or a new edition. The articles that readers saved then continue on into the next edition where they are joined by new articles. 				 
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Visually it holds the image that people expect from a magazine. With a table of contents, flipping pages, and artistic formatting, readers can have that “get lost in the story” feeling. When reading the magazine it will open up to a full screen for easy reading, no zooming in and out. The full screen mode makes the text easy to read and pulls the readers focus in. Upon opening an article all sound and videos are play on request. The reader must click play for the media to start. This is to give people the option to learn the story in their preferred medium. Research has shown that too much media can be overwhelming.
In order for people to read the magazine they must participate. In order to get to the next article one must choose to save it or trash it. Once they trash an article they are no longer able to see it. This is to discourage people from trashing a story to get to the next one and coming back to it later. For the articles that are bookmarked and moved to the new issue, they can be viewed at anytime. Every week the new issue is sent to the subscribers email. They then have a week to read, vote, and submit. 
Magazines are seen as an older generation with readership being on average 41 years old. However, the web is seen as a place for the young. A digital magazine opens up readership to a whole new age group because it is savvy and unique. Both historical and descriptive research show that readers want the experience of a magazine but prefer a digital environment. 
Speed, immediacy and global accessibility are three things that now matter most in the success of media. This study is crucial in examining the present and creating the future. The research found and performed for the study is the foundation that built this project. The demographic of 18-25 year olds is the now generation and as their demands grow it is up to the media to make the appropriate changes to keep up. . It is a critical time for this industry. As it has changed many times in the past, so will journalism continue to transform. Just as the printing press preceded the typewriter, print has preceded digital.
REVIEW OF LITERATURE

DIGITALIZATION OF MEDIA
“Technical convergence has come to signify the coming together of all forms of mediated communications in an electronic, digital form, driven by [technology]”(Pavlik, 1996, p132; see also Blackman, 1998; Vallath 2000).  With the decline of print readership more newspapers and magazines are going digital. After a survey done in January 2008 carried out by 1,552 newspaper and magazine journalists, they found that more than half anticipate a drastic decline in print circulation and an increased focus on the website of their publication (Karine Joly, 2008, Magazines Gone Digital, Going Paperless?). With the decline of print there has been a clear rise in Internet media consumption among Americans. The Pew Research Center for the People & the Press found that the number of people going online at least three days a week to get news increased 13 percent by 1998 and then nearly doubled again to 23 percent by 2000 and continued to rise upward to 29 percent. 
 In an article that was published in Folio magazine by author Jane Zarem, she wrote, “some publishers are using digital magazines as multimedia supplements or special editions of their magazines.” She continued to explain that the reasoning behind this is to share information and experiences that in print form would get lost to the reader. 
A huge contributing factor in this shift from print to digital is the fast rate of developing technologies. An article by The Guardian, a British paper says it is the prevalence of such portable and advanced devices that is influencing storytelling. Many magazines such as New York Times, Life, The Economists, have gone digital and take advantage of the use of rich media  content.
	One huge plus for digital media is that it can reach people all over the world and can be accessed anywhere. “Convergence is the future for the media. Broadband is bringing us all together” (Arthur O Sulzberger Jr., publisher of the New York Times). Seventy-three percent of members of the World Association of News (WAN) reported that they had some variation of convergence at their companies. 
	Technology is influencing culture, and culture is impacting the media. Articles are now created for readers with short attention spans. A paper written about The Digitalization Impact of Photography recognizes that writing is shorter and evolving more toward sound bites, infographics, and photographs to convey more information in a visual way (Wilson). Consumers not only want, but also expect content to be presented in a reliable, accessible, attractive medium. It is now common for journalists to be skilled in reporting, photography, and videography. 
(The Digitalization Impact of Photography, 2009)
	
	In a survey, 40 percent of journalists said that online TV and video clips play a critical role in their jobs and is continuing to grow. Reporters are now using social websites such as Twitter, Facebook, and blogs to promote their stories and keep followers interested and up to date. “The constantly growing interconnectedness of people through online social networking sites demonstrate the power of the web” (Oriella Survey “European Journalists Believe in a Digital Future).




