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Media Choices 2000

Connecting With Consumers In an Age of Media Proliferation

In today’s cluttered marketplace, where consumers are bombarded by countless information sources,
advertisers are looking for answers.  What role should the Internet play in their overall marketing programs?
Does a consumer’s relationship with television justify the escalating costs?  Is there affinity between their
brand message and the content of a consumer’s favorite magazine?

To quantify the relationships that consumers have with different media - and the impact of those
relationships on an advertiser’s message - Erdos & Morgan recently fielded a survey among 8,000 random
consumers.  Media Choices 2000 - a Multimedia Involvement Study reveals the role of different media in
today’s proliferated environment, suggesting that marketers reevaluate their media strategies to
accommodate the evolving informational needs of consumers.

This brochure presents the topline findings of Media Choices 2000.  For a detailed report, contact
Magazine Publishers of America at 212-872-3746, or visit the MPA website at www.magazine.org

Executive Summary

•  Consumers are spending more time and paying more attention to the Internet
•  The Internet has become a leading information source for important
    categories like automotive, technology, financial and travel
•  Despite dependence on the Internet as an information source, consumers
    demonstrated little affinity for web advertising

•  Magazines are considered the most “personal” and “relevant” medium
•  Consumers are more likely to pay attention to an ad appearing in one of
    their favorite magazines than on their favorite TV shows or websites
•  More consumers report that they purchase products as a direct result of
    magazine advertising than any other media measured

•  Consumers are spending more time watching cable programs, but overall
    attentiveness levels are similar to network programming
•  Cable offerings are considered more “personal” and “relevant” than network
•  Television advertising is cited by consumers as the “most annoying” and
    the “easiest form of advertising to ignore”

The Internet

Magazines

Television



Custom Reports Available

Topline Findings

“I can usually trust and believe the
advertising appearing in or on...”

Magazines

Network TV

Cable TV

The Internet

43%

32%

15%

10%

“The advertising usually complements the
content or programming of the medium”

Magazines

Network TV

Cable TV

The Internet

39%

31%

20%

10%

“I usually ignore the advertising
appearing in or on...”

Network TV

The Internet

Cable TV

Magazines

36%

30%

23%

11%

“The advertising can usually help me
decide between two competitive products”

Magazines

Network TV

The Internet

Cable TV

41%

26%

22%

11%

“I often purchase a product or service as a
direct result of the advertising in or on...”

Magazines

Network TV

Cable TV

The Internet

44%

34%

16%

6%

“I often find the advertising appearing
in or on this medium annoying”

Network TV

Cable TV

The Internet

Magazines

51%

24%

18%

7%

Base: total media users

Among Total Respondents

By Advertising Category

Custom reports among consumers who purchase specific products are also available for the following categories.

Apparel
Automobiles

Beauty Products
Prescription Drugs

Over-the-Counter Medications
Fine Jewelry

Home Computers
Computer Software
Printers/Scanners

Internet Service Providers
Long Distance Services

Home Electronics

Home Furnishings
Mutual Funds/IRAs
Household Products
Sporting Equipment

Travel Services
Vacation Packages
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For topline or category-specific reports of Media Choices 2000
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