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Time-Ad Impact Ratio:

While some members of the ad community look at time spent with media as a way to
assess a medium’s advertising value, this approach fails to recognize a key concept: time
spent with a medium is not a meaningful measure of advertising value unless it connects
to advertising outcomes.

To help marketers address this issue, the analysis below presents a new perspective that
links time spent with media to ad impact, using third party sources. This resulting metric,
dubbed the “Time-Ad Impact Ratio,” can help marketers to evaluate time spent in a way
that aligns with their desire for better results.

Findings
The Time-Ad Impact Ratio shows the following rankings, which differ significantly from
those that exist if time spent is examined in isolation (without regard to results):
e Magazines emerge as the leading medium with 5.5 times more ad influence
relative to the time spent with magazines on an average day
e Newspapers rank second with 4.9 times more ad influence relative to time spent
e The Internet has 2.5 times more ad influence relative to time spent
e TV has 2.3 times more ad influence relative to time spent
e Radio has 1.1 times more ad influence relative to time spent

Time-Ad Impact Ratio
The ad influence of a medium relative to time spent with that medium

Magazines 55

Newspapers 4.9
Internet 25

Television 2.3

Radio 1.1

Time-Ad Impact = Media Influence/Share of Total Time Spent
Sources: MRI MediaDay, 2008. Deloitte “State of the Media Democracy” Study, 2008
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How the Time-Ad Impact Ratio Is Computed

The Time-Ad Impact Ratio incorporates two components:

1) Share of time consumers spent with each media in an average day, based on MRI’s
MediaDay study, and

2) The influence that advertising in each medium exerts on consumer purchases, according
to Deloitte’s “State of the Media Democracy” Survey, 2008. In this study, consumers were
asked to rank the types of advertising most influential on their buying decisions.

The calculation was performed by computing the percent share of time spent for each medium
(based on minutes per average day) and then dividing Media Influence by the resulting percent
of time spent. When the data on time spent with media and media influence are brought
together, the resulting Time-Ad Impact Ratio shows advertisers the ad influence of a medium
relative to time spent with that medium.

Time-Ad Impact Ratio: Factors Behind the Calculation

*Time Spent Percent Share of **Media Time-Ad
Media with Media (minutes) Total Time Spent Influence Ratio
Magazines 70 8.9 49 5.5
Newspaper 68 8.6 42 4.9
Internet 154 19.5 48 2.5
Television 302 38.2 88 2.3
Radio 196 24.8 27 1.1

Time-Ad Impact Index=Media Influence/Share of Total Time Spent
Sources: *TIme Spent with Media on Average Day by User of that Medium, MRI MediaDay, 2008. **Percent of U.S. Consumers Who Said Advertising in this
Medium Has the Most Influence on Their Buying Decisions, Deloitte “State of the Media Democracy” Study, 2008

For any skeptics who question how magazines could enjoy such a commanding lead, other recent
research provides evidence of magazines and magazine ad effectiveness relative to other media:
* When consumers read magazines they are much less likely to use other media or
participate in non-media activities while reading, giving them more opportunity to engage
with the advertising or the editorial content (BiGresearch, December 2008)
e Magazines consistently get higher scores on the engagement dimension of “ad receptivity”
than TV or the internet (Simmons Multi-Media Engagement Study, 2008)
e Magazines vyield the lowest ROI for brand familiarity and purchase influence (Marketing Evolution, 2008)
and the greatest impact on brand favorability and purchase intent (Dynamic Logic/Millward Brown, 2007)
e Magazines are the medium most likely to generate web search (BiGresearch, December 2008)
* Magazines are the medium most likely to complement the web in reaching social networkers
(Mediamark Research & Intelligence, Fall 2008)

For more information about the Time-Ad Impact Ratio, please contact Stephen Frost,
Director of Research, Magazine Publishers of America, at sfrost@magazine.org.
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TenTop Reasons to Advertise in Magazines

Magazines provide reach-faster than you think: The top 25 magazines reach more teens
and adults than the top 25 prime-time TV programs. The average magazine cumes almost
two-thirds of its audience within a month’s time.

