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A new 2006 NAA study conducted by MORI 91% RECENTLY SHOPPED ONLINE one-stop national network of
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Results just released from a July 2006 NNN study ously thought. Moreover, newspaper website ads

conducted by GfK Automotive confirm that like outperform all other internet ads in both determin-

newspaper ads, newspaper website advertising ing the initial consideration set and in deciding INITIAL CONSIDERATION FINAL
plays a critical role at the early stages of the auto- which one make/model to purchase. For detailed STAGE STAGE STAGE
motive buying cycle, not just at the end as previ- findings, visit www.nnnlp.com.
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