Improving advertising results
in a soft economy

making your budget work harder




Magazines rank #1 in lifting purchase intent—and do it efficiently.
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Magazines most consistently generate the lowest cost per impact.
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Magazines lead in getting consumers to start a search.

What Medium Influences You to Start a Search for Merchandise Online?
TV/Broadcast 42%
Newspapers 39%

Face-to-Face 36%
Cable TV 35%
Radio 30%

Email 24%

Online Ads 24%

Online Communities 10%

Blogs 9%
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Source: BlGresearch Simultaneous Media Usage Survey (SIMMIZ), June 2008

Magazine ads excel at producing traffic that lead to purchases.

Made Purchase After Conducting an Online Search
Offline Sources That Drive Qualified Traffic to Websites

Magazine/Newspaper Ad 30%

Television Ad 23%
Radio Ad 22%
Billboard/Indoor/Sports Venue Sign 19%
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Source: JupiterResearch In-Market Media Usage Survey, 2007
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Magazines are key, along with web, in spurring word-of-mouth.

Magazines Work Well with the Web in Reaching Social Networkers

Index based on percent of consumers using Facebook or MySpace in last 30 days.
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Newspapers 20
Radio 113
Television 71
Internet 185
Outdoor 107
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Base: Top quintile of usage for each medium.
Source: MRI, Spring, 2008

Influentials Use Magazines and the Web Most
Number of times medium ranks #1 or #2 among influentials across 60 product categories.
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Base: Top quintile of usage for each medium.
Source: MRI, Spring, 2008

Magazines have a superior record in boosting brand favorability.
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