Magazines target efficiently: With a range of titles that appeal to specific demographics,
lifestyles and interests, advertisers can hone in on the targets that fit their needs.

Magazines sell: Multiple studies have demonstrated that allocating more money to
magazines in the media mix improves marketing and advertising ROI across a broad
range of product categories.

Magazines provide rich experiences: Readers experience magazines in meaningful ways,
including: | get value for my time and money, It makes me smarter, It's my personal
time out and | often reflect on it.

Magazines engage: 90% of magazine readers pay full and complete attention when reading
magazines. Magazine readers demonstrate the lowest level of multitasking when compared
with multitasking rates for other media.
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TenTop Reasons to Advertise in Magazines

= Magazines enhance advertising impact: Strong consumer experiences with magazines
boost magazine advertising impact.

= Magazine ads last: Consumers refer to magazines multiple times — even saving them,
giving advertisers the opportunity for added exposures.

= Magazines supply credibility: Consumers trust and believe magazine advertising
more than advertising in other media.

= Magazines offer choice: Advertisers can choose from a wide range of titles, environments
and “customizable” solutions that best suit advertisers’ needs.

= Magazine creative connects: Magazine ad content makes consumers laugh, cry, think,
desire, ponder, smile and more. In short, magazine ads make people react — and connect
with advertisers’ brands.

Sources: Initiative; Nielsen November 2003 (Prime regularly scheduled); MRI Fall 2003; Documenting the Role of Magazines in the Mix; ROI for DTC; ROI
for Kraft; Measuring the Mix and What Drives Automotive Sales?; Reader Experience Study, Northwestern University Media Management Center; Media
Choices; BigResearch; Hall’s Magazine Reports; www.magazine.org/casestudies
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¥ ED I ) South Montgomery County
' .
South Montgomery County Woodlands POpU Iatlon G rOWth
Economic Development Partnership

Estimated Projected

Location 2000 2007 2012

Montgomery County 293,768 411,033 483,254

South Montgomery County* 99,028 150,572 179,393

The Woodlands 68,000 88,000 112,000

10-mile Radius 247,120 331,750 383,260

20-mile Radius 1,019,374 1,258,482 1,415,457

*South Montgomery County is defined as Census Tracts 6905 through 6921. This area includes the cities of
Shenandoah and Oak Ridge North as well as the unincorporated community of The Woodlands.

Sources: DemographicsNow
The Woodlands Information: The Woodlands Development Company

South Montgomery County Woodlands Economic Development Partnership
1400 Woodloch Forest Drive, Suite 300 - The Woodlands, Texas 77380
(281) 363-8130 - www.edpartnership.net

January 2008
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Advertising

1X 33X 6 X 12X
Full Page $1200 $1100 $1000 $800
2/3 Page $900 $800 $700 $600
1/2 Page $600 $550 $500 $400
1/3 Page $500 $450 $400 $300
1/4 Page $400 $350 $300 $250
1/6 Page $300 $250 $225 $200
1/8 Page $200 $180 $160 $150

Classifieds:

1 column inch - $25

2 column inch - $50

3 column inch - $75

4 column inch - $100 (business card size)

All classified ads must be run 12x and paid via automatic monthly credit card billing.

Terms:
¢ Premium Spots (Inside front cover*, Page 3, 4, 5, Inside back cover*, Back cover*), add: $50-1/4 page, $75-1/2 page,
$150 full page
Rates listed are per month
Rates listed are valid for contracts signed in 2010
50% of first month due at contract signing
5% discount for automatic monthly credit card billing
Nonprofit discount available
Price includes one proof of ad when client supplied, $25 for second proof
*Inside front, Inside back, and Back covers must be full page ads