DIGITAL MAGAZINES
Two studies, one conducted by Texterity and the other by Nielsen Media Research show a statistically significant increase in readership for magazines and newspapers that were brought online. Newsweek.com increased 83 percent from 2007-2008. Growth readership went from 107-230, a 215 percent growth. These studies also examined and concluded some major trends, which are the following: Environmentally friendliness, easy to save, ability to search, convenience, timeliness, easy to forward, able to read on the computer, and unique content.

                        [image: ]

A digital magazine is more than just a duplicate of the print edition. It offers features that are only attainable through this format.  Through the use of videos, pictures, sound, and text stories can be told in layers. Magazines are known for their visual appeal and in depth storytelling. With the digitalization of an issue new aspects such as videos and sound come together to form a more compelling and engaging story. Some popular features of digital editions are the quick link indexes, the search function, and the digital archives. The survey done by Texterity Incorporated was taken from 33,897 readers of digital and print magazines. The readers came from 160 different publications. This survey was Texterity’s third annual Business Publishers Association Worldwide certified survey. Texterity is a media and consumer research leader. The study showed that readers like digital magazines because of the added functionality. Functionality leads to reader acceptance and [digital] content leads them to be enthusiastic. The study also showed that digital magazine editions make overall publication brands stronger by extending it to individuals who might not have read printed magazines in the past. Out of the 33,897 readers surveyed, the top three reasons readers like digital magazines are the ability to search keywords and through back issues, the ease of saving issues, and that they are environmentally friendly.
 (Texterity Incorporated)

A study by the “Profile of the Digital Magazine Reader” revealed that readership satisfaction, for digital magazines, is very high. With 89 percent of readers said they were very satisfied or satisfied. In addition to satisfaction, the study also measured levels of engagement. Engaging readers is an important aspect of digital magazines. Over 91 percent took action one or more times when reading a digital issue. Findings showed that readers were in fact engaged in the issues and that 90 percent of them would read the digital edition the same week they received it. Readers said they liked the fact that they could bookmark pages and send favorite articles to friends and the convenience of a click. More than 61 percent of readers had also read three out of the last four issues The study concluded that readers like that they can search keywords and through back issues, the ease of saving issues, and that they are environmentally friendly. This study crossed gender, age, and occupation. 
A survey done by Zmags found that 46 percent of digital magazine readers spent 30 minutes reading each issue. Some of the most popular topics of interest are sports, health/fitness, entertainment, business, and technology. Readers commented on liking stories that were relatable and told from personal experience. With phones having cameras and videos it is easier now more than ever for anyone to report a story and upload it to the web. Websites like Youtube and Twitter enable citizens to share their stories and events with the public. Magazines relay heavily on self narratives and personal accounts to gage readers interests.
Zmag’s study also revealed that Mondays and Fridays are the preferred days to receive a publication, and over 60 percent said they like to receive their magazines in the morning.
(www.Zmags.com)

A big part of a magazine’s appeal is the ability to lose oneself in the content (Jack Schulze, creator of BERG technology). The sense of completion is proven to provoke a heightened interest in reading the issue all the way through. BERGS analyzed the features tat people find appealing in a magazine and found that readers look forward to stories that have both high quality writing and visually appeasing images that together build up an immersive story. Unlike news websites that have visionless articles that are most often cluttered. Research done by BERG has found that RSS feeders actually invoke feelings of anxiety and stress. Magazine readers expect a cover, carefully crafted pages, and feelings of relaxation. 
(BERG Technology)
	
