


To what extent do you trust
the following forms of advertising?

% responding “irust complelely” or "trust somewhat” ) Global USA
Word of mouth 78 80
Newspapers 63 73
Consumer opinions posted online 61 66
Brand websites 60 61

TV 56 64
Magazines 56 64
Radio 54 65
Brand sponsorships 49 53

Email (| signed up for) 49 62

Ads before movies 38 44
Search engine ads 34 37
Online banner ads 26 26
Text ads on mobile phones 18 21

Average Trust Response 49% 55%

* Trust in Advertising - a global consumer report conducted by the Nielsen Company.
Online survey of 26,486 Internet users in 47 markets from Europe, Asia Pacific, the Americas, and the Middle East performed April 16 - May 1, 2007.



Mass:Marketing > Narrowcasting

197006s 80% of America with 4 channels

1985 19 channels available

2007 119 channels required

1972 CPM (cost per thousand) viewers = $ 1.96
1978 CPM = $3.12
2008CPM = $26.22

Media Buyers are shifting away from Mass Media
- cross media, integrated marketichahnelltistribution

* TV Bureau of Advertising & NAPL
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AWVhen using this media do you simultaneously
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ndu:

regul arly use anot her
% of consumers who readily engage in other medium when they:
Read Watch Listen to Read Go Total
Magazines TV Radio Newspapers | Online Other
Media
Read Magazines n/a 25% 16% n/a 10% 51%
Read Newspaper n/a 30 17 n/a 12 59%
Go Online 10 42 24 14 n/a 90%
Listen to Radio 12 13 n/a 16 22 63%
Watch TV 13 n/a 7 15 30 65%
Source: BlGresearch Simultaneous Media Usage Study, 2007




Mk amddie BagdrlUmaiks Aware

Print Is less intrusive than broadcast

Print motivates consumers to quicker
responses and actions

Print translates into more brand awareness
and brand loyalty

- Yankelovich



ReinforceitesMediasBuyers

Print Is not the lowest-cost provider
Print has the most favorable ROI/ROC

Print continues to be the most efficacious
media for

Branding

Mnemonic retention

Sales, merchandising and marketing ROI
Highest trust quotient
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Migration of Advertising Dollars

Advertising Spending
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