
market research

top reasons why you need to advertise in magazines

magazine advertising engages Studies have shown that consumers are more 

likely to find magazine advertising acceptable and enjoyable compared to advertising 

in other media. In addition, they find magazine advertising less interruptive.

magazine advertising is considered valuable content Consumers value 

magazine advertising. Starcom found that when readers were asked to pull 10 pages 

that best demonstrate the essence of their favorite magazines, 3 out of 10 pulled out 

ad pages. MRI data shows that consumers trust and value magazine advertising. 

magazine advertising moves readers to take action, including 

visiting and searching online More than half of readers took action or had a 

more favorable opinion about the advertiser in response to magazine ads, according 

to research conducted by Affinity Research. Numerous studies prove that magazine 

advertising drives Web visits and searches more than other media.

magazine advertising improves advertising roi Multiple studies have 

demonstrated that allocating more money to magazine advertising in the media mix 

improves marketing and advertising ROI across a broad range of product categories

magazine advertising sells — and it delivers consistent results 

Several studies show that magazines are the strongest driver of purchase intent 

and boost other media’s effectiveness. What’s more, magazines deliver results more 

consistently throughout the purchase funnel than TV or the Internet.

magazine advertising is relevant and targeted Consumers consider 

magazine advertising more relevant than advertising in any other media. 

magazine audiences accumulate faster and with lasting impact 

Consumers refer to magazines multiple times, even saving them, giving advertisers the 

opportunity for multiple exposures.

magazine supply credibility Consumers trust and believe magazine advertising 

more than advertising in other media. In addition, consumers turn to magazines as a 

source for information on new products.
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feedback / suggestions?
We value your comments - let us know how we can 
make Bay Area Kids magazine better serve you. 
Send comments to editor@bakidsmagazine.com


