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Newspaper Readers

Consumers were asked how aften Chey are “doing

Media Focus: Percemt Moio-Tasking
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the putomotive buying cycle, Mow, research
shows not anly is newspaper advertising cit-
ol by bugers as being mors important than
TV, magazne or radio atvertising in the
manth and weeks leading up to parchase,
bt i also am imperTant e as much az
& months before intended purchase. In &,
newspager als are cited by half of all nes
vehicle buyvers as the reason they Yentered
the market for a new vehicle,”

“Mono-Task”
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example, 2% of respondents were doing nothing [Resding Magasinns | 1G% ¥
ather than reading the newspaper as compared g
o 15K when rending magazines. Inerepsed [oous Do W1 16% =
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NNN Makes
Newspapers National

Mewspaper National Network LI,
iz an incredibly easy, efficient,
competitively-priced way for
pational advertisers in 16 diF
ferent categories (nchuding
Consumer Packaged Gaoods,
Pharmaceutical, Business Prod-
ucts, Insurance, Credil Cards,
ComputersTechnology, Factory
Automedive, Mational Restan-
rants, General Merehandize,
Apparel, Household Goads and
Grvernment) to convey their
brand meszage nan immedi-
ate, strong and nreaningful way,

MMM is owned by 2 major
AEWSpapET companices inchud-
img Tribune, Knight Ridider,
Aelvance, Gannett, The Hearst
Corporation, The Washingion
Post, The McClatchy Group,
The New York Times and the
Mewspaper Agsaciation of
America.

Newspaper Sports Sectaiuns Seore;
Key For Male Fans 18-34

Dreapite the everdmgmenting sports mesdia lamd Sy nevwspapen: in e g 100 markets reach

Sports-Oriented Media Reach ik
Against 18- iy 20703

srar BT

B BMEE PN SHED M |NRMAD
MAGATHE [T OLUSTRATED IWTERMET |SPOATS SEC

S WR Dbl 105

seags, pewsperpers are wmlefeated. Among men 15
M, mewspaper sports sections rank £

Im fact, dadly mewspapers in the top 25 marksts reach
o ien LR34 than Speoats aeiemied gl EsFs
magakive together

ENGAGE A NATIONAL AUDIENCE
WITH IMMEDIATE IMPACT.

CONTACT US AT (212) 856-6304 OR WWW.NNNLE.COM

mrore e 1834 than Sports MNuststsd, ESPN
magaxine, Men's Health, Oulside, Mational Geo
wrapdie Advernture, Maxdim snd FHM combined.
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