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BACKGR OUND

As part of its Fall 2005 ad campaign, Sybase, an
industry leader in providing information 
management and mobility products and 
services, worked with Forbes to determine the
additive value of a cross media advertising 
program using both Forbes magazine and
Forbes.com.  The target audience was identified
as C-level executives, enterprise software 
decision-makers, and IT departmental managers
in large companies. 

Forbes commissioned Dynamic Logic to evaluate
the synergistic effects of advertising on their online
and offline properties. The study clearly illustrates
how online and print advertising programs can play a
complementary role in increasing overall advertising
effectiveness.  

RESEAR CH GOALS THE TEST

Dynamic Logic's CrossMedia ResearchTM was
used to measure the Sybase campaign results by 
comparing respondents exposed to different 
combinations of advertising channels to those
who were not (control group). 

The test was conducted in a live, in-market 
environment among respondents recruited from
Forbes.com. Online exposure to the ads on
Forbes.com was tracked using Dynamic
Logic's AdScout®. Print exposure was deter-
mined based on respondents' opportunity to
see (OTS) the ads in Forbes magazine. The 
control group, collected prior to the start of the
offline campaign, did not see any of the
Sybase ads.

Synergistic Effects Illustrated by Cross-Platform
Advertising on Forbes Properties

• Quantify the impact of Sybase's integrated 
campaign at increasing overall awareness 

•  Examine the effectiveness of the online and print
investment at building brand awareness and
shifting perceptions of the Sybase brand 

•  Measure the impact of each medium in isolation,
as well as the synergistic effects of the combined
print-plus-online exposure
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RESUL TS

The CrossMedia study measured key brand
attributes among overall respondents and
Sybase's critical target of senior/corporate 
management. In the case of this key target
group, when online advertising was enhanced by
print exposure, it resulted in a +24.2-point gain
over the control in  Aided Brand Awareness, as
well as increases of +14.9 points in Brand
Favorability and +10.2 points in Purchase
Consideration.

"The research helped us quantify the result s of the
online and print advertising we were doing with
Forbes.  W e will continue to use research to help us
gauge the imp act of our advertising investment s."

-Holly Rollo, Director , Corporate Marketing
Sybase 

The campaign also resonated particularly well with 
another key target group, professionals at large
companies with 1,000+ employees. Integrated
advertising proved highly effective at increasing
Brand Awareness and Purchase Consideration
among this group.  

The study re-enforced importance of frequency to 
campaign effectiveness, for both print and online
ad performance.  The online campaign was most
effective at the 4+ frequency level, raising Aided
Brand Awareness nearly +20 percentage points
over the control and Purchase Consideration
+15 points.  Optimal print exposure shown to be
3-4 exposures for these metrics. 

Amo ng Sen ior  Ma nagement, the Combi nat ion of For bes  Pri nt & O nline  
Adv ertising Increases B ran d A war ene ss , F avo rab ilit y a nd Pur cha se Con sid era tion  

Source: Dynamic Logic December 2005, n=1,768 respondents
* Statistically signi®cant di•erence at a 90% con®dence level compared to control group
Delta (€) = Exposed - Control
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