Some conflicting research has shown that readers prefer a print edition to a digital edition because they like the feel of a magazine. Contradictory to this, readers also want easy access and interaction. Taking these two things in mind FLYPmedia is a new kind of digital publication that is focused on these two aspects. FLYP is an online, multimedia magazine that uses text, video, audio, and interaction to tell stories. Every article has tabs to comment and share. FLYP was created and published by Digital Media International, LLC. More than a publication, it is an experience. Their concept: each issue is an experience. Designed just like a magazine, all the way down to the sound of a page flipping. Straddling the boundaries between old and new, they focus on the art of story telling as well as the story itself. James R. Gaines, former editor of Time, Life and People magazines calls FLYP “an architectural vestige that is comforting in this transition period.” Readers look forward to the layered media of sound, images, videos, and text. The use of rich media streaming allows the public to feel engaged and to interact within the issue. “What’s good about multimedia is that we can allow people to do either one-we can run the material in layers” (Gaines). The image FLYP sends to its readers is an escape. It isn’t about fast in your face headlines. The publishers of the magazine find success in page views and advertising. 
Gaines advises creators of digital magazines not to use excessive multimedia because it can make the reader feel overwhelmed and so layering the media allows the readers to pick and choose the most important components for them. Gaines also said he feels that pictures and videos convey stories in ways that just words cannot. A study done by the department of psychology at Missouri Western State University found statistically strong evidence showing subjects were significantly better at remembering pictures and words presented together as opposed to words alone. These findings apply to a number of situations, including news processing. 
An advantage to digital magazines is interactivity. It opens up the information flow from a one way stream to a two way stream. With clickable charts, graphics, and videos readers can fully absorb the information. Another plus that FLYPmedia analyzers found is the ability to take a complex story that may be hard to understand, and to simplify it through the use of cross media. Readers can get lost in the text and find they are asking more questions than they can find the answers to. Charles Whitaker, director of the Academy for Alternative Journalism at Northwestern University says that FLYP does a good job of guiding users through a digital narrative, while at the same time giving users control over how they experience the story. Whitaker also emphasizes the importance of preserving the experience of flipping a page. As minute as it may sound, it is something readers look forward to. 
(FLYPmedia)

REACHING MY DEMOGRAPHIC 
	
According to Marketresearch.com College students remain the single most connected demographic. Social networks are reaching more than 50 percent of the US audience and by 2013 Marketresearch.com predict 155 million of US Internet users will consume some form of user created content.  An article written by Christopher Harper titled Journalism in a Digital Age for a Mit communications forum focuses on the specific demographics that are using the Internet and what they are using the Internet for. The article states that one in six is looking for specific news and information. One in eight wants business and financial information and One in 12 go to the Internet for hobbies and entertainment (Harper). Harper made a point to say that it is important to remember that these statistics are for the whole group and that when dividing them into specific age demographics the reasons for using the Internet changes. Seven out of 10 people said they use the Internet to search news; this group consisted of mainly those over the age of 50. Contrastingly when asking those under age 30, only three out of 10 followed the news every day. Harper included results from a Gallup survey conducted through The Pew Research Center for The People & The Press. It found that Internet use encompasses almost every aspect of people age 18-24. With Google, Facebook, Youtube, Yahoo, and Live holding spots for the top five most visited sites, this demographic turns to the Web for entertainment, socializing, recreation, as well as news and information. The study looked at what topics were most interesting and to which age demographic. The following chart shows percentages for each of the three groups for 10 different genres.
(Marketresearch.com)                   
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For the college age group of 18-29 the five most popular genres were crime, local community, sports, health, and entertainment. These interests reflect the kind of Web destinations they are going to. A digital magazine can include various topics. From crime, to entertainment articles are diverse in content and in format. Examining the most visited websites in addition to preferred type of content, users in this demographic are given the best of both worlds. 
	An article written in The New York Times addresses the issue that college students are a hard demographic to reach for magazine publishers because they are moving frequently and are not leaving a permanent mailing address for magazine publishers to send subscription solicitations to. “Colleges have typically been a black hole for magazines in terms of distribution. (Jack Kliger, the president and chief executive of Hachetter Filipacchi Media US. “There’s always been a difficulty in reaching college students because the physical distribution issues are very unique to colleges in that nobody stays in one place for very long. “Younger people are much more oriented toward getting information from the Web than older people” (James Meigs, editor in chief of Popular Mechanics). The option of emailing an issue opens up a whole new group of subscribers. 
(The Pew Research Center for the People & the Press)
	
Texterity’s 2009 Profile of the Digital Edition Reader points out the appeal of cheap cost and having access to the issue from anywhere are two reasons college students are going digital. Also, readers can post links to their favorite articles and share with others. The study also shows that of those polled over 57 percent said they spend more than 30 minutes reading magazine articles. 
	The Nielsen Company announced that the average global consumer spends more than 5 hours on social networking sites a day, which is 82 percent more time on social networking sites compared to the same period last year. Interaction and information sharing is an every day part of college students and in order to obtain their attention the publication must offer a multidimensional layout.






