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MAJORITY (EVEN 
MILLENNIALS) PREFER  
PRINT-ON-PAPER READING 

Nearly every study found in this 
scan that asked respondents 
direct questions about their 
preferred format for reading, 
paper came out on top – even 
among “digital natives” 



PRINT SIGNIFICANTLY BOOSTED THE EFFECTIVENESS 
OF CROSS-PLATFORM CAMPAIGNS 

Campaigns that used  
PRINT + ONLINE  

improved Persuasion Metrics  
by more than 10% 

Campaigns that used  
PRINT + TV  

improved Purchase Intent 
by 17% 
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significant increase at 95% confidence 

Source:  Millward Brown Digital 

Number Respondents: Print + Online = 30,588; Online + TV = 91,019; Print + TV = 24,563; Print + Online + TV = 10,967   
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PRINT PROVIDES LIFT IN COMBINATION WITH EVERY OTHER 
MEDIA CHANNEL ON AWARENESS MEASURES…. 
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significant increase at 95% confidence 

Source:  Millward Brown Digital 

Number Respondents: Print + Online = 30,588; Online + TV = 91,019; Print + TV = 24,563; Print + Online + TV = 10,967   
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…AND FOR LOWER FUNNEL METRICS, TOO  



PRINT GENERATES HIGHEST LIFTS IN PERSUASION METRICS 

Online Delta Print Delta TV Delta 

significant increase at 95% confidence 

Source:  Millward Brown Digital 

Number Respondents: Online = 253,421; Print = 88,014; TV = 198,479   
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Tells + Sells 





MAGAZINES READERS TRUST AND RELY ON 
PHARMA ADS 

Agreement with statement and options about pharmaceuticals and healthcare (index) 



MAGAZINE READERS VALUE NAME-BRAND 
PRESCRIPTION MEDICATION 

Agreement with statement and options about pharmaceuticals and healthcare (index) 



MAGAZINE READERS RESPOND, DISCUSS AND ACT 
ON PHARMA ADS 

Actions taken in the last 12 months as a result of healthcare advertising (index) 



Actions taken in the last 12 months as a result of healthcare advertising (index) 

MAGAZINE READERS VISIT BRAND WEBSITES AND 
FOLLOW THROUGH WITH DOCTOR VISITS 



MAGAZINE READERS ARE FREQUENT PHARMA BUYERS 

In the last 12 months, number of times purchased prescription products (index) 



MAGAZINE GENRE AND NOTED (%) 



MAGAZINE GENRE AND ANY ACTION TAKEN (%) 



MAGAZINE GENRE AND READ ANY (%) 



Source: Full 2015-2016 TV Season Series Rankings Live + 7, adults 18-49, The Nielsen Company, 2016; GfK MRI, adults 18-49, Spring 2016 

TOP 10 MAGAZINES TOP 10 TV SHOWS 
(Adults 18-49 in 2015-16 season) 

NBC Sunday Night Football 7.5 

Empire 6.4 

The Big Bang Theory  5.8 

CBS Thursday Night Football 5.7 

The X-Files 4.8 

The OT  4.4 

NBC Football Night in America 4.0 

Grey’s Anatomy 3.6 

How To Get Away With Murder 3.5 

Modern Family  3.4 

(Adults 18-49 in MRI Spring 2016) 

People 16.5 

Better Homes & Gardens 12.7 

National Geographic 11.7 

The Costco Connection 8.9 

 Cosmopolitan 8.9 

Sports Illustrated 8.6 

ESPN The Magazine 8.5 

Parents 7.0 

US Weekly 6.5 

Game Informer 6.4 



TOP 5 HEALTH & WELLNESS  
MAGAZINES 

Source: Full 2015-2016 TV Season Series Rankings Live + 7, adults 18-49, The Nielsen Company, 2016; GfK MRI, adults 18-49, Spring 2016 

TOP 5 TV SHOWS 
(Adults 18-49 in 2015-16 season) 

NBC Sunday Night Football 7.5 

Empire 6.4 

The Big Bang Theory  5.8 

CBS Thursday Night Football 5.7 

The X-Files 4.8 

(Adults 18-49 in MRI Spring 2016) 

Men's Health  6.1 

Women's Health  4.6 

Men's Fitness  4.0 

WebMD the Magazine  3.2 

 Health  2.9 



The five top-ranking automotive IMAG 
magazine brands – Motor Trend, Hot Rod, 
Automobile, 4 Wheel @ Off-Road, and 
Four Wheeler – each beat all of the 
automotive shows on television. 

Source: Full 2015-2016 TV Season Series Rankings Live + 7, adults 18-49, The Nielsen Company, 2016; GfK MRI, adults 18-49, Spring 2016 

Discover magazine‘s audience is the size 
of TV’s Family Guy, and bigger than that 
of Survivor, The Bachelor or The 
Simpsons. 

The magazine Cooking 
with Paula Deen has a 
bigger audience than  
Hell’s Kitchen, Master 
Chef, or even Top Chef. 

THE POWER OF MAGAZINE MEDIA 

If Dwell were a TV show, it 
would be the highest rated 
shelter and home décor 
show of its kind, beating all 
in its category. 





#1 Social Actions vs. All Media 



MAGAZINE MEDIA FUN FACTS  

Source: MPA, Magazine Media 360, 2016; Shareablee 2016; GfK MRI, Fall 2015 

In 2015, magazine 
media audience reached 
1.8 billion across 
various platforms: Print 
+ Digital, Web, Mobile 
Web, and Video. 

The #1 brand on 
Facebook, Twitter  
and Instagram is a  
magazine media brand. 

Magazine media brands 
beat out brands like the 
NFL, Fox News, E! 
Online, ABC News and 
CNN on Facebook, 
Twitter and Instagram 

Readers of digital 
edition magazines 
spend an average of  
50 minutes per issue. 

24 of the top 100 brands  
on Facebook, Twitter  
and Instagram are  
magazine media brands 

In 2015, magazine  
media captured over  
9.5 billion social actions 
across social media – 
outperforming TV, online 
media, radio, or newspapers 



comScore Research 

• Display/video ads on premium publisher sites had an average of 67% higher brand lift, confirming 
that premium sites deliver premium performance. 
 

• Premium publishers are more than 3x more effective in driving mid-funnel brand lift metrics, such 
as favorability, consideration and intent to recommend.  



comScore Research 

50% higher ad effectiveness 

Overall 
Effectiveness 

 

Viewability 

Halo 
Effect 

1.67 
 

1.11 
= 1.51 = 









MAGAZINES WORK!! 

• Neuroscience  
 

• Upper + Lower Funnel Results 
 

• Sales Results 
 

• Digital effectiveness 
 

• Quality metrics  
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