MPA study says magazines are best for driving consumer action

	
US consumer magazine association Magazine Publishers of America (MPA) has announced the results of a new survey that reveals magazines’ critical role in the consumer’s purchase decision process.

 
The research, conducted by Dynamic Logic, went beyond analysing advertising effects for magazines, TV and web to look at the cost of generating results for each medium individually and in combination with others, expressed as return on investment (ROI).  

 

Looking at consumers reached by each medium, some of the findings included:

· Overall, seeing magazine advertising drove consumer attitudes and intended behaviour more effectively and efficiently than viewing television advertising alone or TV in combination with online advertising.

· Adding magazines to TV and online had the greatest impact on consumer attitudes and intended behaviour in three out of five stages: aided brand awareness at the top of the purchase funnel, and brand favourability and purchase consideration/intent at the key conversion and action stages at the bottom of the funnel. 

· Magazines were the most cost-effective medium throughout the purchase funnel, looking at two related measures of ROI: people impacted per dollar spent and cost per person. Results from 10 CrossMedia Research™ studies for which these data were available, show the following for people impacted per dollar spent.

· Magazines were the most efficient medium in four out of five stages of the purchase funnel

· TV+Magazines+Online was most efficient for one of the five stages.

Purchase consideration/intent is arguably the most significant measure, since it is the step immediately before actual purchase. Looking at the total increase in purchase consideration/intention, television accounted for 30% of the increase, the incremental effect of online was to add 13% of the increase, but most dramatically the incremental effect of magazines accounted for 56% of the increase. Magazines substantially outperformed the other two media in driving positive shifts in considerationi/intention to buy.

 

The white paper called “Assessing Ad Impact: How TV, Online and Magazines Contribute Throughout the Purchase Funnel,” featuring complete details and data from Dynamic Logic’s latest CrossMedia Research™, is available for download from the MPA website at magazine.org/accountability.
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For additional research into advertising impact and other studies, visit the FIPP research database.
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