METHODOLOGY 


The Internet is the primary place people go when they want to find out information. The convenience of having access 24/7 is the driving force behind its success. When creating a website or digital publication there are many variables to consider. I began my study by using historical and extensive methods of research to examining and understand the broad scope of digital trends and the effects on media. Historical research observes past societal and community events and can determine how they have changed over time. I reviewed journals and articles for background research. Having prior literature to guide my direction bridged me to my own methodology, which I will introduce shortly. Before I created my survey, I did some extensive research. Within this method I analyzed case studies and questionnaires that directly related to my topic. I gathered case studies and analyzed the data and results. By doing this I was able to see what areas I needed to narrow down on in my own survey.  
	Since there isn’t specific research that pertains to my question I created a survey and distributed it to my peers. The purpose of my methodology was to tighten my research was to focus in on particular aspects that other research could not tell me. I then used my results to develop my digital magazine.  The survey consisted of both quantitative and qualitative questions. Questions were formatted in yes or no, multiple choice, and short essay selection. It was distributed randomly on campus and online using www.surveymonkey.com. I combined the results and tabulated them into percentages. Respondents were instructed to fill out all questions at the time of distribution. Of the 58 surveys I distributed, all 58 participants responded. No questions were skipped. All answers were kept anonymous. Those who were given the survey were within the age demographic of 18-25.  For the purpose of this project I focused mainly magazine readership, preferred topic of content, the medium of the message, time spent on a story, and activities performed on the Internet The details obtained through the questions on my survey provided the framework for the development of my digital magazine. The purpose of this survey was to examine the relationship between people and the way they absorb and share information. I used the following questions in my survey:
	

1. How often do you read the news
(every day	 5-6times a week       3-4times        1-2times	less than once a week)

2. How much time will you spend on a single story/article/blog

3. Where do you get your news from

4. Do you read magazines

5. Would you prefer a print or a digital magazine

6. What magazines do you read 

7. What is unique about a magazine/what features stand out 

8. What do you expect from a magazine

9. What is the most compelling way to tell a story
 (words/text		pictures		video	 sound)

10. Which of the following do you spend the most time doing online
 (watching videos	   looking at picture	reading	           blogging)

11. Do you use a social network/ and why do you use it

12. What websites do you most frequently visit

13. Does a picture add or distract from a story

14. Does a video add or distract from a story

15. Would you be more interested in a story if someone you knew wrote it

16. What is the most powerful way to get a message across to you


	As mentioned before I based my research on studies down by Texterity Incorporated, Gilbaine Group, The Nielsen Company, and The Pew Research Center for the People & the Press. The prior studies provided me with essential information related directly and indirectly to my question. I analyzed their findings and then used my survey to reinforce the data found. 
	In addition to the methods stated above, I observed various digital magazine sites. I turned to Flypmedia as an example platform for my magazine. Although, still in the developmental stages it had successfully created a true digital magazine, all the way down to the page flip. With full screen viewing, organized layout, and interactive content, it provided for a model example. I analyzed other publications gone digital such as New Yorker and Food&Wine. Both publications have Web versions of their issues, but they are set up in a website style. I compared their format with magazines distributed through Zinio. Zinio is a publishing technology and services company that sells magazines, books, catalogs, and newsletters in a digital format. Identical to the print version, there is no use of multimedia.  I noted the size of text, zooming features, and appearance of each digitalized print edition.  
	
	The last piece of my research came from market research. Because I am trying to appeal to a specific group of consumers I needed to have in depth analysis on their interests and behaviors. Even more than that I had to make sure I was familiar with my competitors. By studying various descriptive findings concerning the interests of college-aged persons, I performed data analysis and applied it to my study. 
	










RESULTS AND DISCUSSION

	In this section I will be analyzing and explaining the data I accumulated from my survey. The first part I will address, are the quantitative questions I asked. There are a total of 12 questions that are displayed as charts and four questions that required free hand answers. Within the 12-charted questions respondents were left room to give explanations for their answers. For each chart I will conduct an interpretation. All questions are out of a total of 58 responses. The percentages are represented within each chart. For the purpose of this project I formed conclusions from my survey and other surveys of greater magnitude. Out of the student body on campus 58 is not an accurate reading to use alone. Please know that all conclusions are based on limited information and may not portray all individuals in my target demographic. Questions with asterisks mean they will be answered after the charts.  


