Tryingtoget on

shopping lists?



““N m‘mm (i packaged goods

17 client-funded studies prove magazines’most lift brand
favorability and purchase intent for CPG products
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® Tvonly @ Incremental Impact of Online to TV @ Incremental Impact of Magazines to TV + Online
Base = 17 Studies. Note: Numbers at top represent incremental impact of all three media combined.
Source: Dynamic Logic 2009

Magazines are used more frequently than the
internet for packaged goods-related information
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Source: MediaVest Print/Digital Study, 2008

Super influential consumers for packaged goods
purchases rely heavily on magazines and the web
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————————et Source: MRI Spring 2009. Super Influentials defined as people who have
_ 94 great experience in this topic and whose advice on this topic is trusted
_ 87 107 by friends and family members.

Download the most current fact sheets from multiple categories, view case studies MPA
and get more information at www.magazine.org/advertising.
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