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Understanding comparative strengths
CrossMedia studies help advertisers to understand
Which media are strongest at each point of the purchase 

funnel
How media can work together to build awareness and 

persuasion



How are CrossMedia studies conducted?

Consumers or buyers are surveyed online 
before and during the actual campaign

Respondents are asked about their awareness 
and attitudes towards the advertised brand 
and competitors

Survey questions and direct measurement 
are used to establish 
opportunity to see (OTS) 
advertising in each medium



How are CrossMedia studies conducted?

Respondents are grouped into cells based on 
OTS for each medium

Respondents exposed to advertising in different 
combinations of media are compared 
to each other and to a control group 
(not exposed to advertising) 
to assess the impact 
of the campaign 
in each medium 
or media combination



What Do Magazines Add 
to the Media Mix?



Combination of TV and magazine drove 
persuasion for beverage product
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Magazine advertising increased Purchase Intent 
among heavy purchasers of consumable product

Purchase Intent
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Aggregated Findings From 
Cross Media Campaigns

How TV, Online, And Magazines 
Work Together



Analysis of impact of TV and added impact of online and 

magazine in 17 of 130 studies that could be compared
Incremental Effect of Medium on Brand Metrics
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TV demonstrated ability to build awareness
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Incremental Effect of Medium on Brand Metrics
( Delta Point Increase)
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Online communicated message & built favorability
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Incremental Effect of Medium on Brand Metrics
( Delta Point Increase)
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Magazines increased favorability & purchase intent
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Incremental Effect of Medium on Brand Metrics
( Delta Point Increase)
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Strongest relative impact occurred at 
different points in the purchase funnel
Magazines had high contribution closer to 

purchase, when consumers are highly engaged
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