Figure 1
The first question I asked was “how often do you read/listen/watch the news?” The most popular answers were everyday at 27 percent, three-to-four times a week at 26 percent, and one-to-two also at 26 percent. There was a distinct different in the frequency of news between those who answered the survey online and those who answered it on campus. Those who answered online tended to choose a greater amount of times per week. [image: ::Screen shots:Screen shot 2011-03-08 at 2.33.08 PM.png]
Figure 2
The next question asked was “How much time do you spend reading a single article?” The majority of the participants responded with five-nine- minutes at 40 percent. I asked that they provide some elaborated feedback. Most said they don’t have enough time to spend longer and that they prefer to skim through the news unless it is something extremely interesting.  The second largest group was 10-19 minutes at 21 percent. Most of those who answered in this group said they would spend more or less 15 minutes on a single story. Almost everyone that answered in the zero-to-five minute group said they would not spend more than three minutes reading. The question was asked in a free response format allowing respondents to choose any number of minutes as well as an explanation. 
* Where do you get your news from and why do you go there (will be discussed in the qualitative section of discussion.


Figure 3
The fourth question in the survey asked, “Do you read magazines?” As seen in the figure above, 67 percent said yes. Of those who said no I asked them to explain why they did not. When asked to explain they said it wasn’t convenient and if there was one sitting around maybe they would skim through it, but had no urge on their own to read one.

Figure 4
When asked if they preferred a print or a digital version of a magazine, 60 percent chose print. The feedback consistently stated that the feel and visual appearance of a magazine made print a preferable choice. Of the 40 percent who preferred a digital version they said that they liked that it was convenient, modern, and accessible. It was important to receive feedback for this question so I could determine what aspects appealed to each group. 

*I asked those who responded yes, I had them tell me which magazines they read. I will discuss which magazines later. 
*The next two question on the survey asked participants to explain what is unique about a magazine and what they expected from a magazine


Figure 5
In the chart above categories of magazines were broken up. Participants were allowed to choose all that applied. The graph could only recognize the results out of 100 percent but because a single person could choose multiple categories, the percentages displayed are correct in matter of order but not exact numbers. Sports received 76 percent, entertainment 56 percent, and health/fitness 53 percent. These were the top three categories. Respondents were consistent with their choices on this question and the listed publications they were asked to specify in the prior question. The rest of the categories all fell very closely to each other, ranging from the mid-twenties to the teens. I asked this question so I could understand what topics interested my demographic most.



Figure 6
The next question asked, “What is the most compelling way to tell a story?” People could choose all that they thought applied. The purpose of this question was to examine if people found that a combination of media is most effective. Roughly 90 percent of responses checked off video, photographs, and words. For those who chose music, 100 percent picked the other three as well.   

Figure 7
	The next question was “What do you spend most of your time doing while using the Internet?” This question directly correlated to the previous one. I wanted to see if there were consistencies between the two answers. Watching videos was the largest percentage in both questions with 41 percent in the previous question, and 36 percent in this one. There was a difference in the next largest percentage. Thirty-one percent responded that they did reading the most, while only 21 percent said words/text was the most compelling way to tell a story. The last two categories followed the same pattern. 

	*The next question was free response and asked which website they visited the most and what they did on it.


Figure 8
	
The next question was “Do you have a facebook, Twitter, Myspace, blog, or other?” Of the people who responded yes to this question, 100 percent had a Facebook. Less than 50 percent used Twitter, and almost everyone that had a Myspece no longer used it. The second part of the question asked for an explanation of why they liked or did not like using social networks.  The top reasons people said they liked using social networks were the interaction, staying connected, and sharing pictures.




Figure 9
	The next question on the survey was one or the other question. I asked, “Does a picture add or distract from a story?” There was strong response for add, with 97 percent saying add.  This question was important for the purpose of how to format the articles. I needed to find out if pictures were an important part of a story.



Figure 10
	The above question asked if a video component would add or distract from a story. With 82 percent, most said a video added to a story. Those who said it would distract were asked to explain why. People expressed feelings of clutter and confusion. 


