" g L LT ™ | D I D T I T T R T DO T T YRR TN N N RN R
enw -'L'l% : ﬂ :::----. sesssses sessas A
(TN T Ll L 1 ) L 1) L 2 ] Ly LR LR LR

L !.'- - -e - L L. :: :: :: "
LN |
.e e T

(1] L 1 ]
. s Se88 . HHHH -e s .s
lllllll L] L1113 [ 1 ] L I ) [ T 1 L X - -
llllllll L] L I [ T ] [ ] [ T 1 -e - - X
- LY ) e - - K]
LT - T T S T ' T T 1) -e YT LT
*spe®® 2 a8 R®  ERBRRREs a8 2 messaw

A MATTER OF TRUST
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Advertising can onlys




“ Trustworthiness achievable via ‘brand rub’




3 important considerations




. The research questions we addressed

What are the components of trust?
To what extent do consumers trust magazines?

Does this trust in the media brand translate into increased levels
of trustworthiness for the brands that advertise there?
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