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~ What are the metrics that matter?
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Magazine media moves the metrics

that matter because It achieves

deeper more meaningful connections
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N consumers and that's what

C

elivers strong brand KP1I’s



Meaningfully different impact
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Source: Magnetic/Millward Brown 2015 MDI Measure: Magazines n=22, TV = 83, Newspapers n=32, Online Display n=68, Radio n=29, 00H n=59, Cinema n=28, Online video n=9



We discovered
that printed
magazines are a
powerful driver of
brand equity



