Magazine, Web & TV Synergy

Magazines Are a Key Ingredient in the Media Mix

Magazines Found to Be a Key Ingredient in the Media Mix

The latest research examining how media perform, alone or in a mix, support the important
effect of magazines at various stages of the purchase funnel, from brand awareness through
to purchase intent.
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Source: Measuring Media Effectiveness: Comparing Media Contribution Throughout the Purchase Funnel,
Marketing Evolution and MPA.
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Both studies indicate that magazines help to boost metrics across the purchase funnel,
particularly those that are the hardest to impact in a significant way: brand favourabilty and
purchase intent/consideration. Make the connection with magazines.
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