ACCOUNTABILITY: MAGAZINES GET RESULTS

Magazines Boost the Power
of Other Media

Dynamic Logic’s analysis reveals that magazines played a leading role in boosting overall advertising effectiveness.
The combination of TV and magazines provided significantly more lift (versus TV alone) than did TV plus online.

Cumulative Effects of Different Media Combinations
Pre/Post Point Change (Index Versus TV Alone)

Aided Brand Awareness Advertising Awareness Brand Favorability Purchase Intent
TV Only 100 100 100 100
TV + Online 148 152 170 127

TV + Magazines 190 200 425 251
TV + Magazines + Onine | NN 235 I -:- I o> (N -7

Message Association
100
367
1,266

Note: Results reflect the impact of different media combinations expressed as an index with TV as the base medium.
Results are an aggregate of 15 most recent studies.
Source: Dynamic Logic/Millward Brown CrossMedia Research, 2007
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