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IN AN AGE OF INTERRUPTION, MAGAZINES ENGAGE

Magazines Provide a Positive
Advertising Experience

Opinions of General Ad Formats 

Newspaper Ads

Magazine Ads

TV Ads

Billboard/Outdoor Ads

Radio Ads

Cinema Ads

Opt-in Email Ads

Direct Mail

Product Placement

Online Search Ads

Online Ads

Ads on Mobile Devices

Non-Opt-In Email Ads

2.5 x 3.5 building box

Relevance of Ads in Various Media

Source: Dynamic Logic AdReaction Study, 2007
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