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The Media Matchmaker

Magazines Get Closer

No matter how engaging a brand's offer, forming a relationship with consumers in their fast-paced lives is more difficult than ever. The
result has been a search for those media in which consumers are welcoming of and receptive to relevant brand propositions. Ambush
and interruption is no longer seen as the answer.

All media have their own distinct roles in the eyes of consumers. Some are broad in nature (out there for everyone) while others are
more personal and intimate. Either way, magazines stand apart as the medium people turn to when they need personalized
information and ideas and time to indulge themselves in their favourite interests.

Arecent study conducted in the summer of 2007 sheds light on how consumers view magazines versus other media on several
dimensions. 1,500 respondents, aged 14 to 69, were polled using a single source database.

Results indicate that people turn to magazines more than any other medium to get close to what interests them:
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The study confirms, yet again, that consumers don't avoid ads in magazines the way they do in other media. They embrace the
advertising; they find it appealing, attractive, useful and relevant.
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If the proposition is to engage consumers with a brand message, build awareness and a lasting relationship while ultimately providing
a pathway to sales, magazines are key to achieving these objectives. Make the connection with magazines.

For more information about how magazine advertising works, visit www.magazinescanada.ca.

Source: Media Matchmaker: It's about Relationships, MPA, 2008
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