


To what extent do you trust                                                            

the following forms of advertising?

* 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

1970ôs 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 marketing & multi-channel distribution

* TV Bureau of Advertising & NAPL



Marketing Industry «Buzz¬

% of consumers who readily engage in other medium when they:

Read 

Magazines

Watch 

TV

Listen to 

Radio

Read 

Newspapers

Go 

Online

Total 

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: BIGresearch Simultaneous Media Usage Study, 2007

ñWhen using this media do you simultaneously 
regularly use another media?ò



Make Media Buyers Aware

ÅPrint is less intrusive than broadcast

ÅPrint motivates consumers to quicker 
responses and actions 

ÅPrint translates into more brand awareness 
and brand loyalty

- Yankelovich



Reinforce to Media Buyers

ÅPrint is not the lowest-cost provider

ÅPrint has the most favorable ROI/ROC

ÅPrint continues to be the most efficacious 
media for

ÅBranding

ÅMnemonic retention

ÅSales, merchandising and marketing ROI

ÅHighest trust quotient 



Migration of Advertising Dollars

Advertising Spending
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ñMarketing is entering a new phase that 

transcends the mere coordination of messages 

across digital and physical channels. 

In this era of integrated marketing, advertisers 

will knit messages and media to involve 

consumers in a continuous brand experienceò.

Forrester Research and Fedma