Figure 11
	For the final question in the survey I asked, “Would you be more interested in an article id someone you new wrote it?” The majority, 86 percent, of participants said yes they would be more interested. This question was to determine if it would be better to have articles written from first person experience by those in the local community, or if professionals should write the stories.
	When asked to specify where participants got their news, 44 out of 58 said the Internet. I did not compute it into a percentage because some people chose more than one medium. The most popular news websites were Yahoo.com, AOL.com, CNN.COM, Reddit.com, online newspapers, and ESPN.com. I found consistent results stating the Internet was the preferred choice because it is fast, easy, convenient, and people can search for the content they want rather than having to deal with news they don’t care about. 
	The next largest group, 10 people, said they watch television to get their news. Only three of the 10 people said television was their only source. The Daily Show, The Today Show, CNN, Fox, and ESPN were the most watched shows. People explained that it was relaxing to be able to sit down and just watch the show.
	With only five, print was the smallest source of news. All five people said they read the newspaper as their form of print, and because it was there. Three out of the five said they read their school paper. Interestingly enough every one in this grouping only stated print as their source and did not list television or the Internet. I do not know if they misunderstood the question or if that was truly the only place they went to. 
	One of the questions I asked was, “Do you read magazines?” I asked a follow up question requesting specific magazines. The top magazines were sports, entertainment, and health/fitness magazines. Some specific names that were mentioned were: Sports Illustrated, ESPN, People, Time, Cosmopolitan, InStyle, and Shape. Sports Illustrated had the most mentioning’s of all the magazines.
	I included two questions that asked people to specify the features that they found unique to a magazine, and what their standard of a magazine was. Participants varied little in their responses. Pictures, organization, opinion, intrigue, and entertainment were mentioned numerous times. The visual appeal was a primary aspect of the magazine. Following closely behind was unique content that differed from everyday news. Entertainment was more ambiguous, with some people finding the style of writing to be entertaining, while others focused on the lighthearted gossip aspect entertaining. There were some who responded by saying they expected gossip, advertisements, and bias writing from magazines. 
	I put a question in the survey that asked participants to specify the top site they visited on the Internet. Facebook.com, Gmail.com, and Yahoo.com, had the strongest mentioning’s. There was space for explanations but the responses were not insightful and pretty straightforward.
	Overall my results were consistent within the survey as well as compared to other research conclusions. 

















CONCLUSION

	All research points toward digital trends. As technology becomes more and more prevalent in our society, and Internet access spreads, our culture becomes more dependent on fast, accessible communication.  People are becoming less involved with their world and more involved with each other. Share, like, post. These are concepts that have crept onto almost every Web page out there. After extensively researching, I have found strong evidence, which supports the increase in digitalization. There are some key components that reinforce this trend.  Please note that the following conclusions are specific to the age demographic of interest, which consists of 18-25 year olds. 
	First of all, the increase in Internet use has caused a decrease in print readership. As people become accustomed to customized searches, immediate results, and interaction, print no longer holds a prominent position in society. It is soon to be outdated. The Internet boom has caused publications to turn to digital form. 
	The Internet offers media to exercise multimedia. With video watching and picture viewing, there is a strong preference for content that offers layers of storytelling. People showed a strong interest in the combination of videos, photographs, and text, in the articles they view. The use of sound, movement, and visuals gives the consumer a fuller experience and pulls their attention in.
	Minutes spent on social networks and blogs is seeing tremendous growth. With an increase of 201 percent, time spent on these sites is on the rise (Nielsen Company). The popularity of these sites is attributed to staying connected with friends, and staying on top of the happenings of people’s lives. There is an apparent peaked interest in other people. Supporting this research, my survey reinforced these findings. Almost everyone polled said they would be more interested in a story if someone they knew wrote it. 
	These cultural attitudes are the basis behind the success of my senior project. I set out to answer two questions. The first was to find out how successful a digital magazine would be to those 18-25 years old. The second part of my question was to find out if the use of multimedia and interaction would heighten the interests of consumers. What I found was, indeed, the use of multimedia and interconnectedness would raise the possibility of success for a digital publication substantially. 
	I analyzed the reasons why people said they would prefer a print edition to a digital one. For those who said print, every single one of them said they thought a video and text would be most compelling. Main concerns that were stated pertained to the aesthetics and feel of a magazine. Participants worried that a digital magazine would lose the visual essence of a magazine. With this information I made sure to keep those aspects but in a digital form. With flipping pages, organized layouts, and a cover page, I incorporated the tradition of a magazine. 
	The very last part of my results pertained to the attention span of the reader. I found the average length of article that people preferred ranged from 500-1000 words. My magazine catered to this research. I used pictures, sound and video to compliment the articles and further captivate the reader’s intrigue. It gives the reader variety and helps break up hard to understand content. As far as the topic goes, I decided the results were close in preference and so this magazine does not fall into a niche category but rather a style. 
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